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FOR WOMEN WHO 
LIKE NICE THINGS... 


GIFT JEWELRY 4 


LPYDEM 








Your customers will appreciate the matchless 
craltsmanship, distinctive design, and superb 
finish of Gilt Jewelry by Van Dell. You ll want 
to feature the 1949 Van Dell collection . . . con- 
ceived and executed with the same deft skill that 
has made Van Dell the choice of countless 


thousands of smartly attired American women. 


THRU WHOLESALERS 


VAN DELL CORPORATION PROVIDENCE 3 @ Rei! ®? 





ZATS 


Saks 


No. 1402/7 
7 stones, large high center 


No. 1255/7 


9 stone cluster 


No. 1075/7 
9 stones, large high center 





In these exquisite rings we have preserved the 





true spirit of the Early American jewelers’ art. KON-ITE 


Early American Reproductions are made in exactly the same 
manner as the originals, cast in one piece of 14K solid gold, 
with unusually massive tops into which precious stones can 4 ‘Al N-| i: 
be set with absolute safety and assurance against loss. " ee 


Pictured here are three of a large selection of styles in 


stock for immediate delivery. They may be purchased unset A S A U E R & [. O 


as shown or, upon order, complete with stones to suit the 
KONITE BUILDING 


customer’s taste and price range. Earrings available to match. 


Brochures showing 17 designs will be sent upon request. Cincinnati 2, Ohio 
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The cover photograph first ap- 
peared as an illustration for an 
article "Hearts and Diamonds” 
which appeared last Summer in 
the American magazine. Tips on 
how jewelers can take maximum 
advantage of such consumer 
magazine articles will be found in 
the article "Publicity No Money 
Can Buy" on page 120 of this 
issue. 
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Merchandising and Promotion 


Publicity No Money Can Buy 
‘Romancing’ Sells More Silverware 
Valentine Windows That Click 

Gifts Are a Year ‘Round Promotion 
Sales By Phone Built Quality Trade 
Rings Account for 40% of Volume , 
Friendly Atmosphere Keeps Sales Humming 
Planned Merchandising Widens Customer Circle 
Can Silver Be a Store's Specialty? 
Opening Day Specials Draw Crowds 
Selling Tomorrow's Customers—Today 

How to Operate a Silverware Department 


Store Modernization 


Store Built for Display . ... . 
Modern Efficiency Tailored to Needs 
Display is Key to Convenience 


The Trade at Large 


JIC Schedules Three '49 Promotions 
Diamonds Star on Opening Night 

New Designs from Paris . . . . .« 
J.C.-K. Annual Plated Flatware Index 


Technical 


The Stars Give Up Their Secrets 
Little-Known Gemstones 

Studding a Hairspring . . . . 
Workshop Questions and Answers 


Departments 


Speaking of the Jewelry Trade 

My Display Problem 

They're New 

New Giftwares 

Speaking of Gifts 

News . ot wh a éGheEA B® 
Annual Index to Jewelers’ Circular-Keystone 
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Platinum and Diamond Watch, elegant 
in its patrician simplicity, conceived 


by Marce and Executed by \\ Aa oO) Craftsmanship 


Every step in the creation of a WBO design—from its origina- 
tion to its final emergence as a brilliant masterpiece,is produced 


under one root by the outstanding artisans of the jewelry craft. 


WILLIAM 8B. OGUSH, INC. 


CREATORS OF GOLD 4 PLATINUM JEWELRY AND WATCH CASES 
ENIOYING THE CONFIDENCE OF THE INDUSTRY 


33 WEST 60th STREET |\WV//\ NEW YORK 23. N. Y 
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10% Iridium 
Platinum 
* -and Diamond 
Watch 
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bist Arived/ 
Two new additions to the 
> famous Sessions family 


Koh 
EW vist 


mous fea 


1) 
Sessions Fa 





Look THESE TWO NEW Sessions clocks over very very carefully, for 
they are both clocks of time-tested appeal and design... with a 





decidedly stepped-up modern finish. 


Like the famous Sessions “Catnapper” Alarm—leader of the same 


u rT 
TEAPOT DISPLAY Sessions Line—they are bound to pull heavy sales and generous 


Ask your Sessions jobber about profits. Like all Sessions self-starting electric clocks, they have fewer 


the new window counter or floor 
display to promote Teapot Clocks quieter operation. 
—in colors. Nationally advertised with other Sessions clocks in almost 15 


moving parts than ordinary clocks, giving greater dependability and 


million advertising messages, they’re good for fast turnover. Better 





stock up now! 


Sessions Clocks... 


Ket eS SELF-STARTING ° ELECTRIC SR 
- Housekeeping (0 oy 


As concerto *PRICES PROTECTED UNDER THE FAIR TRADE ACT 








Pup-RR i" 


THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT —In Chicago: Merchandise Mart Plaza; 
In San Francisco: The Western Merchandise Mart; In Canada: Northern Electric Company Ltd., Montreal, P.Q. 
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TRADE MARK 


ACME RING MFG. COMPANY, INC. 


445 sO. TENTH STREET 
NEWARK 3. NEW JERSEY 





PHONE BiGtLow 3-4977 


Nov. 24, 1948 


Baker & Company Inc. 
113 Astor Street 


Gentlemen: 


We have béen users of palladium for 
ornaments and plates in which we set diamonds 
for quite a period of time. 


We find the color superior to that 
of white gold and our setters would much rather 
set diamonds and zircons in palladium than white 
gold. It also works to our advantage as the 
percentage of chippage of stones is greatly re- 
duced with the use of palladium. 


We are manufacturers of 10K and 14K 
colored stone rings, with and without diamonds 
and find the palladium metal brings out the con- 
trasting color of gold and colored stones to a 
distinct advantage, 


Very truly yours, 


LM CHE 


ACME RING MFG. CO. INC. 
per 


THE WORKING AND HANDLING 
OF JEWELRY PALLADIUM 


Let us send you this booklet. Goes 
into the subject in detail. 


Likes E CB 


Jewelry by 
Acme Mfg. Company, Inc. 
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FOR JANUARY, 


1949 


everything the manufacturing jeweler 
needs for the creation of fine jewelry. 
Our settings include high fishtail and 
illusion styles, Tiffany types, circlet, 
skeleton, pearl, spread-hase and crown, 
emerald shape, square and high with four 
cramps. Our newest illusion settings — 
the Masterpiece Line — already have 
hecome very popular. We make findings 
for one-piece to five-piece mountings of 
- both light and heavy weight; stone plates 
in plain and fancy shapes as well as bases, 
bezels and round and square tubing. All 
these are furnished in jewelry palladium, 
10% iridio platinum and gold. We 
manufacture pins, joints ‘and safety 


catches and solder for every purpose. 





Lithia E- Co Lede 


113 Astor St., Newark 5,N. J. 


~ New York ¢ San Francisco * Chicago 
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Quality . htredh / S73 





What's on the 


Simmons Calendar 
FOR 1949? 














For 1949... our seventy-sixth year...we have great 
and exciting plans. New designs ...In both men’s and 
women’s jewelry ... have il created for our new 
May line. New gift boxes...modern to the nth degree 

.. have been ordered. New attractive merchandising 
and selling aids are in the works. In fact, in all phases 
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of our business we are approaching the new vear 














with a new enthusiasm... with an aggressive spirit 
which is backed, of course, by sound experience 
gained through the manufacturing of Quality Gold 
Filled jewelry for more than three quarters of a 























century. 
Yes indeed, 1949 should be a Happy New Year 


for those who stock and sell Simmons Quality 





Jewelry. 
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READY NOW 


New 1949 pads for your R. F. Simmons 
Calendar are now ready for delivery. 
If you have not ordered yours, do so 
now. You will receive it by return mail. 
A few complete calendars are still 
available. 





Quality Since 1873 


R. F. SIMMONS COMPANY 


ATTLEBORO, MASSACHUSETTS 











MAKERS OF SIMMONS CHAINS © SOLD THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS 
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yettOm presents 


“Princesse” 


THE FIRST 
1F-ADJUSTING’ 
SNAKE CHAIN 

BRACELET 
NW THE MARKET 


You’re looking at a triumph of 
BRETTON ingenuity and design — for 
this smart snake chain bracelet, 
with its “Queen” expansion links, 
is the last word in wrist-caressing 
comfort and beauty. And is the 
first self-adjusting bracelet of 
its kind ever made. It is also 
the first in a series of innovations 
that definitely stamp BRETTON ) | . | 
| NATIONALLY ADVERTISED 
as the line for ’49. Don’t miss — 
them if you don’t want to miss 


out on profitable watch band << : 
FIRST AMONG FINE WATCH BANDS 


business this year. 


CONSULT YOUR WHOLESALER 


BRUNER-RITTER, INC. 630 FIFTH AVENUE, NEW YORK 20 @_ Factories: BRIDGEPORT and MONTREAL 
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WATCH CASE §S 





LOOK FOR THIS 
STAMP OF QUALITY 


THE MARK OF DISTINCTIVE 
BIAUTY AND LASTING 
PROTEC LIDN 





watch movements 


fine 
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Safety Catch slides back smooth- 
ly, effortlessly at the mere touch 
of your finger. 













Silk Cords with 
F-WUY Protection 


The Gemex silk cords shown 
here are demand items custom- 
ers look for. The ‘‘triple’’ safety 
features described below spell 
profits, quick turnover for you. 
Stock them and be assured you 
are offering the best. 


Diameter of Cord 
_ Style inches millimeters Retail 


#11077 080 2 $4.25 
#11078 .100 2% $5.00 
#11079 120 3 $5.75 
#11080 .140 3% $6.00 
#11086 .160 4 $6.50 


Retail Prices Include 20% Federal Tax. 


GEMEA 


Sine Watch Dandy 





The T-angle lever (A) provides a The Safety Chain, shown here, 
safety plus—hence the name _ provides absolute assurance— it 
“Double-action” Safety Catch. is an extra measure of protection. 


Copyright, 1949, Gemex Co., Union, N. J. 
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Silke Cords with 
Jealures that Sell! 






These silk cords fashioned by 
Gemex belong in your stock 
because they have patented 
features (see below) that make 
them easy to attach, assure a 
long and trouble-free life, and 
create satisfied customers. 


Diameter of Cord 
Style inches millimeter Retail 


#11009 .080 2 $3.75 
#11057 .100 2¥2 $4.25 
#11076 aout $4.50 
#11058 .140 32 $5.75 


#11059 .160 4 $6.25 


Retail Prices Include 20% Federal Tax. 


GEMEA 


Fine Watch Bands 





The cord box features an inge- The outer lever, when snapped 
nious spring that snaps both levers into place, holds the cord securely 


open with a single motion. . ‘ lever holds them firmly. and permanently. 





Copyright, 1949, Gemex Co., Union, N. J. 
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Certified Master Watchmaker; 
Member Exec. Board, United Horological Assn. of America; 
Sec.-Treas., North Carolina Watchmakers and Jewelers Assn. 


“Here’s another reason why 
the new ‘Series 33’ is the finest Waltham 
of all time,” says Mr. Underwood 


Mr. D. G. Underwood, of Winston-Salem, N. C., enjoys a modern watch, none is more important to accuracy 
a national reputation as a Master Watchmaker and and dependability than the hairspring...for the hair- 


jeweler. In addition to his outstanding work in the 
South, Mr. Underwood is also active in national horo- 


logical affairs. 


spring is the watch’s beating pulse. 
“That is why I think every watchmaker should know 
the story behind the hairspring of the new Waltham 


“A fine watch,” says Mr. Underwood, “can beno finer ‘Series 33.’ I believe it is one more good reason why 
than any one of its vital parts. And of all the parts of — the new ‘Series 33’ is the finest Waltham of all time.” 











q. “Every Waltham hairspring is made of Conel metal, a patented 2. “‘Here in the Waltham metallurgy laboratory is a real, authentic 
* alloy invented and developed by Waltham. With an ordinary steel mill...complete in every detail but, like everything in a 
steel hairspring on a monometallic balance, an error of approxi- watch factory, Lilliputian in size. In this electric furnace, the pat- 
mately 6.2 seconds for each degree of temperature change results, ented alloy is prepared under strictest controls, Conel metal is as 
Conel reduces this error to less than .4 seconds in 24 hours.” tough as finest-tempered steel, but is rust-resisting, non-magnetic. 
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3. “After the ingot has been cast, and subjected to X-ray and other 4. ‘Now comes the tricky part. On these machines, the Conel wire 


tests, it is forged into a bar 16 in. long, 1 in. in diameter and 4 is drawn through a series of 62 diamond dies, each one progres- 
pounds i in weight, From here it goes through a series of swedging sively smaller. After passing through the final die, it is a shim- 
machines and dies which compress its diameter and extend its mering, 100-mile-long ribbon, about % the diameter of a human 
length, until it finally emerges as 1.2 miles of small, round wire.” hair...and is accurate to an amazing 20 millionths of an inch.” 





5. “Back in the laboratory, the finished Conel wire gets a final series 6, “I feel that the development of Conel metal for Waltham hair- 


of tests for compensation, hardness, tensile strength and elasticity. springs is a real watchmaking advancement. It not only gives the 


After the scientists are satisfied, the wire is wound into hair- jeweler a better watch to sell, but also helps his watchmaker 
springs, heat-treated by a special Waltham process, and is ready render faster and more satisfactory repair service to the customer. 
to give a lifetime of loyal service in the new Waltham ‘Series 33.’ ” This latter is especially important today, when the demands on a 


watchmaker’s time so greatly exceed the hours in his working day.” 























Calhoun 
17 Jewels 


Helene 
17 Jewels 
$71.50 4 


THE FINEST WALTHAM OF ALL TIME 






by American craftsmen, 
to America’s highest 





Prices 


Include precision standards. 
Federal 
Tax Waltham Watch Company, Waltham, Massachusetts 
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@ GOLD FILLED designs combine 
precious jewel colors with rhinestones. A 
delightful diversity of unique, daintily 
feminine patterns, created with the care 
given to finer jewelry. Popularly priced . . . 


beautifully presented. 


@ Out comes the satin center displaying 





the jewelry, and your customer has a 
handsome plastic Picture Frame, 
complete with easel. A lasting good-will 
reminder of Iskin Jewelry . .. and of 


your Store! 


TRIPLE FEATURE Sales for You... 
in the Product, the Package, the Price! 





SEE THE COMPLETE ISKIN LINE AT YOUR WHOLESALER . . NOW 





deal] 


(HH) 


THE ISKIN MANUFACTURING COMPANY, INC e EST. 1913 
12TH AND CHERRY STREETS, PHILADELPHIA * NEW YORK * CHICAGO © LOS ANGELES 
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Call or write to our Se mec 


_ New York offices Importers of 35 years of Se vice t » the Trade : 





for further details. cgi . - : 
580 FIFTH AVE. € 


FOR JANUARY, 1949 17 











A no p en L 
discussion | 
of some | 
—— : 











The Jewelry Industry is today one of America’s big- 
gest and most respected enterprises. 

‘Iwo things have helped to make this possible. 

One of these things is the established and reputable 
trade mark. ‘The other is the use of standard quality 
markings on jewelry. 

These twin cornerstones have built more public 
confidence—and have been responsible for more sub- 
stantial, long-term growth—than any other factor in 
the industry. 

It is to the best interests of all of us to continue to 
build this confidence and growth. 

A big part of the job rests with the manufacturer. He 
must protect his own reputation—and the reputation 


of his wholesalers and retailers—with merchandise of 
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unquestioned quality. But the wholesaler and retailer 
have a big part, too. They must shield their customers 
against merchandise which does not live up to quality 
standards. 

An established trade mark—backed by a reputation 
for quality and dependability—is a mark of good busti- 
ness for everyone. 

The Forstner trade mark is an example of this. Con- 
sumers have learned to look for this trade mark—and 
have learned to depend on the quality markings shown 
on Forstner tags. These traditional markings are a guide 
to the industry as well as the consumer. ‘The universal 
use of quality markings is a safeguard for all of us—and 
the public understands and accepts it. 

The good will of consumers is the greatest asset any 
business can have. Good will is created by good mer- 
chandise. And good merchandise 1s not ashamed to show 


its mark to the world. 


FORSTNER CHAIN CORPORATION e¢ IRVINGTON II, N. J. 


DA trade mark that means 


Consumer A cceptance 














FOR JANUARY, 1949 19 








Oe COLILAE LE Sifly Carals, those who 
tnow diamonds, choose from the House 
of Diamonds...one of the world s largest 
collections. 

Merchandise ihiified on Memorandum 





PRA IOE 
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As an example, STAR Ring No. 2Y4 
above, with special-cut onyx, diamond, 
and hand-engraved flower trim in green 
gold. 


Unusual shape of onyx with matching 
diamond plate makes this an exception- 
ally attractive design. 


Available in sardonyx, or without 
iamond, or with Eastern Star emblem. 


Your wholesaler can show you this 
and many other distinctive Star Rings of 
Style and Quality. - 
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INCOMPARABLE VALUES by STONE 


DIAMOND RINGS 


of Every Size and Shape 


Samples on request to established 
jewelers. State price range and styles. 
Our mountings are of exquisite styling 
and are produced by expert craftsmen 
in 14 and 18 Kt. yellow and white 
gold, as well as 10% iridium-platinum. 


5 cts. 4 cts. 3 cts. 2 cts. I ct. YA et. 


THE EMERALD CUT DIAMOND The Emerald Cut 
is in high favor with women of good taste. Its flashing 
glory is the result of the very latest development in the 
highly skilled art of the diamond cutter. 


All our lines are produced in 
a large variety of styles and wide price range. 


2 cts. | ct. ‘2 ct. 


THE ROUND DIAMOND Perfection of cut and the 
consummate artistry applied to their production endow 
Stone Diamonds of all shapes with a rare quality that 


is truly magnificent. 


Diamond Set Rings in a Complete Price Range 
to Satisfy Every Requirement. 


4 cts. 3 cts. 2 cts. VY ct. 


THE MARQUISE DIAMOND First cut in the last 
decade of the 19th century, women have always thrilled 


to this charming creation. 


The Marquise ranks importantly in STONE’S large selec- 
tion of diamond rings of all types, some of which are 
trimmed with fancy shaped diamonds. 


We are equipped to design 
and execute special orders promptly. 


FAST TURNOVER GUARANTEED 


a 
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Yue My IS A Siremenls. TRADIT 


Making fine quality jewelry has long been a Krementz tradi- 
tion...jewelry that you can take pride in selling...that your customers 
will take ate In wearing. Traditional, too, is the meticulous work- 
manship and the high quality materials always to be found in jewelry 


by Krementz. 


Krementz cuff link and stud sets are indicative of this faithful 
adherence to high standards. Your customers will appreciate their 
correct, smart styling and the added convenience of the Krementz 


patented snap bar cuff link and bodkin stud. 


These features make a difference with your customers... and 
you will find that they make a difference, too, in your increased 


prestige and profits. 


FINE QUALITY JEWELRY SINCE 1866 


FOR MEN: Evening Jewelry - Cuff Links - Collar Holders - Tie Holders - Pocket Knives - Watch Chains 
FOR LADIES: Flexible Bracelets - Bangle Bracelets - Earrings - Brooches - Necklaces 


GUIDE TO CORRECT EVENING ATTIRE: 


| This useful, 4-color folder gives the etiquette of formal 
\ a and semi-formal dress—containsan authentic dress chart 
for reference. Up to 500 supplied without charge ... 


Se Se SR ; 


ION 





= 
send them with statements... keep some on the counter. Krementz @ Co. 


N 


ewark 5, N. J. 





| RETAILER 


CIO: 


WM 


f? 
MAKE’ SALES WHEN 
OTHER FACTORS FAIL... 








I. Matching bridal combinations stay together always! 

2. Rings may be purchased and worn separately! 

3. Lock is unnoticeable at all times! 

4. Lock parts made of high-tensile strength gold! 

5. No foreign metals used anywhere! 

6. No springs, no forced action! 

7. No disfiguration of either ring! 

8. Precision engineered construction eliminates sizing problems! 79 
Lock comes out of 9. No bulky attachments to remove, attach or misplacel — We 
wedding ring. 10. Prices are extremely competitive always! | 


Complete Warranty and Instruction Booklets, 
promotional helps, displays, mats available. 


SOLD ONLY THROUGH AUTHORIZED DISTRIBUTORS 


FEATURE RING COMPANY, Inc. itu 
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THE SECRET LOCK COMPLETELY DISAPPEARS 


There is positively no disfiguration of the individual 


mountings. This means that the sale of one ring 


assures the sale of the other at any time. 





NOTE: Sold only through author- 
ized distributors who are 
granted the right to sell patented 
Feature-Lock mountings under 
the registered name or their own 
brand name. 











Feature-Lock is patented in the U. S. 
cf Pat. Off. Pat. Nos. 2,029,464-2,127,766 
ans. ond other patents pending. 
| 


SOLD ONLY THROUGH AUTHORIZED DISTRIBUTORS 


| FEATURE RING COMPANY, In. iis 
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Hlustration courtesy 
Gerber Baby Foods 
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TRADE MARKS 


Executive Offices and Factory: LUDINGTON, MICHIGAN 
~ Sales Offices: 630 Fifth Avenue, New York 20 220 W. Fifth Street, Los Angeles 
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ALL LIFETIME ENGAGEMENT 


RINGS ARE TAGGED WITH 
SIZE AND QUALITY OF 


THE SOLITAIRE DIAMONDS 


FOR JANUARY, 1949 
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You won‘t find them in the 
phone book—but you will find 
them in leading jewelry and 
department stores ‘cross country 
breaking sales records by the 
score! Every one’s a “winning 
number” from K & K’s profitable 
collection of compacts, cigarette cases, 
pill boxes, photo frames and 
rosary cases. So, get out your little 
black book and send in that order 
today! This selection priced to retail 
from $1.95 to $8.95. ... 


C25002/57 














$11000/27 






C4002/48 


'D2211/34 
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Nationally Advertised in: 


Vogue, Harper's Bazaar, Mademoiselle, 





, fer the would lovellesl women” 
New York 16. Factory,, Pawtucket, R. I. 


Charm, Glamour, and Town and Country. 


KOTLER & KOPIT., Inc.. 303 Fifth Ave. 
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Ne x With the KEY to your Heart 






0-O- CO" Oe VO a 
+m * «| Sete -)°. « 
ON TONNE O- OF 0-=0 


a —. 
°..* 


TO YOUR LOCAL ADVERTISING! 
TO YOUR SALES! 
\ TO YOUR CUSTOMER INTEREST! 


It's the KEY*, 


the ‘attention getter’, that brings them into your store and clinches 
sales. Consumer resistance breaks down when this cleverly con- 
trived merchandising aid is displayed, because women love to wear 
it as a bracelet or locket charm for permanent attachment to the 
significance of the moment. 


THIS is your EXTRA appeal to the ‘“Two-Gether” ensemble — a 


truly perfect locked set that keeps your rings beautifully aligned 
with no parts to swing out, wear out, break off or interfere with 
the active appeal of the rings. 


*Sterling keys free with each “Two-Gether” ensemble. 
14K Gold Keys available at extra charge. 


Kushner & Pines, in 


21 WEST 46th STREET 
NEW YORK 19, N.Y. 


© 1948 K & P Inc. : 
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Rings enlarged 
to show detail 


27 Diamond 
Combination Set 


The Diamond Engagement and Wedding rings 
so ingeniously designed that they can be 
bought separately or together ...and worn 
separately or together. 


Whether coupled or not, there is absolutely 
no visible trace of the lock device . . . no 
hinge, no catch, no stud or concavity to mar 
the beauty and symmetry of the Miracle 
rings. 

The Miracle - Interloc* clasp keeps the 
matched bridal ensemble perpetually 
aligned . . . prevents awkward ring twist- 
ing and shifting, saving rings from costly 


Miracle Sets priced from $20.00 up 


For the full beauty in rings and diamonds, your customers 
will want the patented Miracle-Interloc*. Besides, the 
diamond looks at least 25% larger in the registered 
Miracle* Diamond Ring. For your own diamond merchan- 
dising success story, get these revolutionary new rings! 
Consult your jobber; if he cannot supply you, write us. 


None Genuine Unless Stamped “MIRACLE” 


WARNING: 


Any and all infringements of Shiman Bros. patents 
or trademarks will be prosecuted to the fullest extent 
of the law. 


FREE 


Mats and Dealer Helps on Request 


*Patented and Reg. U, S. Pat. Off. & Patents Pending 
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| Fine Watches Since 1868 | 











MICHAEL 
$42.50* 





COVERED 


“eRe eg Che 
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OTHERS FROM $24.75 TO $2500.00 
c *RETAIL PRICES SHOWN INCLUDE FEDERAL TAX 


Cotham Watches 
| Product of OMendortf Watch Go INC, 20 W 47th STREET, 


TIME FOR A “LIPETIME NEW YORK, N.Y.° 
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DEMAND ra 


~*~ sé RIGHT NOW: 
, THIS MONTH! 
Yes, right now—January- 
February, 1949—Ronson Necessities will 
help you take the first big step forward to a 
year even more successful than the great 


Ronson year just completed! 


Why Ronson Necessities now? Just think back 
to the heavy Christmas lighter sales, and to 
the many new and old lighter owners who 
need flints and fuel . . 


. and you'll have 


the answer! 


And when you consider the superb 

quality of Ronson Necessities . . . their tested 
ability to increase store trafhc—build 
customer good will and repeat business— 


and net you a tidy profit... you'll display 


and push them with all your energy 


and imagination. 





RONSON ART METAL WORKS, INC. NEWARK 2, N. J. 
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AND OTHER MAKES AS 
‘, ' 
PRESS, IT'S LIT! RELEASE, IT'S OUT! + 
Safely out the instant : 3 


you lift your finger. 





“SBTANT, errs 





ONSONOL| RONSON SERVICER...containing Ronsonol 
Fuel...3 extra-length RONSON REDSKIN 
d Now 100% | «FLINTs”... RONSON WICK... WICK 
Cleaning Brush and 
Instruction Book ... 50¢ (Retail). Items 


IN CANS also packaged separately. 








And you can count on Ronson advertising —heaviest 
in lighter history last year—to be even heavier in 
1949 ...with NETWORK RADIO—SPOT RADIO 
—MAGAZINES— DISPLAYS—MAT SERVICE. 

(Send for Display and Mat Service illustration 
sheets today—giving the name and address of your 
jobber.) 

FUN ... EXCITEMENT! Tune in on Ronson’s “20 
Questions” Saturday nights (Pacific Coast, Sunday 
nights). Ronson presents Johnny Desmond, Sun- 
day nights. Both on Mutual Network. 

TELEVISION ... Ronson now on Television in 
many principal cities. 


ONSON 





mtané WORLD'S GREATEST LIGHTER 


v) 
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YOU WERE SELLING YOUR STORE - - 





you'd think first of Gordon Brothers 












IF YOU PLAN TO LIQUIDATE IT YOURSELF - - 
4 reasons why Gordon Brothers can alse serve you best 


1, NO GUESSWORK. Our estimate will tell 
you definitely what you will net from your 
sale. No rosy hopes, promises, generalities. 


2, A GUARANTEE BACKED BY CASH. 
Yes, our cash deposit to the full amount of our 
. estimate, will make you as secure as if we 
were buying your store and paying you cash 
outright. You can’t lose, you can only gain, if 
the sale turns out to exceed the estimate. 


3, A COMPLETE JOB. No odds and ends of 
stock will be left on your hands. 


4, THE KIND OF JOB YOU WANT. For 
Gordon Brothers, in its years of experience, 
has handled every type of jewelry store and 
sale, small and large, from Main St., Punx- 


sutawney, Pa., to Fifth Ave., N. Y. 


(a Sth reason, though we hardly need 
mention it: the famous-for-reliability 


New - - announcing - - our reputation of Gordon Brothers) 





mbegeaioy-warel, 
SERVICE 
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We also manufaCcahGe maui dacs Deke are ee 
and platinum diamond niowleramhe i blere 
the famous KIN-LOCK diamond empeegautantt 


Mw atalog Available ae i... 
ei and wedding rings that always “Keep in line™ 


no to Rated Jewelers 
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Leading Ring Stylist for More Than a 
Quarter Century 


& 
19 Vue. 37 W. 47th St. New York 19, N. Y. 
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THE FIRST OF THE 
“FORT Y-NINERS” 


Presenting the first of the brand new Anson 
‘49-ers. Get in on the Gold Rush! Only this time 
it’s not only “Westward Ho” . . . but East, West, 
North and Southward as well! . . . An entirely 
new type and style of Kuff Loops* for a Gold Mine 
of year-round profit. Showing H3410, $3.50 up, 









retail. 

Nationally Advertised ... Nationally EAD ly 
Admired . . . Nationally Sold... . 
more and more men choose Anson. Gh opens 


KUFF LOOP’ 
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PROVIDENCE © NEW YORK © CHICAGO © SAN FRANCISCO 





*Trademark 


























Pruism- 


















PRISM-LITE takes a giant step forward with the introduction of its 
beautiful new, precision-made Diamond Ring Box"... the box 


with greater eye-appeal for greater consumer appeal. 


Fabricated of lovely, lustrous, clear lucite, the box 

is fashioned in the shape of a fully faceted 
diamond whose lid lifts to reveal the 

sparkling Prism-Lite Diamond Ring or Bridal 

Combination within . . . held securely 

Tae elicit Wa ob an iil-me oLeLi-Vili-Lomalere mile) (o(-1e 

The ring box is encased in a smart container 

of ivory and gold colors and in addition, is 


enclosed in a chipboard box. 








THE JEWELERS’ CIRCULAR-KEYSTONE 





the SPECTACULAR 
EYE APPEAL -— 
CONSUMER APPEAL 
PRISM-LITE 
MASTERPIECE PACKAGE 
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THIS. STARTLING NEW 
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DIAMOND RING 
iG0% FULLY POLISHED 
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THERE'S 
To SILVER 





BETTER SPINNING with Handy 
& Harman deep drawing Silver 


and Gold. 








FINER ENGINE TURNING 
with Handy & Harman high ten- 


BETTER FINISHING in less time 
with Handy & Harman Silver and 
stile strength Silver and Gold. Gold. 


CLEANER STAMPING with 
Handy & Harman stamping Silver 
and Gold 


J HE “Sterling” and “Karat” marks on a piece both the designer and craftsman. And through 








9» 


of silverware or jewelry represent precious 
metal value to the average layman. But to the 
Silverware and Jewelry manufacturer, the 
right working and finishing qualities, true- 
ness to quality and gauge plus unvarying uni. 
formity are as valuable as the precious metals 
themselves. 


In Handy & Harman Sterling Silver and Karat 
Golds, manufacturers get these additional val- 
ues. Through constant research and constant 
study of silversmiths’ and jewelry manufac- 
turers’ requirements, Handy & Harman has 
developed compositions that give full play to 


HANDY & 


82 FULTON STREET 


Bridgeport, Conn. * Chicago, Ill. * Los Angeles, Cal. 


PRECIOUS METALS SINCE 


exclusive production methods and controls, 
these compositions, in sheet, strip and wire, 
come to manufacturers absolutely true to qual- 
ity and gauge every time. The net results are 
these—for the Silversmith and Jewelry manu- 
facturer .. . freedom from metal troubles and 
worries .. . scrap, spoilage and waste brought 
down to a minimum... costs reduced —— 
for Retail Jewelers ... better merchandise 
at lower prices. 


Yes, there is much more than fineness and 
karat to Handy & Harman Sterling Silver and 
Karat Golds. 


HARMAN 


NEW YORK 7, N. Y. 
Providence, R. |. * Toronto, Canada 


1867 
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Let this Program 
Boost YOUR Sales 


National Advertising 

Free Mat Service 

Free Counter Displays 

Free Ring Trays 

Free Ring Gift Boxes 

Free Window Displays 

Free Authorized Dealer 
Signs 

Certificate of Registra- 
tion Guarantee 


FOR JANUARY, 1949 
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DIAMOND RINGS 


Registered— Guaranteed 


HAVE WHAT IT TAKES FOR QUICK, EASY SALES 


Everything about this sensational new diamond 


ring line spells profitable sales for jewelers. Backed 


by the integrity of a 91 year old firm, styled by 


experts in a variety of lovely settings, Rhapsody 


-__ 


and value. They re sure to mean 





more diamond ring business for you. 


Write today for information and prices. 


Rings enlarged to show detail. 


*ORIGINATED BY 
Wholesale Jewelers since 1857 


M. SICKLES & SONS coscusier ee 
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7 
NEW MID-TOWN SHOWROOM 
NOW OPEN 





Our newly opened mid-town showroom exhibits 
a complete display of new creations in fine 


jewelry in gold and platinum, and a pleasing 





selection of the favored staples—at prices that 
will stimulate sales. Our new 1949 catalog is 
in the mails. If you do not receive a copy, 


please ask for it. 





v 


R. PEARLMAN, INC. 


ESTABLISHED 1906 


62 WEST 47th STREET 83 CANAL STREET 
NEW YORK 19, N. Y. NEW YORK 2, N. Y. 
Columbus 5-3651 Worth 4-7157 
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ours In 49... 
for Bigger “Profits 



























We're taking all the guesswork out of han- 
dling and selling simulated pearls profitably 
—on the smallest possible investment. By 
grouping our best, fastest selling necklaces— 
the ones that are quickly replaceable — we 
afford you an active minimum stock designed = 
strictly for the turnover possibilities in it. 
Thus, on a nominal initial investment, your 
profit possibilities are multiplied. So bank ae ‘ 
on and with DELTAH in 1949—the line that’s ” : ae 
sold by and nationally advertised for jewelers ae ; 


exclusively; the line wise jewelers prefer! 


New York 16, N. Y. / Oe = 








(2D _ 


rn -1 28 JEWELERS 


SIMULATED an a a 








Since we're all in business to make money— 
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rhipment ctvets Sh pala 1 Pinas to manterts | to protect your profits, safeguard your 
, bk 1 ; ] 














: unier * khiace ® 
gets ie without © 
revy? ae ‘ 
rh ie « abe ° 


interests. Henceforth, all Deltah merchandise 





* FED. TAA 
+. INCLUDED 
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will come with a guarantee which plainly 


Re Ss 






indicates the fair-trade, tax-included price. 
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timepieces styled for outstanding beauty 


TIMEKEEPERS constructed for enduring accuracy 


CROSBY vcs 


For many years leading dealers from coast to coast 
have featured Crosby watches regularly in their 
local advertising. These consistent promotional 
efforts always resulted in excellent sales and profit 
records .. . NOW, Crosby is presented in a highly 
promotable Spring line of watches for men and 
women. Each of the models is recommended by 
Crosby watch experts as the best value—in smart styl- 
ing, and trustworthy accuracy. Write for sales data. 


Bo 


* Each Crosby watch is presented 
in a fine gift box 

* Backed by a firm guarantee 
of satisfaction 

*® Attractive mats for newspaper 
advertising available 
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A. COHEN & SONS CORP. 27 West 23rd Street, New Re ws 
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HERE'S THE NEWS THAT'S MIGHTY FINE— TO BOOST YOUR SALES FOR FORTY-NINE 


Uf few ST-KOMFOR 


E-X-P-A-N-S-1-O-N 
for both Women and Men 
in all buckle models by 





KESTENMADE 


IST-KOMFOR 


Finally eliminates ratchet fussing — 
automatically adjusts band to wrist — 
molds gently to every motion — keeps 
perfect fit without binding. 


NORMAL 


PIONEERS IN WATCH BANDS —FOR OVER A QUARTER-CENTURY 


FOR JANUARY, 1949 









stars, the people whose coming’s and going’s 


make the news. STONEWALL’S right up there with 






them, in the public eye, on the public’s lips, 






building up a sales promotion campaign that’s 


* SECOND TO NONE. Here's the team 














that’s carrying the ball for you, making sales 


for you, Mr. Retailer.. 


‘‘Ladies Be Seated’’— Six million listeners 
twice a week hear about the distinctive 
STONEWALL Watch Bracelets on this popu- 
lar coast-to-coast A.B.C. daytime show. 
Tom Moore, m.c., is shown above presenting 
a stunning STONEWALL Bracelet to o lucky 
contestant. 








Soe 


“Se 


“Dorothy Sarnoff and John Raitt’’—tThe stars of 







the new Broodway hit ‘‘Magdalena”’ endorse the smart = =—=s-_-&» \ oe ral a ee E 


good looks of STONEWALL Watch Bracelets. 








Promotional material available on request. 


Vinutil meets the people... 


Radio Personalities, Stage Stars 
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_...and the people meet Vntunll 


On the radio, on the pages of their favorite national magazines, 
and dramatically displayed in YOUR store 


» Pe “Display Selector''—A powerful merchandising aid exclusive with STONEWALL. 
Ye This handsome leather-like case contains 9 men's and 9 women’s STONEWALL 


Watch Bracelets, shows them off with the very best results. The Display Selector 
is yours—free—with your order of 18 distinctive STONEWALL 

Watch Bands, the newest of which are pictured 

above... style-setters in our 1949 line. 









Sei 









TO OPEN: Press button. Pull buckle Mr. Retailer. a well-co-ordinated 
until catch releases. : ; , p 
TO CLOSE: Fold buckle. Bracelet line-up geared to win you sales, 


automatically adjusts to fit the wrist. sales and more sales. 
‘ Don't wait another minute, contact your wholesaler or STONEWALL 
PRODUCTS today and get on the sales-winning STONEWALL Team. 


Seem 


That’s your team, 
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Sold Through Wholesalers Only 


COMPANY—INCORPORATED 
79 SEVENTH AVENUE at 15th STREET, NEW YORK 11, N. Y., WAtkins 9-4874 


S. GELLER, 29 East Madison St., Chicago, Ill. ©@ M. DIAMOND, 220 West Sth St., Los Angeles, Calif. 
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LeSTAGE 
ie as ee ee oe > e 
with 
TASSEL EARRINGS TO MATCH 


Show a casual shopper this beautiful new set, 
and you've got an interested buyer. LeStage 
Mesh Bracelets, long popular, are bringing cus- 
tomer calls for matching earrings. Now you can 
offer both as a set, custom packaged in royal 


blue and dusky gold. 


LeStage craftsmanship adds long life to lovely 


1/20 12Kt. GF 


beauty. Exquisitely fashioned in yellow goh 
tips and links are completely hand-made See. 
hand-soldered. Ask your wholesaler . about 


this new, fast-moving set by LeStage. 


LeSTAGE 


MANUFACTURING COMPANY 


MASSACHUS| 


CHICAGO | 
_ 29 €. Madison St.: A. B. Pinero 
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A. T. CROSS PENGHE 
53 WARREN STREET > PROVIDENCE 7 
s Oldest Pencil Manufacturer 





America’ 





Line of Gold Gem-Pins 


BY FAR THE LINE OF LEAST RESISTANCE 





Eye appeal and price appeal of the famous Jacco line of original 
pin creations conspire to intrigue the average buyer into the 
next bracket up. Here is beauty, here is value so apparent 
you will wonder how you ever did without the line that has 
everything — plus profits that are truly generous. The spray designs 
shown in 14K green and pink gold with genuine zircons. 
Just one group of more than two score stunning, tasteful Jacco 
creations. Write for the name and address of the nearest Jacco jobber. 


» 





» 


Si Qe NEN ES hk 





Neil D. Sofman ‘ J. L. Miller Irving Keyser 
32 Liberty Street * oo on *% 29 E. Madison St. * 682 Irola St. 
New York 7, N. Y. Chicago, Illinois Los Angeles, Calif. 
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Tru-Rivet Construction skable 
iw Ee — 
Flex-Let 5 f: Flex-Let Bands are fashion leaders. And only 
~~. stainless mo Flex-Let Bands feature Tru-Rivet Construction. 
for) s in ag ene , ° 
Sturdy vel NMR aoe" -— oe In addition, every Flex-Let Band is corrosion 
link centers" oe IN DIKES ee resistant and guaranteed one year. 
NN g 
Links protect: > Sat link ends Get on the riex-Let Band-wagon! Build up 
working Parts Bee your sales with Flex-Lets . . . the bands 


that never let you down! 
*Pat. No. 2,444,684 


ae Sold only direct to retailers. 


ATION «+ E. Providence, R. I. 


HOffices: 20 West 47th St., New York 19, N. Y. 


| Flex-Let gold- 
ed products are 


| pure nickel 
ise, and are 
ginly stamped 


20 I2Kt. G.F. 





et 
merAngeles - Canada: Arennes Inc., Montreal 


ONLY 


FLEX-LET WATCH BANDS 
have TRU-RIVET CONSTRUCTION’ 


FOR JANUARY, 1949 


The construction of other bands may look 
like Tru-Rivet Construction, but Tru-Rivet 


Construction is an exclusive patented 





feature found only in Flex-Let Bands. 





FLEX-LET CORPORATION - East Providence, R. I. 


All Flex-Let gold- 
filled products are 
on pure nickel 
base, and are 
plainly stamped 
1/20 I2Kt. G.F. 
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WARNING! 


For the protection of reputable jewelers, the Bulova Watch 





Company, Inc. issues the following warning: 


The manufacture or sale of any dial bearing 
the trademark ‘‘Bulova’’ which has not been 
manufactured, produced, or sold by the 
Bulova Watch Company, Inc. is a violation of 
the rights of the Bulova Watch Company, Inc. 
and is prohibited. 


The use of such imitation or counterfeit dial 
bearing the trademark ‘Bulova’ — whether 
Or not encased with a Bulova movement (old 


or new)—is also a violation and is prohibited. 


Manufacturers, dealers, or retailers violating the above rights 


—are subject to action by the Bulova Watch Company, Inc. 


BULOVA WATCH COMPANY, INC. 


630 FIFTH AVE. NEW YORK 
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Walter Lamp | Gn C.F 


SINCE 1921 
‘Creators of the Unusual—as Usual’ 


608 Fifth Avenue, New York 20 


eee ————— 
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Ostby & Barton 
S-eoudly Sesont 


their revolutionary ? 
and dramatic CG ({ 


y|\ A/ <4 Selt-fitting 
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ie —f ee i ring 
=i ia ——s Gently draw ring P / 4, . ee oe. | fC . < : y 77. ef 











Mar 


band to full size. 


4 
. fj 
> 
a 


easy 


To Put On ..... To Take Off 
never 


Too Tight. ...... Too Loose 


over knuckle. 


, Slide ring side-ways 
A - . . . . 
Fitting—without sizing—any normal 


finger size. 

Solid ring-band—no overlap. 
Smart creative styling in IOK-gold, 
gold-filled, and sterling silver. 





This is the ring that every merchant 
has dreamed of, because it: 
# Turn ring to wear- Ts So Saks, 1. Cuts inventory in half. 
ing position. Gentle pee ee Aogs ee 
pressure with thumb and =. ff oy 2. Solves the sizing problem. 
forefinger adjusts ring 3. Creates new sales possibilities. 
to snug fit. ' 
4. Gives customer a guaranteed 
perfect fit. 
The SelFit Ring has met with 
on 7 a ie unanimous acclaim in advance tests 
To remove, ex-" —. \ AA of trade and consumer reaction. 
tend to full size by =f eth. 


it 


The Self-Fitting ring is a product of 


OSTBY & BARTON COMPANY 
Providence 2, Rhode Island 
Ring Leaders Since 1879 






E w«@ lifting top of ring. t po 
“4x 7 Turn to side posi- =; _ ¥\r 
tion and slip off. nee Ves 
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Inquiries Invited 
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*THE STITCHLESS 
WATCH STRAP 
THAT WON’T PULL APART 44 

This attractive counter 
book display features 


One doz. NEET Moldette 
‘“‘Weave’’ watch straps. 





The smart basketweave design 
is the perfect finishing touch for 
this classic NEET watch strap—which is so smooth and 
so expertly made that we are hard put to supply the demand 
for it. So feature MOLDETTE “weaves,” which are available a ‘ SS See 
in all popular shades—and watch your watch strap wy ARISTOCRAT OF . 
| % WATCH STRAPS ® 
sales mount in 1949. And watch for other out- 


standing NEET innovations as the months roll by. 


LASKO STRAP COMPANY 200 Hudson St., New York 13 
Chicago: 29 E. Madison—Los Angeles: 220 W. Sth. 


CONSULT YOUR WHOLESALER 


FOR JANUARY, 1949 
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Established 1913 











sSE BY NUMBER FROM YOUR WHOLESALER 


New York Office, 303 Fifth Avenue 


MANUFACTURING COMPANY 


**America’s Largest Ring House”’ 


PROVIDENCE, R. I., U. S. A. 


TRADE MARK 
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+ Here’s what you've been waiting for—Zippo Fluid 
- in cans! Here’s extra profit for you on every sale 
of a Zippo Windproof Lighter. Sell a can or two 
every time you make a sale of any lighter. Build 
up your profit per sale—insure repeat business by 
letting customers know you have this better lighter 
fluid. Order a good supply of Zippo Fluid and 
AS Flints now from your distributor. 


BIGGEST ADVERTISING CAMPAIGN 
IN ZIPPO HISTORY TO BACK YOU! 


In addition to the biggest advertising campaign 
ever put behind Zippo Lighters, there will be extra 
advertising for Zippo Flints, Zippo Fluid and the 
Zippo Kit. You will see this big campaign in the 
big national magazines—magazines that go into 
the homes of your customers with money to spend 
—money they'll spend with you when you stock d 
and feature Zippo! Zippo Mfg. Co., Bradford, Pa. 
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@ NEW ZIPPO XiT! 


Make a complete sale every time. Sell this 
new Zippo Kit containing 12 Zippo Flints 
and a can of Zippo Fluid. Retails for 50¢ 
extra with any Zippo lighter. Stock up now. 
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Quality. value, and style—these three are built into 
every offering of Whiting & Davis. Quality you can trust... 
value your customers appreciate ... the “sixth sense” in 
style that rings true to smart women everywhere. Once 
again, Whiting & Davis famous mesh evening bags are 
available in limited but increasing quantities. In the rich 
color of gold and the lustre of silver. they are more than ever 
the favorites of fashion ... add that supremely correct 


touch to every after-dark occasion. 


Whiting & Davis Creations ¢o far beyond mere costume jewelry in 
their inspired designs . . . their perfection of detail . . . their careful 
craftsmanship. Finely wrought after both traditional and contemporary 
motifs, Whiting & Davis Creations can be offered with pride by 


top-flight jewelers. Wuitinc & Davis Company INc., PLAINVILLE, Mass. 


WHITING & DAVIS 
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Tn the distinguished creations that 
bear the Seidman name, no compromise 

is ever tolerated. Designed for consumer 
appeal—priced for rapid turnover—no 
wonder so many progressive jewelers con- 


centrate on the Seidman Line. 


SEICO 
SEIDMAN & COMPANY 


MANUFACTURERS 


31 WEST 47th STREET 
NEW YORK 19, N. Y. 
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11 Maiden Lane 29 E. Madison St. 
NEW YORK CHICAGO SAN FRANCISCO 
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No. 68—Deluxe Master 
Carving Set features six 
“Carvel Hall” steak knives, 

8’ carving knife and fork. 


No. 63—3-pc. 
Carving knife set 
includes 412“ car- 

vette, 8“ carving knife 
and 10” slicer. Also avail- 
able with fork as Set No. 64. 


No. 62— 
Handsome 2-pc. 
Carving set. 8’ 
carving knife, fork and 
new deluxe case. 


No. 65—8” Carving knife, fork and honing stee! 
available in plastic “‘jewel-box” case to match 
“Carvel Hall” steak knife sets of four (No. 

m 54), six (No. 56) or eight (No. 58). 





a 


FOR JANUARY, 1949 








New Products! New “Carvel Hall’ 
Carving Sets are the last word in 
gutlery splendor. Their simple flowing 
design complements the finest silver 
. graces any table. Craftsman-like 
construction makes them lasting and 
useful. Keen, hollow-ground, chrome- 
vanadium steel blades are set in lovely 
ivory Lustrex handles with sparkling 
safety bolster and ferrule. Unique 
design of carving knife and fork keeps 
the blade and tines off the table. 


last-selling combination sets give you 
a wide price range (about $3.00 to 
$35.00 retail). There are famous 
“Carvel Hall” individual steak knives, 
carving knives, slicers, honing steel, 
carving forks . .. all matching. . . all 
with the same quality features 

and sales appeal. 


CHAS. D. 
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The Newest, Fastest Selling, Most Exciting 
(rift on the Market! 


“ 
oa) 


BY BRIDDELL 





New Packaging! Luxurious new paca 
ages display the product at its hand 
some best. Limed-oak frames are lined 
with burgundy Velvetyn with a clear 
plastic cover. You must see these cases 
with their sparkling merchandise in 
place to appreciate the full sales-impact 
they give to your windows and counter. 


New Advertising! A big new national 
advertising campaign will announce 
these Briddell carving sets to your con- 
sumer market. Beller Hlomes and 
Gardens and Good Ilousekeeping will 
carry powerful ads to 6,265,181 readers 
with each insertion. Briddell will supply 
you with sales aids and display material 
upd request. So build new profits 
now with the Briddell “Carvel Hall’ 
line...the choice of those who want 
the finest. See your supplier today. 


You're invited to our Booth (No. 739) at the 
National Houseware Association Show. 


Briddell 


INCORPORATED 
CRISFIELD, MARYLAND 


Bane Duality ‘Enllery 
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STERLING SILVER 
BUSARIES...553 


WS 
f* . . 

ro NY R39—Sterling Silver. Ma- 
x “aie, chine cut beads with ster- 
) f* ling filigree cap om top. 
6) Available in 1/20 12K 
(mat C.F. 


oe 
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ful blend 
and skilled 
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e available 
yer. Of gold 
are in a 


R38—Sterling Silver with 
simulated pearl beads with 
sterling filigree cap on one 
side. Available in 1/20 
1) i Cae 


R40 — Sterling Sil- 
ver. Each crystal 
bead capped top and 
exelacesiee 


R89—Sterling Sil- \ 


ver with genuine \A\\N3 23| PINE STREET © PROVIDENCE 3®R°1° 
Rock Crystal beads. : S 
Available in 1/20 
? 
12K G. F. New York West Coast Mid West East 


FRED W. MARKS ARTHUR WEINGARTEN DICK SHOWERMAN WILLIAM PEACH 
373 Fifth Ave. 704 Market St. 29 E. Madison St. 231 Pine Street 
New York. N. Y. San Francisco 2 Cal. Chicago, Il. Providence 3, R. I. 
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Superior quality and perfect finish is evi- 
dent inevery part of the Normandie move- 
ment. Note these special features — curved 
olive shaped jewels instead of flat jewels 


__.halfoverswung mainspring . . .“Nivarox” 
hairspring... greatly improved pivots. 
Result... far superior quality movement. 


THE CASES 


Our 10K gold-filled and 14K cases are 
| specially built to our exacting specifica- 
tions by one of the leading watch case 
factories. Movements fit snugly and stems 
| ore fitted air-tight to prevent dust from 
seeping in. Cases are perfectly finished to 
give satisfactory wear. 


INEKEEPING ACCURACY 


The Normandie Watch is perfect in original 
_ manufacture, materials and adjustment. Every 
watch is checked and timed by the latest 
_tientific methods and Guaranteed to keep 
accurate time. Furthermore... every 
Normandie is fully as beautiful as it is 
dependable. 


ce ean 





™ NORMANDIE watches distributed 
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Successful Wholesale 

Jewelers are quick to 

recognize superior quality and value. That is why selected 

Leading Wholesalers are now distributing Normandie Watches. They know 
that the Normandie Watch is one of the outstanding timepieces on the 
market ... and that fact is being discovered daily by thousands 

of Consumers everywhere. 

Retailers .. . please write for name of nearest distributor. 
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NORMANDIE WATCH COMPANY © 71 Nassau Street * New York 7, N. Y. | 












This Trifari design 
is copyrighted and 
design patent pending 


‘Versailles’ —The dazzling beauty of mammoth pear-shaped drops dangling from 
necklace and earrings of incomparable brilliance. 


are authentic only if stamped on the 
back with the name Trifari. 
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24DODGE Inc. 


WORLD’S LARGEST MANUFACTURERS OF TROPHIES 


Presented here, are just a few of the internationally famed awards 
designed and created by Dodge, Inc. The trophies illustrated and 
countless others of exclusive design have been built to meet exacting 
specifications and requirements. 







For complete information on special awards . . . contact any one 
of the Dodge, Inc. factories located throughout the U. S. 


PLYMOUTH AWARD This trophy stands over five QRANGE BOWL Beautiful Sterling bowl SUGAR BOWL Scale model replica 


feet in height. Metal globe with continents raised mounted on marble base. Oranges are of original Sterling Sugar Bowl 


in relief. Jet Aircraft is scale model of air force cast and enameled to look 
’ ° tly like th 
a a a . . mounted on an onyx base. 
















plane. All metal parts are furnished in gleaming real thing. 
SunRay. 
CONTINENTAL MOTORS TROPHY RUSSELL WILES WILLIAM RANDOLPH HEARST TROPHY 
Metal jet planes circling enameled Western Intercollegiate Rifle Trophy National Rifle Matches 
| Hand cast rock and rifléman _ This beautiful trophy is one of our 
pylon mounted on metal base; mounted on genuine walnut base. _— stock designs, suited for use as a 





trophy is over four feet high. Metal shields and trim are SunRay. special award. 


k Other Famous Awards by VOOGE 





Henry Ford Safety Award 
Rose Bow! Award Cat ion Tuna “air E 4 ruc . 
Miss America Trophy Ignaz Schwinn Award a 
Hawthorne Gold Cup Great Lakes Bowl , CHICAGO 
Cotton Bowl and many others LOS ANGELES 
* SEE YOU AT THE SPORTING GOODS SHOW ° ROOM 529-26C NEWARK « MIAMI 
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ee ‘THROUGH 
Whether of solid gold or WHOLESALERS 











: 1/20-12Kt. gold filled, ONLY. 
each piece of Nanasi jewelry, from . 


the conception of the original 
| design to the polishing 
of the finished piece, reflects 
the utmost in careful workmanship 
and meticulous attention 
to detail. 


XACT Yew 


Catalog on Request 


All Nanasi bands are available with patented automatic ratchet or safety center catch — easy to operate and guaranteed to give satisfaction. 


+ 





- 


Nanasi Company, Inc. - 6219 Madison Street - West New York, N. J. 
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with FARRINGTON 


\ Packaging Dynamics 










"Midst the “fast company” of other 
highly merchandised products, any single 





product needs that extra sales-something. 






Farrington Packaging has long provided the 





dramatic punch that converts window shoppers 





to bona fide customers. 














- 28 5b EULESS Ne SOT EOS RU EET SORTER FRETS Oe Ns eee + ET ETERS ES £900 CESSES APOE BR A ttn aaa tt 


The cost for custom packaging of this 
type — designed and built expressly for 
your product—will surprise you. 


Pleasantly. 


We'll reply promptly to your letter. 


FARRINGTON MFG. COMPANY 


GENERAL OFFICES: 70 ATHERTON ST., BOSTON 30, MASS. 
CANADIAN PLANT: FARRINGTON MFG. CO., LTD. 
1191 BATHURST ST., TORONTO 4 




















The Irons & Russell Company Catalog of Emblems 1949 edition, the first complete catalog in 25 years, 
is the jewelry trade’s encyclopedia of the nation’s _ is now rolling off the presses and will be distributed 


fraternal orders and their many emblems. The big _ to wholesalers and retailers soon. 


LOOK 





EMBLEMS SINCE 


NEW YOR K 





A BRAND NEW [RC)NS g RUSSELL 


iw On Die om OR ER 4 





CATALOG OF EMBLEMS 


FOR YOUR COPY IN THE MAIL! 


Trad Mark 


IRONS & RUSSELL COMPANY 


1861...THRU THE WHOLESALER 
PROVIDENCE CHICAGO 








No. 21151TD/11.. Shrine 
14K and plat. emblem set 
with 11 fine diamonds. 
Hard enameling. 





gree masonic 10K or 14K 
hard enameling. Take 
diamond % ct. to 2 ct 





No. 2085 . . Masonic ring 
in 10K or 14K gold. 
Available for a diamond. 





‘fine pl gold dia 
gh and gold wedding 
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No. 2086P . . Knighi 
Templar 10K or 14K, hard 
enameling. Take diamond 
% ct. to % ct. Also plain. 


SEND FOR FREE 








No. 2128H..3rd degree 
Knights of Columbus 10K 
or 14K, hard enameling. 








= 


No. 2128A. .Elk 10K or 
14K, hard enameling. 
Available for 5 to 15 pt. 
diamond instead of clock. 























No. 2086K.. 4th degree 
Knights of Columbus 10K 
or 14K, hard enameling. 

















COPY OF OUR CATALOG 
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All 10!/2 ligne movements. Square. 
opening. Cushion crysta 


Styled Right 


soe 7 

© O33; 

S ow )/, 
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e 
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S Tigh) 


, 6/OW, 6/08, 10! & 11 | ra je Manufacture a complete line 
he. Rectangle opening, Re- f  s Folled gold plate cases in all | 
dome, 3 way crystals. / . £7 s. Also famous Elite Waterseald © 


150 Varick Street 
« New York 13, N. Y. 
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Y MORE JEWELERS 


DAILY 


T. Because no other w 
care atch has a shock-absorbi 
device like the Wyler Incaflex balance wheal gla 








most in development of the Waterproof 
case, of exclusive 


2. Wyler, fore 
Watch—has a mechanically perfect 
construction, giving 100% satisfaction. 

f.winding watch manufacture, 
WA PX) and improve- 


3. Wyler, Prete lla: Mn sel 
has contributed greatly tot 


ment of quality self-winders. 
d New Service 


pervise 
f Wyler's liberal 


ntifically SY 
backing ° 


prompt a 


A. Wyler's scie 
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the “spots before 
your eyes... 





are Americas finest 
m7 expansion bracelet numbers! 


Le ee oe weet < 
+ Br Beg © 3” re ‘ 
JENS pA <e., . x! 





NEW NUMBERS. the complete new line 


is now being shown 
to your wholesalers... 


~aAVE 


MARVEL JEWELRY MFG. COMPANY © PROVIDENCE @© Rl ® 


NEW DISPLAYS 





NEW PROFITS 
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Manufacturers of Gold and W@latinum QDatch Cases 
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over 262 radio stations from coast to coast. 


OVER 42 MILLION AMERICANS will read powerful, persuasive advertisements in the national advertising campaign 
for IMPERIAL WATCHES which is now under way. Other millions of Americans are listening to strong 
sales messages for IMPERIAL WATCHES broadcast weekly over the Mutual network. This hard-hitting advertising 


campaign will create new sales and new profits for IMPERIAL WATCH dealers everywhere! 





Each metus 
WATCH CORRES yp 
the Iexurioys 


“Crown” Gitt Box. 













$100 REWARD 


Offered for the OLDEST Imperial Watch in Existence ys 






To dramatize our 100th Anniversary, we are offering a $100 
U. S. Government Savings Bond for the oldest IMPERIAL Watch Behing tod 





ay’s 
in existence. Winner will also get a new IMPERIAL Watch to WATCHES inihiege Styled, ween, 
replace his old one. Our national advertising, counter aclaek@melile Créftsmansh Solid 





locai newspaper advertising mats will announce this offer and Fee 824.25 ws say and SCCurate time j ; 
refer readers directly to their local IMPERIAL Watch dealers for 78:00 bia 
information, IMPERIAL dealers will forward to us serial numbers 
of watches offered in competition. Contest will remain open until 
April 30th, 1949 in order to get the full impact of our Fall and 
Winter advertising, 


IMPERIAL DEALER RESPONSIBLE FOR BRINGING TO LIGHT THE 


WINNING WATCH WILL RECEIVE THE ADDITIONAL PRIZE 
OF A $50.00 U. S$. GOVERNMENT BOND. 

















Announcing... THE Dramatic NEW 
IMPERIAL “ANNIVERSARY” PACKAGING 


Completely “out of this world” is the new “Anniversary” packaging of IMPERIAL WATCHES 
++» worthy symbol of one hundred years of leadership in precision craftsmanship. Each watch 
resting on a luxurious background of deep-piled burgundy velvet, is seen through the domed top 
of crystal-clear lucite. The richly detailed crown in the color of rich ivory adds the final touch of 
distinction to this gift package of unique elegance . 


IMPERIAL’S national advertising campaign and new “Anniversary” packaging are rich 
i profitable possibilities for you. For full information, contact your nearest wholesaler. 





Manufacturers and Importers of Watches 


IMPERIAL ¢ GLYCINE ¢ NICOLET 
BLD A ASth 




















i 
As profit-producers and 
prestige-builders . . . BAREL BRIDALS belong 
| right at the head of the procession! Exquisitely Hand 
: Oe Carved matched wedding ring sets... BAREL BRIDALS 
ee : are all original creations of Fred Barel. They arouse eager admiration . . . 
! : Te ; . - a inspire unreserved recommendation | , secure rapid sales. 
: a Sold directly to the retailer by the manufacturer, BAREL BRIDALS 
: yield greater profits to the seller . . . give greater 
value to the customer. 
exclusively 
designed by | 
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119 WEST 24th STREET, NEW YORK 11, N.Y 
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Here are the gems all America has been hearing 
about .. . the nearest thing to nature’s own Star 
Sapphires and Rubies, but priced within reach 
of the average man and woman... and yet 
affording you a good profit. Distinetively 
mounted hy Goodman & Co., the Linde Star 


Sapphires and Rubies attract attention and 





sell themselves . . . they are stones whose 


intrinsic value remains constant. 














GOODMAN & COMPANY 


Makers of Fine Jewelry Since 1904 
42 W. WASHINGTON ST., INDIANAPOLIS 4, IND. 
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wolieele Weal 


— 


Pinesse wew 
bands of beauty’ 


Glowing bands of loveliness, exquisite in 
design and perfect in workmanship. Avail- 
able in 1/20 12K gold filled. Yellow, Pink, 
White (Rhodium Finish ). Through your 
wholesaler only. 


Finesse Wristlet Inc. 


JEWELRY CRAFTSMEN SINCE 1903 


36 East 20th Street" NewYork *3°N_Y. 





AMAL Me ae ae pT TT 
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#500 E-X-P-A-N-S-E-T-T-E (Expansion) Removable links for quick sizing. 


Ni (COREE = = Je Se: Se CUIPLSECEEECESEPERREEESCCEREEECECE NI 


~~ Oca, 


The Lavishly Wide 
Band #910 Illustrated 
Actual Size 


st We, 
s % 


Member 
as 
% of 1* 


EASTERN 
Harold Sabin 
New York 


SOUTH 
Lou Armer 
104 Poplar St., Atlanta 


PACIFIC COAST 
A. A. Colvin 
657 Mission St., San Francisco, Calif. 
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1924 -~ 1949 


M, 2 lhe occasion 
feu 


TWENTY-FIFTH ANNIVERSARY 
wwe thank you fer your 
fine cooperation in the prast 
and hrofre we may continue 
lo serve You 
jer many yours lo come 


NORMAN M. MORRIS INCORPORATED 
UNITED STATES DISTRIBUTOR FOR OMEGA WATCHES 


608 Fifth Guenue New Mork 
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To spark your sales, Rothman & Schneider 

offers you an exciting variety of quality stone rings, in all 
sizes and shapes, for both ladies and men. Featured 

are zircons, oy Tole Linde synthetic star sapphires 

and rubies and other colorful gems. . . set in 

superbly styled rich gold mountings. 


Order R. & S. rings from your wholesaler. 


ROTHMAN & SCHNEIDER, Inc. 


Manufacturing Jewelers 


2 West 47th Street New York 19, N. Y. 
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AS YOU SELL YOUR CUSTOMERS 





Remember that Oris watches 
and clocks, low priced yet cone 
sistently profitable, are distine- 
tive and different and designed 
to sell on sight. To build volume, 
sell the value and prestige o 
the Oris name. 


————i | 


= Sea MOR EEN Pa 





was what we told our customers who previously had sold 
only high priced lines and reluctantly stocked Oris low 


priced seven jewel guaranteed watches. 


Time hay {oven 


that we have the right formula because Oris watches, sold 
and serviced, the world over, since 1904, have opened a 


: ) a ENS completely new market to most retailers. 

Despite their low price, their performance gives consis- 
“s 3 tently excellent service and produces satisfied customers 
A 104 4 i ... customers who cannot afford expensive watches, yet 
|. " who demand the fine styling found only in much more 
costly lines. 


et 
/ ans: 


: & CoS 
w has orwineed 26 &, 
( <<; fu 
<2 ag 
Oris Watches IIlustrated, our distributors and their customers o / 
_ 95 to $18.50 to the consumer Sat the continued consumer ac- — p: rake 8 


ceptance of the Oris name... oo 

7 JEWEL proudly imprinted on each dial, LE irk 

shemales movement and package .. .is sufficient to oA 

GUARANTEED 

TIMEPIECES allow them to sell it with complete confidence. 
Manufactured under rigid control in one of Switzerland's 

largest and most modern factories, all Oris watches have 


readily available, interchangeable parts and are backed by 


a full guarantee and good service. 








‘bi 





Contact your jobber for information, 
literature and free mat service. 


i OPeeeiS COMPANY, INC., 665 FIFTH AVENUE, NEW YORK, N. Y. 


ad al 
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4 Ways te thidher Potts! 


There’s a 4-lane highway direct to greater profits for you. 
It’s the NEW way of merchandising rings...of selling rings...of 
realizing a higher margin of profit on each ring sold. 

















LOW INVENTORY. It’s slow business practice and poor economy 
to keep a high inventory. The Bliss ring tray contains all styles of 
the most wanted rings. Not all sizes in all styles, but you get... 


24 HOUR SERVICE. When a customer selects a ring, 
you obtain the sizes, send us the details and in 24 hours the 
ring’s on its way to your shop. What’s more, you can offer... 


LOW COST ENGRAVING. Bliss will engrave a name or 

a complete sentiment for a charge that’s not really a cost...it’s 
simply a service to owners of the Bliss ring tray. All of 

this can be yours on a... 


TRIAL BASIS. Even before you commit yourself to this 
way of MODERN merchandising you may try the 
tray...let it prove itself as a valuable 
sales help. Write us today. 


ites rs 






Send 


for our 
Catalog 
®e0eseeee#ee ®* @®eeeeeeeeeee?e?eseee#e® @ s eee 
Thousands of jewelers across the nation will testify to the value of e 
the Bliss Tray. We’ve kept their custom by refurbishing their trays 
lodically...buffi ll ri to full gl ... replacing obsolete models 
2 oleh Cnn 29 EAST MADISON STREET 
with the most modern designs. ..repairing the tray itself where needed. 
They’ ve profited from this new way of merchandising ...Why don’t you? CHICAGO FF ILLINOIS 
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and creates a pride of ownership 
show these distinctive creations 


* 


re WZelliolo)(-Mmydhin 
authentic emblems 
of all men’s 
lodges. 
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Bulletin from The Watchmakers of Switzerland 


NEWS! 


These 4 pages tell you about the huge new program 
sponsored by The Watchmakers of Switzerland — designed to 
promote the sales and servicing of watches in the U.S.A. 


NEWS! First, there’s the great new according to this new official system. If your 
watch repair department hasn't a copy, order 


Official Swiss Watch Repair Parts siteeannitnnstlaaitilannatinnienaien 
Program—which includes... 


@ The new Ofhcial Dictionary of Watch Parts. 
A 167 page reference book that defines all parts 


@ The new Official Swiss Watch Repair Parts of all Swiss Watches, and includes a picture of 
Information Bureau located at 730 Fifth Ave- each part. See page four of this bulletin for a 
nue, New York City, N. Y. Complete informa- complete description and instructions for get- 
tion service! The Bureau is Nor stocking parts, ting your copy. 
but we’re ready to answer your questions and 
be of service to you. @ The new Ofhcial Parts Package will be grad- 
ually introduced this Spring. Swiss Watch Re- 
. e The new Official Catalogue of Swiss Watch pair Parts for currently manufactured Ebauches 
Repair Parts (Part I). This 150 page looseleat movements shown in the new Catalogue (Part 
book has set into operation a new standardized 1) will then begin to come to you separately 
system for identification and ordering of Swiss sealed in a foil package with identifying num- 
Watch Repair Parts. Revolutionary in its sim- bers. Meanwhile, you'll receive the same parts, 
plicity and accuracy! Place your parts orders but unpackaged. 
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... Bulletin from The Watchmakers of Switzerland 





February may be a SHORT month-but 





it can be LONG on Business! 





ND THE AD that you see on the op- 
A posite page will help to make 
this February the best one yet! More 
than 82,000,000 readers will see the 
February ad in their favorite maga- 
zines. And this is just one of a contin- 
uing series of ads designed to help 
you — the American jeweler. 

Yes, this powerful campaign runs 
all year long! Because you're 1n busi- 


ness all year long—and because The 


Watchmakers of Switzerland want 
this campaign to help increase your 
business 1n the sales and servicing of 
watches every month of the year! 
That’s why every ad in this series 
has the same two-fold purpose: to 
help you sell more watches through- 
out the year; and to remind your 
customers that a jewelry store is the 
logical place to purchase gifts of long 


remembrance. 


That’s why every ad drives home this same slogan mite 


For the gifts youll give with pride — 
let your jeweler be your guide 


The WATCHMAKERS 


€0E 


2 OF SWITZERLAND 
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Man yer’ 











1 A watch is the gift that truly says—Forever. For 
* a watch is a present with a future—symbol, for 
you and someone you love, of the wonderful, full 
time that is ahead, faithfully recording the precious 


y, There’s romance ages old in the 

* watch you buy —the heritage of nearly 
three centuries of the Swiss watchmaker’s 
art. Swiss craftsmanship has developed lovely 
new watches for women—with their tiny, but 
perfect. mechanisms. 


Ask your jeweler to show you the 
new self-winding watches and calendar 
watches, shock-resistant and water-repellent 
watches, chronographs—and other innova- 
tions from Switzerland. He will help you 
choose the most appropriate type and style. 


minutes, hours, days of your lives. Your jeweler has a 
wide choice of watches to show you, achievements of 
the skill of free craftsmen—products of America and 
Switzerland— oldest democracies on two continents. 


How do you say 


Forever? 


The finest watches today are achieve- 

* ments of both America and Switzer- 
land, combining the Swiss art of producing 
precision movements with the American tal- 
ent for assembling and designing watch cases. 
88% of what Americans spend on watches 
with Swiss movements stays in the U. S. A. 


5 How accurate should a watch be? 
® Even the most accurate watch (and 
leading awards for accuracy are held by a 
17-jewel Swiss movement) may vary a few 
seconds a week. All makes of watches can be 
serviced economically and promptly, thanks 
to the efficiency of modern jewelers. 


For the gifts you'll give with pride—let your jeweler be your guide 


The WATCHMAKERS OF 


SWITZERLAND 








... bulletin from The Watchmakers of Switzerland 








NEWS! The New Official 
e Dictionary of 


Watch Parts is Ready for You! 








Prepared by the Watchmakers of Switzerland especially for highly 


skilled watchmakers and large watch repair departments. 





@ 167 pages in length, the Dictionary de- 
fines the parts for every type of Swiss move- 
ment, even including specialized, out-of- 
the-ordinary movements. Chronograph, self 
winding, calendar and alarm watch parts 
are among the many shown. The dictionary 
is the most complete and useful reference 
source of its kind. 


e The dictionary shows 600 parts over and 
above the more frequently used parts which 
are shown in the dictionary section of The 
Official Catalogue of Swiss Watch Repair 
Parts (Part 1). Each watch part is illustrated 
by a photograph—and described in English, 
Spanish, French, and German. Members of 
the trade who have seen the dictionary say 
that no really skilled watchmaker or com- 
plete watch repair department should be 
without it. 

e The new Official Dictionary speeds up 
and simplifies the identification and order- 
ing of parts. It helps you to give complete 
repair service for any Swiss watch. 


It’s a priceless aid to watch repair de- 
partments, yet the cost is only $4.50! 
Order from this magazine today! 
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(sentlemen: 

Please send mea copy of the new Official Diction- 
ary of Watch Parts. I enclose [1] a check, [7] a money 
order for $4.50. (Please do not send cash.) 
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Chains —for men-—correct for every occasion 





$OtLD THROUGH LEADING WHOLESALERS 


AUTOMATIC CHAIN COMPANY 
PROVIDENCE © RHODE ISLAND 
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For fast, profitable 
selling, feature 
KINGSTON. Cash in on 
the nation-wide vogue 
for KINGSTON’S 
popular-priced parade 
of fine, guaranteed 


watches. Order now! 


WRITE FOR YOUR FREE COPY OF OUR * 

4-COLOR CATALOG AND PRICE LIST. 

FREE MAT SERVICE, POWERFUL SALES 
AIDS AVAILABLE TO DEALERS. 


NEW YORK 


48 W. 48th ST.G lrg Mon 
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“IN RHYME WITH TIME” 


IN Nationally Advertised 

# 

ee \ <2 
My 
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R51 White 10K R.G.P. case, rhinestones and 
baguettes. Steel back. Dome crystal. Gold 
filled snake bracelet. 17 jewels. $< 5.00 
7608/5RS Natural 10K R.G.P. Steel back. 

Rhinestone dial. Faceted crystal. Gold filled 
link bracelet. 17 jewels. $47.50 
9305E Natural 14K gold. Rock crystal. Gold 

‘ filled snake bracelet. 17 jewels. $49.50 
7828/10 Natural 10K R.G.P. Steel back. 
Raised gold plated markers on dial. Rock 


“Ta crystal. Leather strap. 17 jewels. $47.50 

i 91578A Natural 14K gold. Dome crystal. 
Sc ae Leather strap. 17 jewels. $55.00 
- F60os — - 
- ain : 7914 Natural 10K R.G.P. Steel back. 
: Son Leather strap. 7 jewels. $24.75 


7806/15 Natural 10K R.G.P. Steel back. 
Rhinestone dial. Faceted crystal. Gold filled 
expansion bracelet. 17 jewels. $47.50 
7805J Natural 10K R.G.P. Steel back. Fa- 
ceted crystal. Leather strap. 7 jewels. $29.75 
7805/17 Natural 10K R.G.P. Steel back. Fa- 
ceted crystal. Leather strap. 17 jewels. $37.50 
7600S Natural 10K R.G.P. Steel back. 


eee — 7 jewels. $27.50 

0° fie 7608/7 Natural 10K R.G.P. Steel back. 
on : ast es Dome crystal. 17 jewels. $37.50 
9730 Natural 14K gold. Dome crystai. 
17 jewels. $67.50 


Above Prices Include Federal Tax 


eo 
, 


J LOs ANGELES 


OVOP — 315) W. Sth ST. 
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Litbylon bracelels OOK BETTER 


WEAR BETTER 


Here are the watchbands that are first in appearance with 
lasting beauty, outstanding quality and perfect fit. Smartly 
styled links, scientifically designed fittings and non-corrosive 
steel springs. 


1/20 12K gold filled in yellow, pink or white gold with stainless 
CSi-1-) ole Lot, QM © | KOM (01/0) (2X63 1-1-1 Mace) Meelile Me olola & 


SOLD THROUGH WHOLESALERS ONLY 


JEWELRY MFG. COMPANY 


| Reece gl i ae a a oe ee, OS MO : OE 2k 0 ot ey 2 
36 GARNET STREET © PROVIDENCE, RHODE ISLAND 


REPRESCMWeeeT VES IN NEW YORK: * CHICAGO:-* TOS ANGELES 
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EXPANSION BRACELETS 
ARE GUARANTEED FOR LIFE 


“Never a repair or handling charge for service on . 7 oo 
mechanical defects.” That is the “Lifetime | ™ ea | 

Guarantee” that accompanies every Everfine Ex- a se cs as ee oe oe ae ae 4-\- oe + \ Sy¥ ¥ : we +S] 
pansion Bracelet that you sell. And it’s a guarantee kc aancacneee we : 

that means exactly what it says. Everfine brace- a | me 
lets are so carefully made and so rigidly inspected 
that we can afford to make this sweeping guaran- 





























tee, and to back it up to the limit. It’ ~ 
P e limit. It's a plus value . AA SAenanenenannennan TAMARA WE eT 
that you can offer your customers. A value they 16 7 REED ADO AAAAnAnnanennnaasae | 
re i a a kn kk AB 
: Soh t he beet ea | 





appreciate, and to which they quickly respond. 





Leading Jewelers Report 
Everfine Easy To Sell 


Digests of comprehensive reports from all sections 
of the country indicate the ‘“‘Lifetime Guarantee” 
has proven immensely popular with consumers and 
jeweler-retailers alike. Jewelers, especially, are 
heartily endorsing this new phase of Everfine’s 
powerful merchandising efforts on their behalf. 














nm 
toe | Everfine Leads 
Spee peter ) in Style and Mechanical 


¥ ee ee ee ee ee td) td 
=a Se a oe A pan an a - 
Masterful styling combined with precision engi- 


— ant ae eeyenssore neering and craftsmanship have made the Everfine 
Gc ic sl sesh ocak cesthaeth ch ch ech chp | RO / line one of the fastest-selling in the country. Each 
aia watchband is attractively packaged in an indi- 

vidual gift box or individually carded. 


Sees = SED |New Glamour End Attached 
with “Flick of a Finger” 


~ SET ETS ES Be HB Ye Aye a hk “~~ 

Everfine’s “Glamour End”, the style sensation 
which instantly glorifies any lady’s watch to which 
it is attached, has received nation-wide acclaim. 
Actual tests prove that expansion bracelets with 
this exclusive feature can be attached or removed 
in 5 seconds without the use of any tools. 














JEWELRY MFG. CO. 


RHODE ISLAND 
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George Roufberg Fredric E. Warnecke Max J. Newman 
REPRESENTATIVES: 9 Maiden Lane 29 East Madison St. 57 Post St. 
N. Y. C., N. Y. Chicago, Illinois San Francisco, Cal. 
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FOR A HAPPY NEW YEAR 


Wishful thinking accomplishes little; when we say “All our good wishes 


for a happy and prosperous g 4 g 5 we are only using 


words; and actions must speak louder than words. 


So for the coming year, we promise you the same 


dependable Louis Watches, moderately priced 


and nationally advertised; we promise you the 
same excellent service and careful attention 


to your orders. 


Our thanks to you, our customers, 
for making this a happy year in- 
deed; working together, we 
will make the coming 
year an even better 
one, — for both 


of us. 


580 FIFTH AVENUE, NEW YORK 19, N. Y. 


* 
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“This would be a good job if the boss didn’t 
carry the complete line of White jewelry” 





Yes, Sir—evidence of customer interest may be discouraging to a janitor but 
it’s heartening to the boss. And the word is getting ’round that putting in 
the complete Whiteco line is a quick way to step up jewelry sales. Item 
by item, or class by class, the line has what it takes—smart design, luxury 
packaging, quality materials and workmanship, and the right price. 
There are staple items for the conservative oldsters—higher styled items for 


the thrill seeking youngsters. Ask to see the whole line. You'll find it pays. 





Through selected wholesale distributors only. 


WHITE MFG. CO. INC., North Attleboro, Massachusetts 


ig 0 bt SD 
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WATCH CASES 


A quarter century devoted to the principle: 


“Chere is no substitute for Craftsmanship” 


ACME WATCH CASE COMPANY 
270 Lafayette Street, New York 12,N. Y. 
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The time for far-seeing, intelligent merchandising is NOW! 
When you sell jewelry by Harwood, you feature a name 


and a varied line that is an immediate profit-builder. Eyen 


more important, you build for the years fo come. With 





Harwood — a reliable old-timer, recognized as one of 
America s great manufacturers of quality iewelry = you 
can integrate and concentrate sales to all your customers 


in every age group. 


¢ 


. 





a® 





* 







a* 
Pha} 
4 + 








- gms ? 
seete’ 


2 
s 


ote 
nt 
ee 


w¢ 
ate 
a© 

ey 





‘S 


io 
one 


You can sell these Harwood products DIVISION OF W& H JEWELRY CO. 
with pride and profit: 

Lord Harwood Expansion Watch Bracelets 
Lady Harwood Expansion Watch Bracelets 
Rhinestone Watch Attachments 
Leading Lady Bracelet and Locket Sets 
Co-Star Bracelet and Locket Sets 


Jack and Jill Children’s Jewelry ee A Re ar FAC T 4) & i He, G Cc re ] Sue ee Be Y 





Cameo Jewelry Rhinestone Jewelry 
Cc Pendant Ri 
= ise Tab 50 TOBEY STREET - PROVIDENCE, R. I. 
Representatives: East Coast: Leo Zucker Mid-West: Fred Whitney West Coast: Al Trachman 
303 5th Ave., N. Y. C. 31 N. State St., Chicago 448 South Hill St., Los Angeles 
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Published in the interests of progressive jewelers by the Cyma Watch Company... 
makers of Cyma-Tavannes Watches and Cyma Clocks 





— 


CYMA RINGS IN THE NEW YEAR WITH 
CONTINUING CAMPAIGN 


25 Insertions This Spring for 


Cyma and Cyma-Tavannes 


“treat 
yourself, 


J for a change!” 


Fresh Angle on Clock Buying 


Widens Selling Possibilities 











The first ad (headed “Treat yourself, for 
a change!’”’) reminds folks who’ve been 
buying Christmas gifts that it’s time to 
treat themselves—to a Cyma clock. 


The “treat yourself’? angle supplements 
the strictly gift approach, and gives the 
jeweler a selling “hook”’ he can use profit- 
ably any time of year. 








Jewelers Prepare to Cash 
in on Gift Season 
12 Months long 





It is noted that profit-wise dealers are al- 
ready checking their stocks of Cyma 
clocks and Cyma-Tavannes watches. Sales 
have proved their quality and value... 
proved that these smart-looking, precise- 
performing timepieces please old custom- 
ers, attract new ones. 








PREDICTIONS 1949 


Business GOOD for jewelers who pro- 
mote, advertise and merchandise with the 
accent on quality! 











January, 1949, sees the continu- 
ation of last fall’s national ad- 
vertising on Cyma, the Gift 
Clock and Cyma-Tavannes 
watches — with steady, fre- 
quent, well-timed insertions ap- 
pearing all spring in Time, 
Holiday, The New Yorker and 
House Beautiful. 

Over 20 million separate im- 
pressions during the first six 


months will reiterate the adver- | 





tising message and enhance 
Cyma prestige. 


The audience reached comprises 
the type of readers who best ap- 
preciate Cyma styling and 
craftsmanship. People who 
travel widely, live well and de- 
mand top quality, they are log- 
ical prospects for jewelers car- 
rying the Cyma clock and 
Cyma-Tavannes watch lines, 
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Every Day is Gift Day— 
Campaign Keynote 





Christmas is once more history, 
but the Cyma campaign contin- 
ues in high gear as an all-out 
effort to stimulate maximum 
sales from all the gift events 
on the calendar. Cyma’s adver- 
tising schedule will take advan- 
tage of every red letter day... 
Valentine’s Day, Mother’s Day, 
Father’s Day, graduations, 
birthdays, anniversaries, wed- 





Free Dealer helps step up Sales 


Stores are urged to send for free point-of-sales material—includ- 
ing attractive window or counter cards, 4-color folders for 


counter giveaways or envelope inserts, and newspaper mats to 


run over their own names. 


FOR JANUARY, 1949 





dings .. . all the daily gift 
events! 

Jewelers can ring up new sales 
around the calendar by taking 
advantage of this nationally 
featured gift theme with ag- 
gressive point-of-sale promo- 
tions. Every day ts gift day for 
Cyma, the Gift Clock, and 
Cyma-Tavannes watches. 





608 Fifth Ave, New York 20, N. Y. 


CYMA WATCH Company 


Montrea 


In Canada, McGill Bldg 
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a | go > a A roe Also by Lustern...for the finished touch in sales ...a line 
: | Pe of staple gold-filled jewelry for all occasions. And 
ad famous Dainty Maid children’s jewelry creations, both with 
many new ideas. Ask for them — through your wholesaler! 


LUSTERN’S on the Air—CBS coast to coast on 
‘TIME’S AWASTIN” and “HIT THE JACKPOT”! 


tm “| oui Kern company 


PHILADELPHIA +» CHICAGO * PROVIDENCE -NEW YORK 
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Distributed through wholesalers only 
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580 FIFTH AVENUE, NEW YORK 19, N.Y. 
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WIDE VARIETY offers & 


unlimited opportunity CZECHOSLOVAKIA 


for CREATIVE STYLING [igen 


and qualities 
. 
| Beads for Rosaries 
> ° 
E Fancy beads of all types 
* 
—_ Flat back roses 
e 
Carbuncles, transparent 



















and opaque 
«. 
Stones. for earrings; but- 
tons, pendants and hoops 
* 


Sport crystals 
. 


Imitation cameos and 
intaglios 
* 


Imitation ringstones 


S . Imitation black onyx, 


Machine cut stones of all eg ot —.- | plain and drilled 
; . 


varieties . 
. . and imports to speci- 


iselilels 


from 
ITALY 


If you are a manufacturing jeweler using imitation 
Genuine shell cameos 


by APA stones in volume, we invite you to call upon our 


large stocks and exclusive pre-war connections 


and resources abroad. 


from 
FRANCE 


Imitation half-pearls, tur- 


H:  €& COMPANY, INC. 


IMPORTERSIOF STONES since 1899 


509 WESTMINSTER STREET 
PROVIDENCE 3 e RHODE ISLAND 


IN NEW YORK: BELGARD & FRANK, Inc., 31 W. 47th STREET 





quoise, coral, etc. 
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PROUDLY PRESENTS 
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THE FINEST ALL AMERICAN WATCH 





Many of our Hamilton retailers are in their third generation. 
We are one of Hamilton's oldest distributors. Wise retail jewelers, knowing 
the value of prestige and performance, are promoting and advertising Ham- 
ilton leadership in tune with the extensive national campaign. Wherever you 


are located you can depend 





on your Hamilton distributor. 








ee Stein & Ellbogen's Hamilton area is: Illinois, = 23 
= _N. Indiana, Michigan, W. Kentucky, N. W. 
ss Ohio, E. Missouri, E. lowa and Wisconsin, cee 
_ except N. W. section. 
EE 
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Stein & Ellbogen Company e 55 EAST WASHINGTON ST. e CHICAGO 2 
MICHIGAN BUILDING @ DETROIT 26 
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THE CUSTOMER 
IS ALWAYS 
RIGHT... 


and he wants an 


LI le 


EQUIPPED 
WATCH! 


Customers everywhere are insisting on Incabloc, the superior shock- 
resistor, in every watch they buy! And for good reasons too—because 
watches equipped with Incabloc can be worn with confidence, without 


fear of. costly damage or inconvenient loss of accuracy! 


Incabloc is the world’s finest shock-resistor. Inimitable, unrivalled in its 
field, Incabloc is a complete unit—made with standard, interchange- 


able parts, available through your material dealer. 


Taking their cue from customers, more and more leading watchmakers 
are fitting their watches with Incabloc. And, as proven by their quoted 
testimony, Incabloc pays off—in more and more satisfied sales! So let 
Incabloc help you sell your watches too! Write today for literature, 


tags, labels and other valuable promotional aids! 





Statement by MR. SOL FRIED, tii ail 
President of CANTERBURY Watches: The Canterbury “Military 


SR is 


@ Men’s waterproof 
k @ Incabloc 

We take our cues from our @ Anti-magnetic 
customers. They ask for Inca- (Glucydor Balance) 
bloc, so we equip our watches © Nivarox Hairspring 
with it. In our opinion too, . yee 
| b/ the fj + shock @ Radium Dial 


resistant mechanism made.” ® Stainless steel back 


INCABLOC 4 


CUSHION THE SHOCK WITH INCABLOC 








THE AMERICAN INCABLOC COMPANY, 366 Fifth Avenue, N. Y. Factories: La Chaux du Fonds, Switzerland 


THE JEWELERS’ CIRCULAR-KEYSTONE 








Lae 
a 
# 


« “ 


ae * E seo 

re SS ee 

" . ‘ ‘ ae “a 
4 es ‘ a oe 

d A - . a. be, 

‘ ; . - Me 


52 of 
“wlio 
SHR 


¥ , a x? is + é y iE | - > 
RS RR 
skh \\) ‘ : WA Vk AN \ bis S's 4 
' \ 3h) . a 4% . : corn, anteater ILI 
. . ‘ 3 ; : , 3 By P ma ee 


Pa 


‘ 


x 
~ aaa 
ia 2G ARIS Sets cee fae carne 


i #8 i} 


ereaeieth 2 
ve é 


[ne Pe poanett” 


irs hate pedigree pir? 


Oh! how lovely ... and so unusual and 
attractive. That's what your customers will 
be saying about the new ; Phyllis ” Orig- 
inals for spring. And for still greater sales 
appeal, * Phy lbis ” Originals now come to 
you in a beautiful, velvet covered, satin lined, 
metal jewel case. Just remove the pad... 
and your customer has an attractive jewel 


box. 


Better write for name of our nearest whole- 
; , ° ms ” - < 
saler ... for you ll want Phyllis Originals 


for spring. 


th ¢ § sewe ry MFG.CO.INC 


536°538 Atwells AvenuneProvidence 9, Rhode Island 


EASTERN REPRESENTATIVE MID-WEST REPRESENTATIVE WESTERN REPRESENTATIVE 


SR ae Bob Parrillo Arnold Schloss Leo Colman 
No 1S5N/135E 536 Atwells Avenue 29 East Madison Street 940 South Spaulding Avenue 
, Providence 9, R. I. Chicago, Illinois Los Angeles, California 
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Now Heady for your counter 
in this good looking, natural 
finished, wood display case. 


®, 
*e, 


Phy Lis” adds another fast 


seller... another profit maker 


for you—* Miss Phyllis’ brace- 
let and pendant sets in 1/20th 
12Kt. Gold Filled. 


You'll want to see this new 
“Miss Phyllis” jewelry de- 
signed for girls from five to 
fifteen. Write or wire for 


name of nearest wholesaler 


tH ¢ § sEWwELRY MFG.CO.INC 


330°538 Atwells AvenueProvidence 9, Rhode Island 


EASTERN REPRESENTATIVE MID-WEST REPRESENTATIVE 


Bob Parrillo Arnold Schloss 


536 Atwells Avenue 29 East Madison Street 
Providence 9, R. |. 


WESTERN REPRESENTATIVE 


Leo Colman 
940 South Spaulding Avenue 
Chicago, Illinois Los Angeles, California 
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=: The triumphant “Classic” model is 
- the smartest looking table lighter yet = 
= designed . . . Retails at $12.50. BS, oe 
ie : ra lly LOOK at this NEW lighter line that’s. 
b A. Pi valine ang of lg wongpe | going:places—fast! Beautifully mes 
rand names in the complete line of <j | oesias jee” 
nationally advertised merchandise sold . * | ; oo $7.50 " $200.00. 
lo jewelers aii over the South by” in a wide variety .of smart 
Jenkins & Sons, Inc. - ee BS styles. NEW ideas — NEW 
# # EE ee — designs. Nationally adver- 
Yes, when you think of merchandise tised:lighters that will 
for your customers’ and more’ profits fale y k 
for you —— think “of Jenkins & Sons, a he ee a lian 
Int. We have what you want when.” oe _ eapetes 
you want it. — - ae protis, a 
P Phone 5-1264 ‘ 2 wire or write - 
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im this picture! 
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oD UST imagine yourself in the world’s largest, most modern Jewelry 
Dealers Exchange. Spotlighted by advanced fluorescent and incandescent lighting you 
will serve your customers in the cool comfort of year round air conditioning under a 
sound proof ceiling. After lunch in our on-the-premises cafeteria, you'll go to our 


specially constructed vacuum vault for more merchandise to handle the large volume of 


traffic in the spacious aisles. 


Booths available — Renting Agent 


on premises will gladly show them. 


Yes, just put yourself in this picture, it’s a natural. 


ww JEWELRY DEALERS EXCHANGE 


37 West 47th Street New York 19, N. Y. 
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24,500,0 
)00 HOME-MAKERS WILL SEE THIS AD 


a full-color page 1 
ge in Bride’s M 
sons 
gazine (Spring), and eye-stoppi 
-stopping ads in 
seven other im 
portant 


national magazi 
nes! Put thi 
iS po 
4, and other sale-cl powerful promotion to 
e-clinchers, yours for th work for you. Tie in with 
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Cloth container. Ss 
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Your silverware can't tarnish in na Pacific Silver 
cket, wraP or bufiet 


Cloth chest, bag, roll, pac 


k for a lifetime. You get 
roll or wrap today 


€ 
drawer. YOu save wor 
: more pleasure from owning new silver, and old ver and Pacific Silver Clot 
i silver is more fun to use often. Both flatware and _- gether. When you buy © w silverware, be sure to 
: hollow ware are kept always bright and ready -” look at the chest, bag, OF roll for the Pacific Sil- oF department store (y ard & ds in Piece G 
ver Cloth Jabel. It means quality Departments); oF r see your furniture dealer for 
Drexel dining f room furniture with Pacific Silver 
today for literature 


Silver Cloth is an ex- 


Mills. It contains mil- 
er ina non-vist ible and name re 


tarnishing elements 214 Church Street, 


tment. Write us \ 


ive product of Pacific 
lions of tiny particles of silv 


silver pet like magic! 
compound which absorbs the 


: ' That is why famous ‘br 
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Send for PACIFIC MILLS, Departm oo eee ee 
Gentlemen: I am int ent Fgh 214 Church Stre . e ew ee ee ee 
erested in{lwra " ew York 13, patentee eerie 
ps, _]chests, 1 hollowware “sa 0 — 
Bs, place- set 
ting rolls, 0) 
pack- 


FUL . 
) " FO . M aT 0 " aay with Pacific Silver Cloth. Send me 
names of sources of su 
pply and descriptive lite 
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Day in, day out... for 365 days a year of gift and 
personal-use selling, here is Mele's newest creation, 


the Mele Musical Jewel Box, Style 72. 


Every Mele luxury feature: Finest quality simulated 
calfskin covering. 24Kt. gold tooling on top and 
sides. Rayon velvet lining. Set-in lock with key. 


Aluminum Magic Tray, covered with simulated calf 
skin. Gracefully styled . . . durable. 


Secret Compartment, wptababe Mele's to date, 
concealed in bottom section of box. 


. . And, fine, imported, precision-made Swiss 
MUSICAL MOVEMENT, which plays enchanting 


melodies when box is opened. 


Size: 10 x 7 x 31/". 


Colors: Baby blue, medium blue, green, wine, saddle 
tan. 


Advertising mats available upon request. 


100 


St Rare eee meer 


MELE'S NEW 
MUSICAL JEWEL BOX 





mother's day 










STYLE 72 


Suggested Retail $7 
Cost to You $4.40 


= 





Also ... the Mele Musical Jewel Box in Genuine 
Leather... To Retail at $9.95. 


MELE MANUFACTURING CO. Inc. 
220 Fifth Avenue, New York I, N. Y. 


More American women use Mele 
Jewel Boxes than any other 
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FOR QUICK 
EASY PROFITS / 





#818 
lilustrated 





STERLING SILVER 


- Rhodium Finish 
Priced for Quick Turnover 






@ Heavily made for extra wear © Individually and smartly boxed: 


ted slorf >t 
@® Hand tooled, finely polished ee ‘ 


@ Unconditionally guaranteed @ In stock; immediate delivery 


® Sold only through wholesalers @ Free ad mats available 





Chicago: Harold Charmack, 36 South State St., Chicago, Ill. » Pacific Count: Max J. pneu 57 Post St., Senthiediein Calif. 
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We’ve moved to our | 
New Showroom.... 


And invite you to 





| Visit US SOM... .! 
We’ve moved to a new big Showroom in order 


to serve you even better! Our ‘‘welcome”’ mat 
is out—and we know you'll find it worth your 
while to visit the ‘“Shome’”’ of one of America’s 
most progressive wholesalers—U. S. Jewelry 
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Our New Location | IRR Gaia = 
ls Directly Across = — | = 
The Street From 

Our Old Location 


BALTIMORE and 
LIBERTY STREETS 


Entrance Faces 
Liberty Street 

















HE. BAUMOHL, Pres. 
BALTIMORE -1, MD. 
WHOLESALERS 
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New, molded, transparent window front! 
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Bold, bold velvet ... | 
with a touch of plastic! 


For packaging answers 
Wire ... write... call 


Braun-Crystal Mfg. Co., Inc. 


69-01 Metropolitan Avenue 
Middle Village, New York 


DAvenport 6-2951 
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GOLD FRATERNAL EMBLEMS 
Julaid on Syn. Kuby, Blue Spinel, Genuine Onyx 


: Permanency 
¢ Emblem Precision Fit 
Richly Enamelled 
mblem — 
Emblematic-Art” process | . 
y perfected method for . . ‘ : 
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Importers-Cutters Precious & Semi-Precious Stones 


95 NASSAU STREET 


NEW YORK 7, N. Y. 
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for PROFIT 


Design and quality of these beautiful plastic ring 
and watch boxes will enhance the beauty of the 
products displayed in them. Appealing enough 
to attract the most critical eye. These boxes are 
molded of a high gloss plastic in vivid pastel 
colors as well as all transparent, fitted with beau- 
tiful colors of velvets. 












Write tor catalogue and information on add‘- 
tional numbers 


Sold through leading jobbers in U. S. A. and 
Canada 


385 Gerard Avenue, fh 
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plastic coating. It’s this combination of designs, plastic 
coating, and the distinctive crystal-clear plastic case 
that is responsible for Guild’s new sales record. Reports 
from stores across the country place Guild first in playing 


card sales. Write for our complete line catalog. 


WEPISZ EM PLAYING CARD CO. ° RACINE, WIS. 


DIVISION OF 


WESTERN PRINTING AND LITHOGRAPHING COMPANY, WORLD'S LARGEST COLOR LITHOGRAPHERS 
iy 
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for a Prolitable New lear! 





See the new 


PHILIPS 


Line of KARAT GOLD Jewelry 





Get away to a fast start on a busy and profitable 

New Year. Ask your Wholesaler to show you the new 
PHILIPS line of 10 Karat and 14 Karat Gold Jewelry 

for 1949. It's alive with new ideas, new designs, 

new sales opportunities for you. Way out in front stylewise, 
the new PHILIPS line continues to exemplify the 

highest standards of quality and workmanship .. . at 
prices that mean quick and profitable turnover 

for you. With an eye to the future... 

see the new PHILIPS line now! 








> EES 


Rings: Babies’, Misses’, Boys’ 
MAKERS OF GOLD JEWELRY « DISTRIBUTED THROUGH WHOLESALERS Signet 


Birthstone 
an 
Lockets 


PHILIPS mre.co. =. 


Matched Sets 
All attractively packaged in 
our distinctive Tassel Box. 
32 GRAHAM AVENUE, BROOKLYN 4, N. Y. 


> ES 


Crosses, Crucifixes 

Religious Jewelry 

MOE DIAMOND, 220 West Sth Street, Los Angeles Lockets, Brooches 
Cameo Jewelry 
Bracelets and Pendants 

Puckaged in our beautiful in- 

laid gold box, mounted on 

velret in anew shade of aqua. 


> MR 


Cuff Links 
Tie Slides and Chains 
Money Clips 
Matched Sets 
In new distinctive package. 





SIDNEY GELLER, 29 East Madison Street, Chicago 





FoR JANUARY, 1949 107 














aa et weer esas + 


Ok 





PP AT ON tea mne 





ae 


Your Proved Profit-Maker for '¢9 


INEQUALLED VALUE 





IN TORY’S ALUMINUM BODY JEWEL BOXES 


Last year’s tremendous sales of these 
metal-body jewel boxes proved their 
value-appeal and price-appeal. And here’s 
the reason: These Tory jewel boxes offer 
customers more value than any other box 
on the market at the same price! 

The lightweight aluminum frame is 
covered in beautiful lizagator-grained 
simulated leather. The rigid solid brass end 
caps are tooled in historic Gothic design. 
Up-swing tray, with all wooden frame, 
has earring bars, ring bed, pin sections. 
Solid brass set-in lock with key. 

No. 16 is satin lined. No. 5 is lined 
in rich rayon velvet which gives greater 
interior appeal. Eye-catching mirror makes 
customers stop, look and buy. 

These greater-value, lower-priced jewel 
boxes come in baby blue, medium blue, 
navy, black, rose, red, wine, ivory, green, 
brown. Give your 1949 sales and profits a 
boost by promoting Tory jewel boxes 
for graduation and Valentine’s Day. 
Order now for quick profits! 




















$295 


retail 


No. 5—lIllustrated 
10% x 7%, x 3%,” 


$995 


retail 


No. 16 
7 x 51 x 3” 


yor 





TORY MANUFACTURING COMPANY, INC. 


389 Fifth Avenue, New York 16, N. Y. 


WORLD'S LARGEST MANUFACTURER AND DESIGNER OF GENUINE AND SIMULATED LEATHER JEWEL BOXES 
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“NO MORE WASTED TIME 
DRAWING DESIGNS: 


Says Claire Dickerson, South Haven, Mich. 
























‘‘No more aching backs or wasted hours draw- 
ing designs before we start engraving. Our cus- 
tomers agree with us — our New Hermes really 
is wonderful. A store without one is as out of 
date as a horse and buggy!” 


“MORE | 
THAN 3COO JEWELERS 

















AND 
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THE NEW HERMES } 


1S THE WORLD’S FINEST ENGRAVING MACHINE 





ENGRAVING ELIMINATES 
RETURNED MERCHANDISE 


e Makes everybody an engraving 


experf. 


Engraves on jewelry, fountain pens, 


silver flatware, watches, compacts, etc. 


SEND FOR DESCRIPTIVE FOLDER MODEL G 








HINE 






w0 





aL0's FINEST ENGRAVING MAC 









UNIVERSITY PLACE, NEW YORK | | 


-19 
” SPRING 7-7220 





VS a piacere saan nama 




















These authoritative and interestingly written books on a wide 
range of subjects about your business will be a great help to you. 
Just put a circle around the books you want on the coupon below, 
write in your name and address, attach your check, and send it to 


For the Gem Expert, Connoisseur and Student of 





Gemology 
1. GEMS AND GEM MATERIALS 


Drs. Kraus & Slawson $4.00 
1A. KEY TO PRECIOUS STONES L. J. Spencer $3.50 
2. GETTING ACQUAINTED WITH MINERALS 

George L. English $2.50 
3. REVISED LAPIDARY HANDBOOK 

]. H. Howard $3.00 
4. STORY OF THE GEMS JH. P. Whitlock $4.00 
5. STORY OF DIAMONDS $1.85 
5A. FAMOUS DIAMONDS OF THE WORLD $1.25 
5B. INTRODUCTORY GEMOLOGY 

Robert Webster $3.50 
5C. GEM TESTING B. W. Anderson, B.Sc., F.G.A. $5.00 
sD. GEM CUTTING ]. Daniel Willems $3.50 


On Silver for the Jeweler, Collector and Antiquarian 
6. THE STERLING FLATWARE PATTERN INDEX 





Without Binder $15.00 
With Leather Binder $20.00 
7. ENGLISH SILVER (1675-1825) 
Stephen G. C. Ensko and Edward Wenham $5.00 
8. OLD SILVER, ENGLISH, AMERICAN AND 
FOREIGN S. B. Wyler $4.00 
9. NAVAJO AND PUEBLO SILVERSMITHS 
John Adair $4.00 


For the Skilled Watch and Ciock Maker, the Appren- 
tice and Student 
10. PRACTICAL WATCH REPAIRING 








Donald De Carle $5.00 
11. PRACTICAL COURSE IN HOROLOGY 

Harold C. Kelly $2.75 
12. WATCH AND CLOCKMAKERS’ HANDBOOK, 

DICTIONARY AND GUIDE 

F. J. Britten $6.00 
13. KNOW THE ESCAPEMENT (New Edition ) 

Barkus Watchmakers $5.00 
14. MODERN WATCH REPAIRING & ADJUSTING 

Bowman & Borer $3.00 
14A. MODERN CLOCKS MT. R. Robinson $3.00 
15. CURIOUS HISTORY OF MUSIC BOXES 

Rov Mosoriak $5.00 
16. SIX QUAKER CLOCKMAKERS 

Edward E. Chandlee $10.00 
17. TIME AND TIMEKEFPERS _ ww’. /. Milbam $2.49 


| HAVE YOU READ THESE BOOKS? 





us. We will send them postage prepaid anywhere in the United. 
States. Remittance must accompany all orders. No books sent 
on approval. Prices subject to change without notice. 


18. 
19. 
20. 
21. 


22. 
23. 
24. 


25. 


26. 
27. 


MODERN METHODS IN HOROLOGY 


Grant Hood 
PRACTICAL BALANCE AND HAIRSPRING 
WORK W. J. Kleinlein 
RULES & PRACTICE FOR ADJUSTING 
WATCHES W. J. Kleinlein 


PRACTICAL BENCHWORK FOR HOROLOGISTS 


Louis and Samuel Levin 


SCIENTIFIC TIMING Charles Purdom 


KEYSTONE WATCH REPAIR RECORD BOOK 


WITH THE WATCHMAKER AT THE BENCH 
Donald De Carle 


THE SCIENCE OF CLOCKS AND WATCHES 
(2nd Edition) A. L. Rawlings, Ph.D. 
HOROLOGY J. Evic Haswell, F.B.H.1. 
WATCHMAKERS & CLOCKMAKERS OF THE 


WORLD (Enlarged 2nd Edition) 
G. H. Basllie 


$2.50 
$3.50 


$3.50 


$5.00 
$6.00 
$2.75 


$3.00 


$5.00 
$4.50 


$10.00 


For the Jewelry Repairer, Engraver, Designer and 





28. 


30. 
31. 


32. 


33. 
34. 
35. 
36. 


37. 


38. 
39. 


40. 


41. 


Enameler 


JEWELRY REPAIRERS’ HANDBOOK 
J. G. Keplinger 


. JEWELRY DESIGN AND APPLIED DESIGN 


C. A. Jakobb 
JEWELRY AND ENAMELING 
G. Pack 


REFINING PRECIOUS METAL WASTES 
C. M. Hoke 


ART eo oe AND LETTERING 
. M. Bergling 
(Special 16th Edition—Paper Cover) 


17th Edition—104 Pages—Paper Cover 
METALCRAFT AND JEWELRY 
Emil F. Kronquitst 


A BC OF MODERN ENGRAVING 


William Kassel 


TESTING PRECIOUS METALS 
C. M. Hoke 
RINGS THROUGH THE AGES 
James R. McCarthy 
THE JEWELERS BUYERS DIRECTORY, 
1948-49 Edition 
3,033 RETAILING IDEAS Emanuel Lyons 
JEWELRY MAKING AND DESIGN 
Rose & Cirino 
JEWELRY GEM CUTTING & METALCRAFT 
W. T. Baxter 


HAND-MADE JEWELRY 


Louis Weiner 


$1.25 
$25.00 
$3.50 
$6.00 


$2.00 
$5.00 


$3.00 
$1.00 
$2.00 
$2.50 


$2.00 
$3.50 


$8.95 
$3.00 
$2.75 
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Please send the following books: 





* 100 E. 42ND ST.,’'NEW YORK 17, N. Y. 


1—1A—2—3—4—5—5 A—-5 B—-5C—5D—_6—7—8—9— 1 0—1 1—12—-1 3-1 4-1 4A —- 1 5—- 1 6 17 
18—19—20—21—22—23—24—25—26—27—28—29—30—3 1—32—-33—-34—-35 —_36 _3 7-3 8-39 —_40—4 


is attached. 


[] CHECK [] MONEY ORDER [] FORS........ 
ia ae i tar inte sli a al le a ae Ol sal I i a a ca ta ae i ee ae 
See nuded eerkeee tame need endl A) ae cin aan aera tar decd i Oe 


Check or money order must accompany all orders. Do not send cash. 








110 


THE JEWELERS’ CIRCULAR-KEYSTONE 










W Reasons 


Sin SAL 





g4.q The NEWEST in 


_ pat. OFF. 


3) Men’s EXPANSION 





package s 


These fine Pacer expansion watch brace- 
lets are now delivered in the new Pacer 
picture window card. This new unique 


ing of Pacer watch bracelets and adds 
to their now we sehn ina sales appeal. 


















upplements the handsome styl- 









5 NORTH WABASH AVE. Se 
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: REG. U. S. PAT. OFF. 


Lightning Fast Jewelry Cleaner 





The NATURAL Store Traffic Builder Scores” 
GREATEST SALES IN HISTORY! __— 







ORDER THESE 
ADVERTISING MATS 


. > 


DIRECT FROM 
YOUR JOBBER « . NER USED BY SW 
: A 


jLLIONS DAIL KB Y 


= 








Newspaper ad mats featuring Dip- 







‘ . : : It’s quick! It’s sure! Just DIP and WIPE! With this simple 
Wipe Cleaner and Dip-Wipe Silver Pol- method there’s no excuse for unclean jewelry and_z 


ish, are FREE. Take advantage of their glasses. Not only are they uncttractive and uz pina 






pulling power to make new sales but it is definitely an economic asset to Ls 


PLUS new jewelry sales. sions in as good shape as possible _& 7; 
—you'll never be without awit CA 





. 4, ( Mi 











avy\ 
SEER S [a RA 
aS UAVS 7 > Fs 
WN" wk a Gs 
n 

, | pio? . (oD 

Use These Ads To Create Diamond, Watch & Jewelry Sales — sev®! = oS 
es Au 
Thousands of jewelers who use and sell Dip-Wipe Cleaner and Dip-Wipe Silver G\os* " : 


Polish for their own merchandise, as well as for their customers, know these prod- 
ucts are proven sales builders for Diamonds, Rings and other jewelry. Stock Dip- 
Wipe . . . use these power-packed ads, plus the larger mats also available, to do 
two jobs at the low cost of one. You'll say, “It’s a Natural!” 
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Sold By Leading Supply Houses &% i F 
HAMMEL, RIGLANDER & CO., INC. | 


Erclusive Wholesale Distributors 


REG U S PAT OFF 
















It’s quick! It’s sure! Just DIP and WIPE! Witt 
simple method there’s no excuse for unclean je 
and eye glasses. Not only are they u-—fractive 
unsanitary, but it is definitely nic ass 
keep your possessions 
Once you use 
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Quotes from a Manufacturer 


“We firmly believe there is a definite and 
distinct difference between Gold Filled on 
nickel base and Gold Filled on the other 
various base metals. We know through 
experience that Gold Filled stock on a 
pure nickel base is the best possible mate- 


rial obtainable.” 


THE 
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INTERNATIONAL NICKEL COMPANY, 





The salesman’s right . . . that watch has a case that is different. 
It’s gold filled, with a solid kind of durability. Gold filled, made on a 
foundation of pure nickel. 

Here’s what the nickel foundation means. When the gold has been rolled 
on a base of pure nickel, you can give full assurance to your customer. For, 
like the layer of gold above, the nickel foundation resists corrosion by body 
acids. The nickel base will not discolor the gold . . . and affords equal 
protection to the wearer’s skin. 

Find out about the jewelry you sell. If the foundation metal is nickel, you 
can promise your customer, “ou just couldn't buy better gold filled jewelry 


than this!” 


EMBLEM OF SERVICE 






TRADE MARK 


we 
\ | ( k (} | 0 0 0 “YourUnseen Frtend” 


INC., 67 Wall Street, New York 5, N. Y. 
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ine name ot America's oldest and largest ringmaker ?° 





The name's 


rtcarved 


Aiuamond and wediing “ngs 





Your customers know it. Your customers ask for it. 
Art-Carved is the quality name that means profitable 
diamond and wedding ring sales. for you! 


Arica r VEC srioven BY BRIDES FOR NINETY-NINE YEARS 


diamond and wedding singe 


MEMBER 





Witt! 


J. R. WOOD & SONS, INC., 216 E. 45TH STREET, NEW YORK 17, NEW YORK * 
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Added Appeal for Watches 


GarLAanp Watches are all dressed up 
in new boxes too. These outstanding, 
popularly priced timepieces now pos- 
sess added sales appeal. Show them— 
sell them! 


Newly Designed Boxes 

Add Magnetic Appeal 
to GARLAND 

Watches and Diamonds! 


LOOK at this combination for mag- 
netic sales appeal: High quality 
GARLAND Diamonds, packaged in 
beautiful, luxurious boxes. The newly 
designed GARLAND package adds new 
glamour to the full-cut brilliant 
(,ARLAND diamond inside. GARLAND 
Diamond Rings certainly deserve 
front-row position in your show cases 
and window displays. 
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Praise from Evanston Jeweler 
F. J. O’Bert, Chicago and Evanston 
(Illinois) jeweler, says, “ You know a lot 
of people are influenced by an attractive 
package, and GARLANDS certainly have 
a beauty!” 


The BALL Company 
Originatorsof GARLANI Y* Diamonds and Watches 
WHOLESALE JEWELERS ® DIAMOND IMPORTERS 


JEWELRY 


1 TBie ° 
TRIN pi RSH 
e YY ° RY =, 5 


6 North Michigan Avenue ¢ Chicago 2, [llinois 
Branch Office: Charlotte Hotel, Charlotte, N.C. 


*(; ARLAND is the registered trademark of The Ball Company, Reg. U.S. Pat. Off. 
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HERE did Brazilian diamonds 
come from? 

The answer “Don’t be silly—Bra- 
zil, of course!” isn’t necessarily cor- 
rect. At least, not according to Dr. 
Kenneth FE. Caster, paleontologist at 
the University of Cincinnati, who has 
just returned after four years of 
teaching and exploration in Brazil. 
He’s inclined to think that diamonds 
came to Brazil from somewhere else. 
helped on their way by one of those 
busy little glaciers we heard so much 
about in school. 

“All, or almost all of the diamonds 
in Brazil may have been transported 
by glaciers thousands of years ago.” 
Dr. Caster avers. “Diamonds are 
found in Brazil wherever there are 
glacial deposits and almost every- 
where where there are such deposits 
diamonds can be washed from the 
gravels.” 

The Doctor admits that his view 
clashes strongly with the traditional 
views held in Brazil. But that doesn’t 
shake his opinion. He’s convinced 
that he’s right. After all, he carried 
on researches over a wide area in 
South America during the four years 
he was there on a Guggenheim Foun- 
dation fellowship. 

As a resident of the New York 
area we, too, live in a territory with 
rich glacial deposits. We’ve scratched 
around a bit in our back yard gravel 
but so far—no diamonds. We're still 
going to look around a bit more, but 
it does seem discouraging. Either Dr. 
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Caster’s theory is haywire or, more 
probable than that, the glacier that 
passed over our real estate hadn’t 
stopped off at the right places first. 


© © 
A NEW YORK jeweler (whose 
name we will charitably refrain 
from mentioning) recently started to 
brood about the possibility of his be- 
ing held up and robbed. And the 


more he brooded about it, apparent- 





A PROBLEM BOTHERING YOU? 


During the past year hundreds 
of articles in THE JEWELERS’ Cir- 
CULAR-KEYSTONE have been de- 
voted to individual jewelers’ so- 
lutions of business problems. 

Perhaps their answer will 
help you. 

To find out, all you need do 
is consult JC-K’s annual index, 
published in the back of this 
issue. 

It’s simple to use—Jjust con- 
sult the alphabetical listing to 
locate the particular story (or 
stories) bearing on the subject 
which particularly concerns you 
at the moment. Having found 
them, all you have to do is take 
the appropriate issues of JC-K 
for 1948, locate the pages indi- 
cated in the index and presto! 
you may have the answer to that 
knotty problem. 

And don’t forget to save the 
copies of this publication dur- 
ing 1949. An index will be pub- 
lished again next year as a guide 
to the gold-mine of information 


that is JC-K. 
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ly, the more convinced he became 
that at almost any moment a battalion 
of thugs would invade his store, clean 
out its contents and leave him bound 
and gagged in the corner. 

Realizing that acquiring a gun 
would involve a lot of senseless red 
tape, but still determined to protect 
himself at any cost, the jeweler wrote 
to a mid-West mail order house re- 
questing that they ship him one of 
the items advertised in their cata- 
logue—a tiny, fountain-pen-type tear 
gas dispenser. 

In due time this “protection” ar- 
rived. 

Simultaneously, almost, came the 
New York City police. They’d been 
notified, as a matter of course, of 
the jeweler’s mail-order purchase 
and, being highly interested in the 
purchasers of such weapons. they 
decided to pay a call and look him 
over. 

When they realized why the jewel- 
er wanted the tear-gas dispenser the 
police were as nice as pie. As a mat- 
ter of fact they were quite gentle 
during the fingerprinting process and 
didn’t even bother to stress ‘the fact 
that it wouldn’t have been any more 
complicated if he’d purchased a six- 
shooter. 


© © 


DEER recently bagged by M. L. 
Baker. Jr.. Lubbock, Texas. 
jeweler, certainly had its points (15 
of them to be exact) but the watch 
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Power-Packed Advertising for the NEW 


pheno-metric PARKER “Il ; 


now heing released to the public in America’s greatest magazines 








Jewelers will sell thousands of the new Get these prospects into your store! 
Parker '51’s” within the next few weeks! Advertise the new Parker “51”! Display 
That’s because Parker’s immense adver- it in your windows to reach the same 


people who see the thrilling new Parker 
“51” featured in Life, The Saturday 
Evening Post, Look, Time, Esquire, New 


_ tising campaign with its exciting head- 
lines and true-to-life colorful illustrations 





actually puts the new Parker "51" on Yorker, Collier’s, Newsweek, National 
So modern... display in the homes of prospects right Geographic, American Weekly, This 
so advanced... in your own home town. Week and Sunday Gravure sections. 
as from a century 
yet to come The Parker Pen Company, Janesville, Wisconsin 


YOU MAKE MORE PROFIT ON PARKER “51” THAN ON 50% OF THE MERCHANDISE YOU SELL 
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he “picked up” while on the hunting 
trip had even more. It was one of 
only five of its kind in existence. 

It seems that Baker encountered a 
fellow-hunter who possessed a “Ma- 
sonic” watch manufactured by the 
Hamilton Watch Co., between 1926 
and 1928. An open-face, open-back. 
five-position timepiece with hand- 
made plates and a standard move- 
ment, the watch had on its face, in 
lieu of numerals, the signs and sym- 
hols of the Masonic Lodge. Knowing 
that the number of such watches had 
heen limited (they sold for about 
$350) and finally discontinued be- 
cause of the time they required to 
make. Baker persuaded his hunter- 
friend (who was a non-Mason) to 
part with the specimen. 

Checking to make certain that his 
find was an original, not a copy. 
Baker sent photographs of the watch 
to the Hamilton company. After 
careful scrutiny, comparison with 
photostats. blueprints, etc.. experts at 
the firm informed him that his watch 
was positively identified as one of 
only five originally manufactured. 








further, they said that only one other 
is known to be in the United States. 

Baker won't set a price on his 
watch—he plans to display ii in a 
special case in his store. However, he 
has given some idea of the value he 
places on it. “It will,” he says, “take 
much more than $1,000 to get it 
away from me.” 


© © 


HINK it’s hard to crack the 
newspapers? Editors too hard- 
boiled to run a story about a jeweler ? 
“Nonsense!” scoffs Howard A. Lewis, 
president of Lewis & Son, Master 
Watchmakers. Inc., New York. 
“Publicity is yours for the asking.” 
And Mr. Lewis knows whereof he 
speaks. For although New York’s 
city editors are traditionally skeptical 
and hard to crack, Mr. Lewis suc- 
ceeded, purely by dint of having a 
good story, in getting an excellent 
position in two of the city’s top-notch 
dailies. 
Out in front of the Lewis store. 
you see, is a large street clock. For 
































"Mr. Speckles went to a lot of trouble, Madam—but he 
finally dug up the diamond you wanted." 
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the past 25 years, as it ticked away, 
workers in the New York financial 
area have carefully checked their 
watches against its Naval Observatory 
Time. 

Embarked on a modernization and 
expansion program, the Lewis firm 
found it necessary to have the clock 
removed —— temporarily, of course. 
“Now this,” thought Mr. Lewis to 
himself, “would make a good story 
for the newspapers.” 

Accordingly, he sat down and 
wrote a news item, together with a 
number of possible headlines, and 
sent them by messenger to the city 
editors of several of Manhattan’s 
leading dailies. In the item he ex- 
plained the age of the Lewis firm 
(62 years), the age of the clock, and 
the fact that it was kept synchronized 
with the U. S. Naval Observatory in: 
Arlington. 

In practically no time at all every 
newspaper to which he had sent the 
item was calling Mr. Lewis on the 
phone, seeking further minor details. 
And the following day, to his surprise 
and gratification, stories about his 
clock appeared on the first page of 
the second section of both the Times 
and Herald-Tribune. One story was 
substantially the same as Mr. Lewis’ 
original item, while the other, more 
imaginative newspaper had pepped 
up the facts a bit by stating that 
removal of the Lewis clock had 
“caused a disturbance among office 
workers accustomed to setting their 
watches by it.” 


© © 
IVE blind residents of Oklahoma 


City, Okla., recently received 
Braille watches as gifts from the Zale 
Jewelry Company, and the firm has 
an additional one on hand ready for 
some blind person who lacks a suit- 
able timepiece. 

The six watches, which have raised 
Braille dots on the face in place of 
figures so that the hour can be told 
by touch, were received by Zale’s 
along with a shipment of regular 
watches coming from Switzerland. 
Ed Braunstein, store manager, dele- 
gated the job of distributing them to 
worthy recipients to Wayland Mc- 
Carty, a blind lawyer and justice of 
the peace. McCarty gave them to a 
cafe manager. a maker of leather 
goods, a retired chiropractor and a 
farmer. 


119 














| 
| 





5 eae Sn" 


\ sh sree birt Collars Sit Lower Paints Spread Wider 


» 
OO 
er 

‘ peptone O99 =) . »* Pane iorre <0q 50 


2 gieosts - 

Y <i $. $a 
wen 4 ee RED seoerxor? 
, > s~owoge™ 
iy 


yore © 
x» 


b shu 


gp reget. POSH 
«xe Bonee* ew 





if if 
WIPE f PPR at 
90>. 00h Rowe ' "Sot 
aro nage nen y 
Sr, Hee 7m Rar Drow on yo ~e - ce 
sige 2 qk Beka ee KO vr inet 


<2 
—w 


> 
~ 
a ge GO Rav eee LO Bere 


, f pf 3 y 

fh ee h @ Fs Le? 
; 

now 

mms oxen 

0 AEA 


. 

BW ** $ccm® Kagshhooeer Oe 
5% wre yp tn Fe too 
> Agee © > 


SKOms wavs 


/ 


Hi Lyf hy ale 


sets fone 
. 


Or ak Sods 
gene OE pene ger Ror 


ea Be Saba 
“sy sexo. CO ova ~ 


America « Gem 
{unter 


Z £ 
Fd 


Fears and 1 Diane 





oF 
Ss 

, Se a ciel ee en oeeren 
Mies Rae Sees POR Secs 2 SO nite BROS kak owe <5 Gs TOO RR cael Pe a aaa exe me bcos 
ERO LG BOP Sing: cee: VI 0 LAOS . 


5 RO 


; , co 
_ : yaaa : — Sastre ; . RO 6 ROE ade FOC eae 
Spon OOO Sh. i AOE  Bihe CIOL og OO pn SRO GRRE DMRS SaA> Pir Ratoadl op Sipe ROH HS ‘Siew? SRO Ate pin SHEA Oe OHNE 
9 SABO signs RR MOONS SOR CO ne Boe seep he ances? ad foe OF Per bo asks agen? 2” mdr, 

; 


























The integrity of the editorial pages of leading magazines is jealously 


protected by high calibre editorial talent. Though adjoining pages can be 
bought by advertisers (at space rates up to $30,000 a page), editorial pages 
are priceless, cannot be bought for any amount of money. 


Because the reading public knows this, it accepts at full value the 
informative articles in our reputable publications. 


When those articles are on gems, jewelry, watches, clocks, silverware 
and other jewelry store items, you, the retail jeweler, are benefiting locally 
from this priceless publicity. Locally, because the majority of jewelry store 
prospects in every community is regularly exposed to the editorial pages of 
several national magazines. The extent to which your particular store 
capitalizes upon this localized national publicity depends upon your in- 


genuity in promoting it. 


How to be alerted to these possibilities and ways to turn them into 
important profits — at trivial cost — are suggested in the accompanying 


article. 






~ 
Wrar JEWELER reading the November 13, 
1948 issue of The Saturday Evening Post could have over- 
looked an article entitled “Americas Gem Hunters”? 
What jeweler, having read it, could fail to enjoy it? And, 
having enjoyed it, what jeweler would not feel better 
equipped as a merchant of gem stones? 

But how many jewelry merchants capitalized upon 
the fact that hundreds (not to say hundreds of thousands) 
of jewelry store prospects in their trading areas also 
read that story, also became more interested in gem 
stones—more appreciative of their desirability as gifts 
and articles for their own personal adornment? 

A moment's thought in retrospect would enable anv 
jeweler to think of many ways that article could have 
been capitalized upon to the direct and immediate benefit 
of his store. So s:mple an application as the placing of a 
copy of the magazine in the show window, opened to the 
article. would have been of some benefit. Enlarging 
upon this. merchandise containing the stones mentioned 
in the article, plainly labeled. would have made a more 
direct tie-in. Unmounted stones could also have been 
displayed and would have increased the interest value 
of the window. The limits to which this idea could be 
expanded would depend only upon the jeweler’s desire to 
impress the passerby with the fact that his was the 
gem store of the community. 

Direct mail. in the form of easily prepared cards, could 
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Publicity No Money Can Buy 





have been sent to preferred customers directing their 
attention to the Post article. This would have been 
an appropriate advertising gesture which could have em- 
phasized the jeweler’s position as the local authority on 
gems—African, Indian, Brazilian and American. The 
lively imagination of any alert jeweler could conjure up 
countless other promotions to tie in with this particular 
piece of priceless publicity. 

Esquire, a 50-cent magazine obviously selling to those 
who represent the better jewelry store prospect, is heavily 
inclined toward favoring men’s jewelry accessories in its 
editorial presentations. As a style authority for men it is 
recognized by the trade and repeated by the consumer as 
being “tops” in the field. In the November issue an 
article entitled “The Bold Look ‘Go With’” was devoted 
to various accessories, mostly jewelry, and pointed out 
the importance of choosing each item with consideration 
to its relation to the other items. 

The September 28th issue of Look, to go back a bit. 
contained a five-page section devoted to the topic: “Men’s 
Clothes Make News.” In this section, the equivalent of a 
full page was devoted to the shirt situation and particular 
emphasis was put on the resurgence of the French cuff. 
This, naturally, led to a consideration of the cuff-link 
question, with four or five of the newest styles presented 
pictorially. 

(Please turn to page 166) 

















HERES THE NEWS YOUVE WAITED 8 YEAKS TO HEAR! 
NOW AVAILABLE -\N 0PEN stock’ 


IT’s BEEN a long, long time since you’ve been able to fill 
those many requests for 1847 Rogers Bros. open stock! 





you— and will be available for delivery to your cus- 
tomers February 28! 
Now, for the first time since prewar days, a full selec- 


This open stock includes everything in the 101-piece 
tion of all four current “1847” patterns is ready for 


chest of 1847 Rogers Bros. This means... 
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FANCY SERVING PIECES, such as gravy ladles, cold-meat 
forks. serving spoons. etc.. will be available after July. 


And we're spreading the good news! Millions of people 


We’re devoting the entire commercials of Sunday, Feb- 
ruary 27, and March 6 of the “Ozzie and Harriet” pro- 
eram to make this important announcement! 


are going to know about the arrival of 1847 Rogers Bros. 


Tune in that Sunday night and hear how we’re telling 
open stock ! 


this important sales story ! 


NEW ‘OPEN STOCK COMPLETING SET 


HERES \ NEW PACKAGE of the important pieces women 
need to complete their services ! 





it's now available in a choice of all four 1847 Rogers 
Bros. patterns ! 
Its “1847's” COMPLETING SET— containing 8 butter 


The unit comes in a beautiful free display package, 
spreaders, 8 iced-drink spoons, and 8 ovster forks. And 


excellent for permanent storage of extra pieces ! 


1847 ROGERS BROS. CAnnicas Dinest. Qflvervlale, 


THE INTERNATIONAL SILVER COMPANY, MERIDEN, CONN. 
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Jewelry Industry Couneil 


Schedules Three “49 Promotions 





bow your Volentinne. on Suectheorts Day! February 44° 


 Aealbong fu lhe JEWELERS 
ta ; 


First big nationally-sponsored promotion 


for jewelers in 1949 will be Valentine’s 





Day for which Jewelry Industry Couneil 

is now distributing its promotion book. 

This will be followed by Diamond Jubilee \ 
j 


from Mareh 27th through April 9. and the 





Silver Parade, May 9 through the 25th. 





This full-page, four-color advertisement 
tying in with Valentine's Day promotion 
is scheduled to appear in the February 
5th issue of The Saturday Evening Post. 


Workine well in advance so that retail 
jewelers and suppliers in certain branches of the industry 
will have ample time in which to arrange their particular 
participations, the Jewelry Industry Council is now dis- 
tributing to retailers its 1949 Valentine's Day Promotion 
Book; to suppliers in the diamond field its 1949 Diamond 
Jubilee Idea Book; and to suppliers in the field its 1949 
Silver Parade Idea Book. The Valentine’s Day Promo- 
tion is scheduled for February 14, 1949. The Diamond 
Promotion is scheduled for the period of March 27 
through April 9, and the Silver Promotion is scheduled 
for the period of May 9 through May 25. 

The Valentine’s Day Promotion, according to Albert FE. 
Haase, Executive Director of the Council. is based upon 
getting across to the public the most persuasive appeal 
that jewelry store merchandise has over competitive mer- 
chandise for this gift occasion—the fact that a gift from 
the jewelry store is enduring and will thus keep alive 
thoughts of the giver. This promotion, following a reso- 
lution at the 1948 annual meeting of the American Na- 
tional Retail Jewelers Association will, throughout. refer 
to February 14 as “Sweetheart’s Day.” as well as Valen- 
tine’s Day. | 

A full-page. four-color advertisement tying in with this 
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promotion will be run by the Jewelry Industry Council in 
The Saturday Evening Post issue of February 5. 

“February is traditionally one of the low months of the 
year saleswise for the jewelry store,” said Mr. Haase. 
“Valentines Day comes in February—February 14. 
There is every reason to believe that a sustained promo- 
tion by jewelers, started at least a week or ten days before 
February 14 will perk up sales volumes.” 

“The ‘1949 Diamond Jubilee’,’ Mr. Haase explained, 
“will concentrate on the appropriateness of diamond mer- 
chandise for a specific list of gift occasions. 

“The idea book for “The 1949 Diamond Jubilee’ is not 
devoted solely to promotions to stimulate the sale of en- 
vagement rings,” said Mr. Haase. “It contains ideas that 
endeavor to promote diamonds as gifts for a number of 
appropriate occasions. It also contains ideas for promot- 
ing increased purchase of diamond wedding rings and 
ideas for helping the retail jeweler sell engagement rings 
to war-time brides and others who have never received 
engagement rings.” 

Mr. Haase revealed that the central theme and slogan 
of the “1949 Diamond Jubilee” is “No Gift Says Quite So 
Much As A Diamond.” 


(Please turn to page 166) 














‘Romancing’ Sells More Silverware 


Radio commercials for Wengler’s, Sharon, Pa.., 


invest silver with historical significance, giving 





details about its styling and design. 











ae | 
ADIO ROMANCING of silver, a promotion 
originally launched a year ago to inform the public of a 
newly-enlarged silverware department, has really paid 
dividends for Wengler’s, Sharon, Pa. 


Not “romancing” in the sense that the firm’s radio 
program is devoted to tales of love or derring-do. George 
Ward, proprietor and advertising manager, hastens to 
define the word “romance” as used in connection with 
Wengler’s show. “We try,” he says, “to inject a romantic 
flavor into our commercials by investing the silver itself 
with an aura of beauty and historical significance. Our 
listeners go for it, apparently.” he adds, “because our 
sales have increased to a gratifying extent.” 


Too many jewelers, Ward believes, are inclined to 
underplay their advertising, be it newspaper or radio 
copy. He writes his own radio commercials, and instead 
of stating flatly that such-and-such a pattern is available. 





F. Wengler, Jr., carefully arranges an exacting silver 
window display. This is a "must" at Wengler's to keep 
silver constantly in front of the public and complement 
the effect of "Romancing" the commercials on the radio. 
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by WALTER RUDOLPH 


and giving the price, he “talks up” individual pattern 
characteristics. 
Here is a typical commercial illustrating this policy: 
“Add a rich, eighteenth century touch to your table 
. set it with Gorham Sterling in the English Gadroon 
pattern. Its Gadrooned edge flashes back a hundred 
gleams of light .. . its plain central panel contrasts beau- 


tifully with the elaborate border . . . and its balance in 
the hand is perfect. 
“English Gadroon is traditional silver . . . sterling 


you ll cherish and enjoy every day of your life. Purchase 
it on Wengler’s convenient payment plan... . ” 

Wengler’s handles lines other than Gorham, but having 
the exclusive franchise for the latter line in Sharon, Ward 
believes in devoting most of the promotion of silver to 
this brand. Here is copy that offers broader or different 
choices: | 

“Brighten your table with new silver! Whether it’s 
Community, Holmes and Edwards, or 1847 Rogers .. . 
you'll agree with Wengler’s that it will add distinction 
to your table. Purchase a- service for 6 as low as $27.75 
—at Wengler’s . . . Sharon’s reliable jeweler. 

“If your choice be Sterling, then you make no wiser 
selection than one of the authentic patterns of beautiful 
Gorham sterling! It’s interesting to note that a 6-piece 
Gorham place setting costs only $23, tax included.” 

For some time, Wengler’s took individual patterns 
and wove a little historical background into their “radio 
romancing” of silver. “If it’s French in origin, play it 
up a little,” says Ward. “There are potential customers 
just waiting to hear about a particular variety of silver. 


xample: 
“Wengler’s, Sharon’s reliable jeweler, presents sterling 
in good taste for formal or simple entertaining . . . Gor- 


ham sterling in the lovely Chantilly pattern . . . a favorite 
of American hostesses for more than half a century .. . 
French in feeling, its pattern of graceful scrolls and deli- 
cate outline is in good taste for any table setting. See 
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this delightful silver at Wengler’s, where air-conditioning 
makes shopping a pleasure.” 

Ward points out that possibly some jewelers neglect 
lo assure customers, or potential customers, that styles 
of silver discontinued during the war are again avail- 
able. Last October his copy dwelled upon this eventuality : 

“Now, many patterns of sterling will again be avail- 
able. During the war, silver firms had to discontinue 
some styles, but the demand for fill-ins has been so great 
that they are again making the designs available. So 
hurry down to Wengler’s, and order those extra pieces 
that you’ve desired. 

“Or perhaps you'll want to start your service in one 
of the more recent, thrilling patterns from Wengler’s. 
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George Ward, proprietor of Wengler's. 
shows a silver service to two interested 
customers. "Romancing" is practiced 
when showing merchandise as well as in 
newspaper ads and radio commercials. 


For over a year Wengler's have been pro- 
moting their enlarged silver -department. 
This photo gives an idea of the large 
wall cases containing open silver chests. 


Remember, the modern way to buy sterling is a place 
setting or two at a time .. . You may use the convenient 
payment plan at Wengler’s, Sharon’s reliable jeweler.” 

Another thing about romancing a silver pattern, giv- 
ing details about styling and design, explains Ward, is 
that you tend to flatter persons who already possess that 
which is being advertised. As a parallel, he cites the way 
people feel about automobile ownership. “If you own 
a Chrysler, for example, and some one praises the car’s 
styling, power and ‘roadability,’ you say to yourself, 
‘Yes, that’s all true, and I’m glad that I’ve got a Chrysler 
(or Ford, or Packard, etc.).””» Many customers come 
into Wengler’s after radio broadcasts and tell Ward that 

(Please turn to page 168) 
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oo en - ee ae —S—SsésArnerrsson''s, Salt Lake City, Utah, focussed 
, 2 —=EmR[ ee attention on their Valentine window display 
i aan by featuring life-sized mannikins of couple. 


Nn yr 


Valentine Windows That Chick 


A round-up of display ideas and promotions that 


were successful for Jewelers in February, 1948. 


iii: with St. Valentine’s Day right in the middle, provides the 
retail jeweler with one of his last important Winter-time opportunities to display 
gifts. Maximum use of window display facilities is, therefore, a “must.” 

Last year, many jewelers devoted much time and effort to the production of their 
Valentine windows. The photographs on these pages show the results and may, per- 
haps. provide you with some ideas for your mid-February promotion. 

For example, a highly unusual window display helped Anderson’s Jewelry Co.. 
Salt Lake City, Utah, achieve an excellent volume of Valentine Day sales in 1946. 
Two full-size mannikins, man and woman, dominated the window, and wrist watches. 
clocks, bracelets, necklaces, rings, pen and pencil sets and other gifts were grouped 
around them. A huge Valentine heart. six feet high, executed in brilliant red with 
lace trimming, was placed behind the mannikins and bore the one timely word: 
“Sweethearts.” 

Another Anderson window featured large red hearts draped with pearl necklaces, 
with silverware, rings, etc.. also prominently shown. 



























Pallissard Jewelry Co., Perry, Okla., introduced a novel note into their Valentine 
window displays last year. Fourteen local Senior students were selected by the firm 
to choose their ideal Valentine gift from merchandise in the store. Selections varied 
all the way from fountain pens to watches, and no two choices were alike. Each 
student’s picture was then placed on a large red satin heart. Each day, beginning 
February 1, the photograph of one student, and their gift choice, were given promi- 
nence in Pallissard’s window. The daily change of photograph was, naturally, the 
sort of promotion which would compel daily examination of the window. 

Since “Love is of the eternal,” a Valentine gift should be more lasting than flowers. 
or bonbons, or lace paper, and the jeweler is in the best position to supply them. 
whether they be costume jewelry or diamonds, silver, leather, fountain pens or watches. 
The main thing is to start publicity early, implanting the idea that a gift of sentiment 
should be a lasting one. 

(Please turn to page 169) 
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Another window at the Anderson store in Salt 
Lake City was devoted to this Valentine dis- 
play of pearls, silverware, watches and rings. 









Upright support in form of an arrow pierces 
two heart display panels bearing pearls in 
Valentine window for a Boston, Mass., store. 
















Photos of 14 school Seniors, a different one 
each day, called attention to their choice of 
Valentine gifts at Pallissard's, Perry, Okla. 
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Right: Virginia Mayo attending premiere 
of film "Johnny Belinda," complements her 
satin gown and sables with a diamond 
choker and pendant diamond earrings. 


Below: An unusual gold heart with smaller 
diamond-encrusted hearts suspended from 
it is worn by Vera-Ellen on black velvet 
ribbon. Earrings are miniatures of this. 


Hollywood dresses up for its premieres and 


the stars set the trends in jewelry fashions. 


























Left: Hillary Brooke wears necklace of diamond 
set pansies on a slender diamond chain. Ear- 
rings are of the same diamond-set pansy design. 





Below: Marilyn Maxwell's necklace is a spark- 
ling combination of emeralds and diamonds with 
two flowers of diamonds centering the pendant. 





ening Night 


A, IMPORTANT Hollywood premiere attracts virtually every glamorous 
film actress. Here, amidst much pomp and glitter, the stars are seen looking their 
most beautiful selves and wearing jewels, gowns, and furs as significant as the occa- 
sion. 

With each star adhering to the age-old tradition of wearing her newest and most 
lovely gem pieces at the widely celebrated event, more than often the jewelry she 
wears indicates a trend. Proof of this was the gala premiere of “The Emperor Waltz,” 
where celebrities turned out en masse to witness the film. Decollette evening gowns 
worn by the stars afforded them an opportunity to use their most distinctive jewels— 
delicate diamond necklaces elegantly hung with pendants fashioned of diamonds and 
pearls, or diamonds and rubies; heart-shaped rings, and wide diamond and platinum 
bracelets. 

Particularly newsworthy at “The Emperor Waltz” premiere were necklaces of 
diamonds featuring intricate flower designs, while the lovely Anita Colby was seen 


wearing sunburst ear clips that created much interest. The set consisted of a large 
(Please turn to page 171) 
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Store ‘Built for Display’ Puts Jewelry 
Where It Can’t Help But Attract Customer 


By moving to a better location and designing a store that would 


use every possible display kink, Rivkin’s, Seattle, Washington, 


increased traffic flow, added new lines, and doubled sales volume. 


A NEW STORE in a new location, plus the 
inauguration of a new and more vigorous program of 
radio and newspaper promotion, have resulted in an 
increase in business of 100 per cent during the first six 
months of his new operation for F. S. Rivkin of Rivkin’s, 
Seattle, Wash., jeweler. 

Prior to opening his thoroughly modern jewelry store 
in the heart of Seattle’s downtown business district, Mr. 
Rivkin operated a highly successful small jewelry store 
for 14 years, a few blocks from his present location. His 
recent move has accomplished the following concrete 
improvements: 

1. By moving to a better location, increased the flow 
of foot traffic past his doors. 

2. By building an attention-getting store front and 
interior, increased the flow of traffic inside the store. 

3. Because of expanded floor space to more than double 
the former area, has approximately doubled the variety 
of merchandise, included the addition of several new 
lines. 

4. Increased sales by means of improved interior dis- 
play, with virtually all merchandise placed where it can- 
not help but attract the casual shopper’s attention. 

The whole purpose of the new store design was to 
build for display, to take utmost advantage of their high 
trafic, high rent location. The exterior therefore was 
designed to attract the attention of pedestrian trafic from 
nearby as well as at a considerable distance from the store. 

A feature in this connection is the wine colored struc- 
tural glass exterior, with “picture frame” windows 
trimmed in bronze. Their 30-foot frontage on Pike Street 
and 60 feet on Westlake Avenue provide space for nine 
display windows. Window lighting has been lowered 
to illuminate the merchandise more effectively, the lights 
themselves being concealed in an aluminum grating in 
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by E. R. LELAND 


the “ceiling” of the windows, to prevent glare in shop- 
pers eyes. The more or less traditional jeweler’s clock, 
a 4-foot square timepiece, lighted from behind to illum- 
inate the dial at night, is mounted on the front corner 
of the building. The plastic face of the clock is actually 








Exterior of the new Rivkin store in Seattle, Wash. 
Wine-colored structural glass was employed on this 
facade, with the display windows edged in bronze. 


a window, the clock itself being removable so the window 
may be cleaned at regular intervals. Plate glass backing 
for the windows as well as solid plate glass doors, permit 
the interior to be easily seen from the street. 

The interior is built for leisurely inspection of mer- 
chandise, with liberal areas of floor space between fixtures. 
Decorative over-all lighting is supplemented by direct 
lighting over the displays. A “psychological” partition 


(Please turn to page 171) 
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Above—Silverware department in the new Rivkin 
store. Shelving containing electrical appliances 
(at right) acts as ‘'psychological’’ partition. 
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Below—Interior of the Rivkin store, looking toward 
Pike St. entrance. Diamond room, enclosed with a 
frosted glass partition, is at right of entrance. 
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An oversize gift package forms the background for this display. 


Gifts Are a Year-’ hound Promotion 


Gifts are the jeweler’s business and his opportunities for 


promoting them are only limited by the number of days in the 


year. Here are two suggestions good for all oeeasions. 


a the Christmas rush may have 
left him breathless and weary, there probably isn’t a 
jeweler who wouldn't welcome a continuation of such gift 
sales throughout the year! The fact of the matter is that, 
although there is no other such concentration of the gift- 
giving spirit throughout the year, there is a big chunk 
of gift business spread through the twelve months of 
which the average jeweler has not been getting his share. 
The more aggressive promotional schemes of other manu- 
facturers and merchants have educated the public to think 
more readily of them when a gift-giving occasion arises. 
Jewelers from time to time do promote their more ex- 
pensive merchandise for the “Big” gift occasions—Wed- 
dings, Graduations and such, but there are many smaller 
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by VIRGINIA DIXON 


occasions that might be equally well marked by a gift 
from the jeweler which do not seem to receive their share 
of attention. 

The Jewelry Industry Council’s campaign—“Something 
from the Jeweler’s is Always Something Special” is*sure 
to have a powerful influence toward increasing gift sales 
for the jeweler throughout the year, but to cash in fully 
on this campaign, the individual jeweler must tie in with 
his own promotional efforts. His window displays are 
one of his best bets in this direction. _ 

Some sort of gift display should be in his window all 
the time! A steady campaign is needed to put across the 
idea of seeing the jeweler for every possible gift occasion 
—the small ones as well as the important ones. The sales 
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of the smaller items can well mount into generous sales 
figures and they also bring store traffic with its oppor- 
tunity for snagging the big sales! The fact that gifts in 
a jeweler’s box are always welcome and always in good 
taste should be stressed over and over. Many people 
would prefer to give a remembrance of more lasting 
value but more often than not, they just don’t think of it! 
A goodly percentage of people who pass your store each 
day—all year long—have a gift-to-give on their minds 
__. for a birthday . . . a wedding anniversary . . . the 
christening of a new baby ... a bridal or stork shower 
_.,aconfirmation ...a thank you to a hostess. 

How about getting out the calendar and planning a 
week-by-week gift display for 1949? Even if you can 
only regularly devote a square foot of space to the gift 
idea—it should be in your window all the time. Reserve 
permanently a small section for this purpose and at least 
occasionally devote a whole window to gifts. 

Allocate on your display calendar all the “dated” 
occasions—Valentine’s Day, Easter, Graduation, June 
Weddings, Back-to-School, and so forth, and then inter- 
sperse them with all the other gift-giving occasions that 
seem appropriate for your customers. Try to give every 
such possibility at least one plug during the year—some 
are certainly worth several. 

Two suggestions are illustrated for general gift dis- 
plays when you can devote a whole window to the subject. 
Certainly once a season is not too often to do this. Once 
you analyze the percentage of your sales which are gift 
purchases, you will agree! 

For the first display, the window background is made 
to assume the guise of an oversize gift package with extra 
wide ribbons, a huge bow and a giant copy tag. Gift 
merchandise is arranged on the window floor using gift- 





MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 


Material Source 


Giant Package | 

Ribbon—6" wide for background Department Store 

Ribbon—I" wide for tags and Department Store 
packages 

Gift wrapping paper for 
packages 

Hand lettered copy tags 


Stationery Store 
Show Card Writer 


Small Packages Ee 
3 


Stationery Store ® 


Gift wrapping paper 
Department Store 


Ribbon for packages and 
elevations 

Elevations 

Flowers or star cut-outs 


Use your own—recovered 
Department Store or Display 
Supply House 
Hand lettered copy ribbon and Show card writer 
tags 





wrapped boxes as elevations. Tags, lettered to suggest 
various gift occasions, are tied to several merchandise 
items with ribbon bows. If practical, the window plate 
glass instead of the background may be decorated in this 
way. The ribbons and tag can be placed so that they will 
not interfere too much with visibility into the window 
and will make a very eye-catching arrangement—par- 
ticularly from a little distance. Red ribbons are the big- 
gest attention-getters, but are a little apt to suggest 
Christmas. Bright blue or green with a light backgroun«( 
or white or a pastel color with a dark background would 
be effective. If the ribbon is used on the glass, floor and 
background should contrast with the ribbon color. If 
the ribbon is used on background, the side walls and 
floor should contrast with the background color, match- 


(Please turn to page 172) 


Gayly-wrapped gift boxes set the theme for this all-occasion window. 
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~The all-glass front of the store with 
sidewalk-level windows allows passers- 
by an uninterrupted view of interior. 
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Intimate physical appearance of store, 
resembling a salon, is in conformity 
with Bartz & King's merchandising pol- 
icy of treating each customer as guest. 


Sales by ‘Phone 
Built a 
Quality Trade 


by ALBERT S. KESHEN 





ies & KING, Washington, D. C., jewelry 


firm who established their shop on exclusive Connecticut To satisfy special requirements, John F. Shaw, 
Avenue, diagonally across from the internationally famous Jr., designer, is always present in designing 

; ie ; department located in the rear of the shop and 
Mayflower Hotel, in December, 1947, have built up a separated from rest of the store by partition. 
class of quality trade which has risen astonishingly high om - 


in such a comparative short period. More than half of 
the store’s volume today is accounted for by telephone 
business which has become an integral part of the firm’s 
merchandising program. 

The cultivation of a telephone business by a jeweler 
requires not only a good speaking voice and an intimate 
knowledge of the stock at hand, Bartz & King believe. 
but more often a thorough appreciation of the customer's 
jewelry preferences and tastes. It should never be used 
for direct solicitation but as a subtle reminder to the 
person at the other end of the line that the store has 
acquired merchandise which is particularly adapted to 
his or her needs. By this method of approach the jeweler 
is placed in the position of being a friendly consultant 
whose advice is eagerly sought, instead of a salesman try- 
ing to knock down the wall of resistance. 

(Please turn to page 179) 





134 THE JEWELERS’ CIRCULAR-KEYSTONE 


e>- 















@ Now—during January and February—you can get 
a good start toward a year of Ronson sales that 
promises to be even more successful than the great 
year just completed. 


For in 1949 there'll be a gradual increase in the 
supply of the superb general line of Ronsons... 
from elegant table models to smart, convenient 
pocket models. 


And, there are the new Ronson Penciliters .. . 
examples of how Ronson constantly broadens the 
appeal of its products to keep demand pacing supply 
—month in and month out—and to assure you quick, 
profitable turnover. 


Then there are the Ronson Necessities—needed 
by the millions of flint lighter owners, including the 
great number of those who received lighters as gifts 
last Christmas... What a market! 


NEWS! 
ONSONOL 
NOW 100% | | 
AVAILABLE | 


in CANS 











\ 


4 


N\ MONTH 


— 


a 





These fast-moving products will be pre-sold for 
you by magazine, network radio, spot radio and 
television advertising ... even heavier and more com- 
pelling than last year’s. 


No future business year could look brighter... no 
assurance against off-months could be safer! 


So stock and display Ronson products now ...and 
make Every Month a Ronson Month for YOU! 


Today, write for Mat service and Display Material 
information sheets (giving your jobber’s name and 
address). 


FUN... EXCITEMENT! Tune in on Ronson’s ‘20 Questions” 
Sat. nights (Pacific Coast, Sun. nights). Ronson presents 
Johnny Desmond, Sun. nights. Both on Mutual Network. 


TELEVISION ... Ronson now on Television in many prin- 
cipal cities. 

Press, it's lit! Release, it’s out! 

Safely out the instant you lift your finger! 


’ Sannnnng 
me 








RONSON ART METAL WORKS, INC. 
Newark 2, N. J. 


FOR JANUARY, 1949 





mtané WORLD’S GREATEST LIGHTER 








Rings Account 


2) <p ir AO of 





Firms Volume 


At Baird-North,. Providenee. 
RR... rings have always 
been an important factor— 


and they’re more so now. 


Ever SINCE Baird-North started in business 
in 1888, rings have been an important line. In its early 
years and up to the war, rings were an important factor 
in the Providence, R. I., company’s large mail order 
business. Although the line was discontinued during the 
war, the company now plans to reenter that field, which 
will further add to this part of the business. 

The business was substantially stepped up following 
the company’s removal in 1941 to a modern store in the 
heart of the city center shopping district. Removal to 
this high-rent spot has given the store a valuable increase 
in passenger traffic. 

That rings account for 40 per cent of the firm’s total 
annual sales volume is important, since the company 
maintains a complete jewelry store with all departments 
usual in this field, and does a large volume of business. 
Diamond rings are biggest sellers in the ring depart- 
ment. While they are in the usual price range extending 
upwards to costly creations, the popular priced diamond 
rings for ladies range between $100 and $350, with the 
$200-$250 bracket the best sellers. Birthstone rings are 
very good the year round, the price range for ladies’ 
rings ranging from $18 to $150. While the price range 
on men’s birthstone rings extends from $24 to $350 for a 
diamond onyx, the popular price range is between $24 
and $55. Fraternal rings are good, although Baird- 
North admits they have not been promoted as much as 
they might be. 

“The important thing in establishing a good diamond 
ring business,” explains Jack Ronson, store manager and 
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Baird-North's advertising leans 
heavily toward rings, even dur- 
ing the pre-Christmas season. 


by MILDRED SULLIVAN 


manager of advertising, “is to feature well known brand 
names since these build consumer acceptance in advance 
of the actual sale. Well known names build confidence 
and produce a good repeat business. 

‘This is why we feature registered diamonds. We give 
a Certificate of Registry with every diamond we sell and 
this describes the stone in full detail. It gives the cus- 
tomer a permanent record of just what he receives when 
he buys a diamond here. 

“Furthermore, we have a definite advertising policy. 
We do not tolerate haphazard, seasonable or spasmodic 
advertising activities—we advertise continually for a 
good year ’round business without emphasis on seasons. 
We strongly believe in repetition. A retailer may get the 
notion that people know his store and his merchandise 
but they need constant reminders lest they forget. Our 
advertising is so constant that people are not allowed to 
forget us. 

“A large part of our advertising,” Ronson adds, “is 
of an institutional nature. While this does not produce 
large dollar volume immediately, it is a long-range builder 
that pays good dividends. 

“Our advertising copy has plenty of white space with 
limited text. People do not read lengthy copy. An adver- 
tiser has far more chance of having a short well-worded 

(Please turn to page 181) 
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Fashion Shows Make Diamond News 


TWICE A YEAR, in New York, a dramatic 
diamond fashion show is given for the press. 
One of these shows is given in midsummer 
when fashion writers from all over the 
country are in New York to view the “open- 
ings.”’ Another is given before the opening 
of the formal season in the fall. 


Each of these shows is planned to acquaint 
the fashion press with the latest “news” in 
diamond fashions and designs. 


At a recent show, the models were wear- 
ing diamonds by sixteen jewelers represent- 
ing all parts of the country. Mingling with 
the audience, they gave the guests a close 
view of the jewelry. The show was attended 
by about 200 editors, writers, photographers 
and broadcasters. 


As a result, fashion news about diamonds 
was circulated all over the country .. . via 
newspapers, magazines, and radio. The dia- 
mond fashion shows are among the many 
efforts stimulating interest in diamonds. 





Diamond promotion promotes your business 





YOUR diamond promotion includes. . . 


ADVERTISING supporting the engagement ring tra- 
dition—in leading national magazines . . . stress- 
ing the fashion significance of diamonds—in 
outstanding fashion publications. 


PUBLICITY in newspapers, magazines, on the radio. 


MOVIES—‘‘The Eternal Gem’’—to show in your town. 
For details on how you may acquire this film at 
no cost, write to Association Films, 347 Madison 
Ave., New York 17, N. Y. 

LECTURES throughout the country. 


e All are designed to help you sell more diamonds. 





De Beers Consolidated Mines, Ltd. 
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The °“Stars’ Give Up Their Secrets 


by NICOLA GOODWIN D’ASCENZO 
Proctor for Eastern Pennsylvania Guild 
The Gemological Institute of America 


(Drawings by the author) 


For many years the matter of just what causes the “stars” in stay 
rubies and sapphires has been a controversial subject. Periodically 
articles have appeared in various publications, their authors claim. 
ing a solution of the “riddle.” As a gemologist, however, I am not 
sufficiently bold to make such a vigorous assertion, preferring « 
more modest approach to the subject. The following information 
is the result of many years observation and research on which | 
will go only so far as to say that I believe it to be reliable and con. 
current with the knowledge of several authoritative gem special. 


ists. —N. G. D’ A. 


S oan sapphires and rubies (the same gem 
mineral—corundum—with but different coloring) have 
for centuries enjoyed pre-eminence among the favored 
cemstones of the Eastern Potentates, principally because 
of the mystery in their unique phenomenon of asterism. 
These “star stones” were worn with great humility and 
were credited by some peoples with occult powers, for- 
tunately favorable to the wearer. In a betrothal ceremony 
in certain countries for instance, blue was worn as sym- 
holizing the color of the heavens, and red the color for 
love. Therefore a ring, bracelet, or pendant set with star 
sapphires and rubies represented Divine Blessing, or as 
we say today, a match made in Heaven. Since very fine 
stones were always rare, such a gift no doubt made even 
the heart of a Maharani beat a little faster. | 

To those more scientifically inclined, however, these 4 
stars spoke a different language. They were the will-o- : 
the-wisp of the gem world. The explanation was simple 
enough said many. Merely inclusions regularly oriented, 
a cabochon cut stone, and there you had it, a six-rayed ) 
star. Well, yes, nearly everyone agreed with but few ) 
exceptions. It was the sort of an explanation that appar- 
ently explained everything, yet to some didn’t explain 
anything. I just happened to be (among others) one of 
those fellows who wasn’t quite satisfied. : 

It is, of course, conceded that lapidaries in particular 
are familiar with the eccentricities of asteriated corun- 
dum. More particularly, however, do I refer to the East 
Indian or Ceylonese lapidaries, since it is they in the 
main, who cut the gems from the rough crystal forms. ' 
They know that in order to cut a perfectly centered star 
(or six-rayed chatoyance) that the base of the finished 
cabochon must be oriented at right angles to the vertical 
or crystallographic axis (see arrow, illustration A) of the 





CRYSTAL ILLUSTRATING EXAMPLES , 
REFERRED TO IN THE TEXT. 





THRU-SECTION IN AREA OF EX. 2, 


gem crystal, but not necessarily from the center of the THE SPHERE. ABSENCE OF BANDING 
crystal (see figure 1, illustration A). This is common COMPRISING {NCLUSIONS CAUSING 
knowledge among lapidaries, handed down from father ASTERISM PRODUCES GAPS IN 

to son among the ancients who first discovered and cut CONVERGING CHATOYANT LINES. 
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them. Unfortunately ke to whom we are indebted for 
the original discovery is not named in history. Suffice it 
to say that he must have been somewhat surprised to have 
seen a “star” winking at him from a stone. Some fine 
stars have winked at me too. but from the gem cases in 
Morgan Hall at the American Museum of Natural History. 


Fig. C. Photomicrograph at 400 diameters by C. Fred Muth, R.J.. 

A.G.S., clearly shows the minute crystals of rutile which comprise 

the banding in sapphire and ruby, and are the direct cause of 
asterism. See text. 


So far then there is no mystery they say. but let us see. 
Illustration B shows a through section of the sapphire 
crystal, taken let us say from the section showing the 
sphere, figure 2. It will be noted in this instance that 
portions of the arms of the star do not cross the banding 


at right angles. It is obvious then that these chatoyant 
bands are not formed for instance in the same manner 
as those in cat’s-eyes of chrysoberyl or quartz. Besides. 





Asterism in garnet. The form of crystallization 

illustrated is the rhombic dodecahedron modified 

by the cube. Asterism is shown on one face only 
for clarity. 


much of the area of a crystal of sapphire may be devoid 
of inclusions as shown. We can now safely deduce that 
the banding as such has no bearing whatever on the for- 
mation of the star. Moreover, the banding when present 
is always in straight lines in a natural crystal. despite the 
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irregularity of the exterior outline as indicated. I say 
“when present.” because when absent in clear gem mate. 
rial, the lapidary would cut faceted gems instead of the 
stars about which we are speaking. | 
Illustration C shows a photomicrograph of the banding 
in one of the stones in my collection at a magnification 
of four hundred diameters, and now we can see exactly 
what causes the asterism! Here are microscopically smal] 
elongated crystal inclusions, so densely suffused as to 
appear as solid bands to the unaided eye. Moreover. 
these inclusions comprising the banding are all oriented 
in parallel positions to the six basic prisms of the gem 
crystal, and when a gem is high-cabochon cut the reflec. 
tions from the included crystals converge into three 
chatoyant lines, crossing at a point in the center. In fig- 
ure 3, however, the stone has been cut off-center. This 
is a favorite trick of the East Indian lapidaries in order 
to utilize all the gem material. Of course, a badly off- 
center stone should be recut, which will naturally reduce 
the size of the gem. | 
Popular theories can indeed be frightfully wrong. For 
instance, only a relatively short while ago it was generally 
believed that if a sapphire were color banded all in one 
direction, that a cat’s-eye would result and not a star. 
Not so, of course. The result would still be a star, pro- 


Asterism in spinel. Illustrated here is the typical 
crystallization of spinel, the equilateral octahedron. 


vided that the necessary inclusions were present, since 
it is moreover possible to have color banding in sapphire, 
but without the microscopic inclusions that are the direct 
cause of asterism. A cat’s-eye effect can indeed be cut 
from chatoyant sapphire material, but only, mind you. 
if the base of the cabochon is cut paralled to the vertical 
axis. This is indicated by the dotted lines within the 
sphere in illustration A, figure 2. Then there will be a 
star at each end of the stone which exhibits the cat’s-eye. 
which in reality is only one of the arms of the star. And 
if a sphere were cut the result would be a star at opposite 
poles, with the six arms of each meeting at the “equator.” 
Moreover, twelve-rayed stars are known, especially from 


(Please turn to page 203) 
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Main display window of new 
store (above) is set at an 
angle to eliminate reflec- 
tion. Novel pull-out chairs 
at silver counter (right) 
designed by Harry Winkler, 
fit snugly beneath counter 
when not in use, preserving 
neat appearance of store. 





Modern Efficiency Tailored to Needs 


With a reputation built on more than hali a century of emphasis 


on quality. service and satisfaction. Winkler’s. Kansas City. Mo.. 





has keyed their new store to the continuance of those ideals. 


INKLER’S Jewelers, Kansas City, Kansas, one of 
the oldest and busiest jewelry stores in the Greater 
Kansas City trade area, has climaxed nearly sixty years 
of topflight merchandising with a complete modernization. 

Established in 1889 by the grandfather of Harry J. 
Winkler, who teams up with his mother, Mrs. Marjory 
Winkler, in the supervision of the present-day business, 
the firm is well known throughout the Middle West for 
a sales accent on service, satisfaction and quality. 

The new store, one of the most beautiful in the city, 
has a handsome marquee, a 914-foot front window set 
at an angle to eliminate reflection, and a smaller 2 x 4 
foot window. The store, 70 feet in length, has a 15-foot 
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by GRIER LOWRY 


spread across the front. Edge-lighting in the corrugated 
structural glass section above the front windows enhances 
the outside appearance of the store. 

Tailored to the business and planned by Harry Winkler 
around the merchandise, the interior is a symphony of 
modern design. Many of the young merchant’s own ideas 
and innovations were incorporated in the blue prints. 

The walls are tinted in light blue with the high-ceiling 
effect eliminated by bringing the off-white ceiling color 
down. Overhead, incandescent lights shed a warm, even- 
intensity illumination throughout the store. Other fea- 
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Y --- TODAY SHE KNOWS THE ROPESi 


What was true then...is not true now 


Today’s woman has come a long, long way from the “don’t-know- 
how’ woman of forty years ago. 


Today she can fix a flat, change a fuse, repair the radio, mow the 
lawn ... and she knows VALUE! 


That’s why it’s easy to sell the Circle of Light Diamond to the 
woman of today. She can see for herself the inherent value in this 
sparkling gem. She can understand why the Circle of Light Diamond 
shines with more brilliant radiance . . . with greater loveliness. 


She KNOWS that the radiant, continuous facet of light around the 
rim of this diamond makes it an incomparable gem... a gem with 
a ‘signature’ no other can copy. 


Circle of Light Diamonds 


THE GUILD OF AMERICAN DIAMOND CUTTERS az affiliate of 


Melee Plant: 
305 East 45th Street, N.Y. C. 


BAUMGOLD BROS, INC. 


62 WEST 47th STREET, NEW YORK CITY, N.Y. 





Los Angeles Office: 220 West 5th Street 


FOR JANUARY, 1949 


Diamond Tool Research Co., 304 East 45th Street, N. Y. C. 
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tures include an air conditioning unit and an inter-ofhce 
communication system. 

On either side of the entrance are small, quarter-circle 
display cases. Located near the windows, they are easily 
visible from the sidewalk, and include featured articles 
which are highlighted to attract attention. These displays 
are changed frequently as one article after another in the 
stock shows need for a little special buildup. 

A big attraction of the refitted sales environment is a 
sit-down silverware counter arrangement, containing 
built-in chairs which fit neatly beneath the table when 
not in use. 

The six-foot, glass-topped, oriental mahogany silver- 
ware counter is located just within the entrance. Chairs 
with which this facility is equipped are available for use 
by couples shopping for diamond rings at the diamond 
ring case. 

Such major sellers as diamonds, watches, costume 
jewelry, and rings are show-cased in a series of glass- 
topped, mahogany finished counters, stretching forty-nine 
feet in length on one side of the store. Backing them 
are glass wallcases, holding plated flatware, sterling hol- 
lowware, and gifts. Sandwiched in between each large 
case are 114-foot-wide display alcoves in which are dis- 
played mantel and kitchen clocks, aluminumware, leather 
goods, tie and dresser sets, jewelry cases, etc. 


“The insertion of smaller displays of merchandise be- 
tween the larger wallcases helps departmentalize the store 
and breaks up a long, monotonous unbroken display vista 
of one type of merchandise,” commented Mr. Winkler. 
“We believe, for example, that spotting a display of elec- 
tric kitchen clocks between flatware and hollowware 
makes a more appealing, less tiresome view.” 


A trio of 7-foot wallcases on the other side of the store 
house small imported figurines, domestic and imported 
china, glassware, stemware, and small appliances. Show- 
cases and wallcases are matched by storage cases directly 
beneath, where surplus stock is kept. 

To the rear of the store is a six-foot display case of 
pens, pencils, and watch attachments. The fact that this 
case fronts the repair department, a major store standby. 





and a good traffic location, swells sales of the item 
, : 
displayed. 

Watch repair customers discuss their problems with 
the watchmaker over this counter, and not infrequently 
a new band is sold simply because a customer wags es 


posed to one that caught his eye in the case. 


Harry M. Faerber, watch repair specialist, a Winkle 
staff member for twenty-eight years, plys his craftsman. 
ship in open-style repair quarters. His long-time record 
for dependable repair has stood the store in excellent 
stead with the trade. 


Allowing the clientele to see the capable-looking Mr 
Faerber amidst a setting of up-to-date equipment, kindles 
confidence in the workmanship and is, according to Mr. 


Winkler, “like a picture, better than 10,000 words.” 


Winkler’s furnishes 10-day watch repair service, keeps 
watches a day or two after servicing to be certain any 
deficiency is remedied. Each watch is filed alphabetically 
in envelopes to speed up service. Watch repair customers 
are promptly notified by postcard when watches are ready, 


“We think it a good practice to allow ourselves a little 
margin in setting the time when a watch repair job will 
(Please turn to page 204) 





Service and satisfaction are 
more than just words to Mar- 
jorie and Harry J. Winkler, 
above, who have built their 
reputation on this formula. 


Tailored to their business 
and planned around the mer- 
chandise, interior of store 
is simply but modernly de- 
signed with a balanced and 
complete stock featuring 
nationally advertised _ lines. 
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Little Anown Gemstones... 


The Natural Glasses: 


These objects of obsidian 
found among prehistoric 
Mexican remains show the 
antiquity of interest in 
this volcanic glass. The 
beads, dish and figure in 
center are terra cotta. 
All are from the American 
Museum of Natural History. 


loess is probably one of the most widely 
used jewelry materials, but that sort of glass and the nat- 
ural material, which is known as obsidian, are very dif- 
ferent things. It must be confessed that man-made glass, 
by and large, is prettier than the nature-made stone, and 
the color range of the natural product is severely limited. 

The natural glasses can be divided into two groups, the 
volcanic flow materials which make a rock called obsidian 
and the still controversial meteoritic glasses known as 
tektites. There are some others which are not considered 
volcanic, but which still cannot be regarded as meteoritic 
either. None of the glasses is of very much significance 
from a jeweler’s standpoint, but they form an interesting 
group. 

Most abundant and most important are the volcanic 
glasses. These are solidified lavas, or, as the physicists 
would say, super-cooled liquids. The exact origin of 
obsidian is still unsolved, no volcano produces typical 
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I. Obsidian 





by FREDERICK H. POUGH, Ph.D. 
Curator of Geelogy and Mineralogy 
American Museum of Natural History 


obsidian in recent times, and geologists rely on conjec- 
ture, postulating some unusual condition such as a 
silica-rich lava flowing into a body of water, which is 
thus responsible for the rapid cooling. To form obsidian 
we must cause a cooling so rapid that the liquid becomes 
too viscous to crystallize before any crystallization starts. 
Further, we know from chemical analyses that the solidi- 
fying lava is different in composition from the lava pro- 
duced in recent volcanoes. The natural glasses are far 
higher in silica than the more basic and more fluid re- 
cent lavas which, though they cool rapidly, none-the-less 
form microcrystals. Obsidians are abundant however, in 
many parts of the world and since they easily begin to 
“devitrify” it is apparent that they were forming in a not 
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lock 





The greatest achievement in the art of ring making in a cen- 
tury ... the new CARDINAL LOCK. No shifting or twisting 
of your Cardinal Diamond Rings due to the tiny, patented 
lock-pin in the wedding band that swivels out, fits into your 
solitaire . . . keeps your rings lined up and looking their 


loveliest. Perfect Cardinal diamonds, perfectly aligned! 





BONDED DIAMOND RINGS 


CARDINAL DIAMOND SYNDICATE e¢ ST. LOUIS, MINNEAPOLIS 
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very remote past. The fresh material is very glassy in 
appearance but after a short time, in geological terms, it 
loses its glassy look, takes on moisture and becomes duller 
in luster. Sometimes it alters along cracks and fissures, 
the alteration working slowly inward on the margins of 
the cracks and slowly creates devitrified onion-like shells 
around a glassy core. 


ABUNDANT IN WEST 


Natural glasses are abundant in some volcanic regions. 
Jim Bridger, a famous guide of the early West, is credited 
with a story about the obsidian cliff in Yellowstone Park. 
It will be recalled that he claimed to have shot a deer 
through the glass cliff several times, without an appreci- 
able effect, only to discover that he was seeing through 
the natural gkass without realizing it was there. Since the 
cliff is black, dull, completely opaque and lichen-covered, 
it seems that Mr. Bridger may have stretched the truth a 
little to interest the Congress in making a National Park 
of the area. 

Elsewhere in the United States, from Oregon to Arizona 
we find good examples of obsidian. The greater part of 
this material is black; if it were harder and less brittle it 
could replace onyx. Sometimes it shows interesting in- 
clusions of several different types. 

The ease of fracture and the sharp edges have made 
obsidian a favorite with primitive peoples in widely scat- 
tered regions. Obsidian arrow points have been found in 
America miles to the east of any natural occurrences (the 
rocks of the eastern half of the United States are not re- 
cent volcanics), so we can only surmise that it has been 
a trade object. In regions where obsidian is abundant we 
find innumerable artifacts of the black glass. The North 
American belt extends down the west coast and into Mex- 


Mexicans today carve obsidian 
for decorative purposes. The 
gray-streaked obsidian in the 
modern jewelry by Kacshur was 
picked up by Dr. Pough on the 
slope of the volcano Paracutin 
in Mexico. Oval pieces at the 
top are “Apache Tears" and are 
found in the Southwest. They 
resemble cairngorm and catseye. 


usual characteristics. In some cases we find Microscopic 


ico. Obsidian occurrences are abundant, a few show yp. 


inclusions of different impurities arranged parallel to the 
flow structure, giving a chatoyant or girasol luster to the 
stone. In Oregon and California an attractive iridescent 
variety of this material has been found that reflects bronze, 
violet and greenish hues. Much Mexican material cop. 
tains sheets of bronze flakes in parallel arrangement with 
the flow structure, making very attractive gems. 


Mexican archeological objects often include obsidian 
ceremonial material. However, the hundreds of smal] 
heads sold by the boys at Teotihuacan at about a peso 
each, depending upon how good a bargainer you are. 
are modern imitations of some of the old material. The 
source lies nearby in big natural blocks. Many of them 
show the attractive bronze luster on the polished face 
(fig. 2). In old village sites one encounters hundreds of 
thin obsidian flakes, the cores from which the slices have 
been flaked and many perfect arrow points. 


FOUND IN LARGE BLOCKS 


Obsidian in large flows produces great blocks from 
which objects of any size can be cut. However, as older 
flows commence to decompose they may crumble apart, 
leaving pebble-like solid cores of unaltered glass to form 
rounded pebbles on the desert floor. These are known as 
‘“Apache’s Tears” in the West. The usual “tear” may be 
an inch or so across and is composed of translucent ma- 
terial of a gray or light gray brown color. The trans. 
parent ones, on being cut, produce a stone very similar in 
color to smoky quartz or “cairngorm.” They are consider- 
ably softer, however, their hardness is a little over 5, and 
they are lower in refractive index. “Apache tears” are 


(Please turn to page 177) 
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Schicksnaps is the trade name for the world’s most 


popular line of quality necklace clasps. 


Designed and produced exclusively by Harry . 
Schick, Inc., Schicksnaps are available in Platinum 
and 14 Karat Gold with Diamonds, 10 and 14 
Karat Gold filigree, Sterling Silver filigree, Sterling 


Silver with Rhinestones, Nickel Silver, Rhine- 


stones in metal and Gold plated metal. 


For further information write to Harry C. Schick, 
Inc., 105 Chestnut Street, Newark 5, New Jersey or 


the following sales offices: 


347 Fifth Avenue 55 East Washington Street 649 South Olive Street 
New York 19 + N.Y. Chicago 2 - Illinois Los Angeles 14 - California 


.. Schick. Inc. 


ios CHESTNUT ST. 
NEWARK S, N.J. 
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Jewelers Wigilanre Committee, Tur. 


17 Wast 45TH STREET, NEW YORK 19.N. Y. 
TELEPHONE: BRYANT 9-9720 
G. H. NIEMEYER. CHAIRMAN 


P. IRVING GRINBERG LIPPER, SHINN & KEELEY, counseL 
EXECUTIVE VICE-CHAIRMAN 527 FIFTH AVE., NEW YORK 17, N. Y. 


December 10, 1948 


To All Jewelry Manufacturers, 
Importers, Wholesalers and Retailers: 


What is the Jewelers Vigilance Committee? 


It is a Committee of Committees and Associations 
having on its Board of Directors the presidents 
of ten national associations, as well as repre- 
sentatives from every important branch of the 
trade. Its staff and counsel are outstanding and 
experienced, and are available to take instant ac- 
tion when and wherever it is needed. 


Why “sn ese every manufacturer, importer, wholesaler and 
retailer give liberally to its support, both moral 
and financially? ” _ 


BECAUSE - the activities of the JVC affect everyone in 
the jewelry industry and in a unified approach to a 
common industry problem, there is greatest strength: 


BECAUSE - as conditions become more competitive, in-- 
accurate quality marking, false advertising and 
misrepresentation of merchandise generally become 
more prevalent, and many complaints are received. 
Last year, the JVC handled 3509 specific cases and, 
so far, this year the number has increased material- 
ly. Remember that in the sale of under-quality 
merchandise, wholesalers and retailers are respon- 
sible as well as the producer: 


BECAUSE - the JVC bends its efforts toward maintain-— 
ing high standards and ethical practices, which 
must prevail if the confidence of the public is to 
be kept. The necessity of making competition fair- 
er and protecting every branch of the industry and 
the consumer is greater than ever: 


BECAUSE - the JVC is continuing in the preparation of 
& new Federal Stamping Act to replace the outmoded 
law of 1906: : 


BECAUSE - the JVC works in cooperation with many govern- 
mental agencies, such as the Federal Trade Commission, 
Bureau of Internal Revenue, Customs Department in 
nb pata Smuggling, Department of Commerce and 
others: 
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Jewelers Bigilance Committee, Inc. 


BECAUSE - it is important to have a STRONG ASSOCIATION 
ready and able to serve in times of intense activity 
or national emergency, and it is necessary to keep 
that association active and alert. The JVC must main- 
tain a strong position and be ready to provide neces- 
Sary emergency services at all times, whether busi- 
ness is good or bad. 


TO REPEAT - Why should every manufacturer, importer, whole- 
saler and retailer contribute liberally to JVC? 


BECAUSE - the work of JVC affeots you and every other con- 
cern in the industry and, in industry problems, in unity 
there is strength. 


sincorfd iM 
Hho TV Wu 


Chairman, Finance Committee nairman 4 





Please make check payable to 
Sigmund Cohn, Treasurer, and mail to Jewelers Vigilance 
Committee, Inc., 17 West 45th Street, New York 19, N.Y. 
At the request of a number of contributors and for 
your guidance, if you so desire, the following scale 
is suggested as an approximate gauge: 








Where Sales are about: Suggested Contribution: 
Up to $100,000 $ 10 to $ 50 
$100,000 to $250,000 $100 to 200 
$250,000 to $500,000 © 200 to 350 
$500,000 and over 350 to 5600 
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New Designs 


From Paris 


= and their beautiful plumage have always been a fascinating theme 
of adornment for women. In the Parisian fashions, birds in their varied jeweled inter- 
pretations are as popular today as they were in the past glamorous periods of the 
French Empire. The artistically designed dainty parure of brooch and earrings to 
match, illustrated above, representing a group of Birds of Paradise studded with round 
and navette diamonds is one example of this vogue. It is reproduced from the pages 
of L’Officiel de la Bijouterie & Accessoires, the Parisian quarterly jewelry design 
album serving as a source of ideas for the jewelry industry. 

Also taken from L’Officiel’s pages are the adjoining designs of an attractive but 
not exceesively rich gem-set link bracelet, and the solitaire and circle ring set which 
is refreshingly different from the similarity of many of the prevailing designs of such 
types of rings. 

For those of our readers interested in new and eye-appealing jewelry designs, 
L’Officiel albums and exclusive design service can be of real help in difficult styling 
problems. Any jeweler interested may subscribe by writing to L’Officiel de la Bijouterie 
& Accessoires through its New York office, 41 Union Square West, New York 3. 
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View of the interior of 
the Rost store, looking 
toward the glass front. 
=. ala Note position of cases, 
Se wi. mirrors and lighting. 
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Key 


To Convenience 


Display Is 





by FLORENCE M. TAYLOR 


: Bows THE PUBLIC see your merchandise! The 
Rost Jewelry Co., jewelers and silversmiths, Indianapolis, 
and the Freeman Equipment Co., who recently completed 
moderization of the store, feel this need applies more to 
the selling of jewelry than to any other type of business. 

What better way, then, of promoting the lines of beauti- 
ful watches, diamonds, silverware and other items, than 
to show them! 

In the recent remodeling, ease of selection has been the 
purpose of Rost management, and it has been realized to 
the full through proper lighting and dignified arrange- 
ment of the cases. Rost’s doubled the floor area and has 
become the largest jewelry store in this part of the 
country. 

The design and layout of the interior and fabrication 
of all the store equipment were the products of the Free- 
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The broad open front is a modern facade, 
treated with Verde Antique Marble, plate 
glass, glass brick and aluminum trim. 


man company. Working in close contact with Rost’s, the 
designing department planned to display as much mer- 
chandise as possible through the use of deep show win- 
dows and a visual front. 

The added width permitted 14 feet of glass between the 
show windows. This includes the doors and side glass, 
and opens up the entire main floor to the view of the 
passersby. Since the store layout stresses display through 
the use of glass and mirrors and an unusual wall case 
treatment, the silver, watches, clocks, rings, etc., are given 
a glamorous setting which causes the passersby to stop in 
admiration. _ 

With the open view of the store before him, a person 
has a feeling of actually entering the store itself when he 
turns into the long lobby. This is accomplished by the 
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Right—View of the inside of the 
Rost store just to the right of 
the entrance. Walkway provides 
access to deep window displays. 


1 YEE ora ¥ 


4 he 


trick of carrying the wall treatment into the windows— 
on a smaller scale, of course. The psychology of this is 
that the customer follows the window line to the entrance. 
and the natural thing is to go right on in through the door. 

The tremendous depth of the windows—22 feet—per- 
mits the display of more merchandise than many jewelry 
stores carry in their entire stock. For ease of trimming, 
a walkway has been provided. 

Following the pattern of the interior, diamonds and 
silverware are shown on the right, and watches, clocks 
and second floor mezzanine merchandise on the left. 

An interesting tie-in for promoting silverware is the 
relation between the way spoons are shown in the win- 
dow case in a wide variety of patterns on a black velvet 
strip around the border of the silver display, similar to 
the way the various patterns are pictured in newspaper 
ads. 

The wall cases are broken into a composition of three 
cases separated by walnut which has been slightly 
bleached. Mirrored and with glass shelves, the illuminated 
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Left—Another view of the interior 
of Rost's. Two stairways at right 
and left of store rear lead to the 
mezzanine. Offices and repair de- 
partment are located on this level. 


cases dazzle the eye with a silver display on the right. 
Clocks are given a sparkling setting on the wall shelves 
on the left. 

Displays are never static. Passersby gain the habit of 
automatically stopping at the windows, knowing they will 
see a new array of gorgeous rings, bracelets, handsome 
watches and other fascinating pieces. Twice a year the 
windows are given a complete change and an entirely new 
treatment. Rost’s continually work with outstanding dis- 
play experts in order to create distinctive windows. 

Illumination is a combination of incandescent for in- 
tensity to highlight the merchandise, and fluorescent to 
give a uniform light. 

In the decoration of the store, a modern feeling with 
dignity has been achieved in keeping with the tradition of 
a firm which has been in business 61 years. 

Native American walnut, carefully matched, is used for 
the treatment of walls and cases. The walnut goes to the 
ceiling above the cases in order to achieve a richer look. 

(Please turn to page 210) 
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Greetings 








with 
Best Wishes 
for 


YUmuw Contimwd Success 


Ve appreciate the confidence bestowed 

upon the House of Allen by Jewelers 
throughout the country for more than 80 years 
and pledge anew our efforts to maintain 

the unexcelled service for which our house 


has been known through all these years. 








BENJ. ALLEN & CO., ING. 


EFFICIENT SERVICE FOR JEWELERS AT ALL TIMES 


Silversmiths Bldg. 
10 So. Wabash Avenue CHICAGO 3, ILLINOIS 
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Friendly Atmosphere 





Keeps Sales Humming 


Customer consideration plus alertness 
to merchandising opportunities makes 
possible and necessary the extensive 
enlargement of Parker Jewelers, only 


three years following their opening. 


Front is of gray vitrolite trimmed with maroon. by HENRY H. HUFF 





Two rows of fluorescent lights 
extending length of the store, 
provide ample illumination for 
counters and wall cases. Line 
is broken at intervals by spot- 
lights for focused illumination. 











oe AKE a friend of everyone who walks into your West State Street, which almost trebled their floor area. 
store.” That has been the policy of Parker A shoe store in the adjoining room was planning to 
Jewelers, Rockford, Ill., since they purchased the busi- vacate so Mr. Oberndorf and Mr. Stern decided to take 
ness of the former Krause Jewelers in 1945. The firm over this space. The wall separating the stores was Te 
is operated as a partnership by Robert Oberndorf and moved, a new front installed and the interior com- 
Irving Stern, the former being the active manager of pletely changed, giving them a store of ample size to 
the store. take care of a greatly enlarged business volume. _ 
In June 1948 an extensive enlargement and store The store front of gray vitrolite with maroon trim 
modernization was completed on their building at 318 presents a striking appearance, accentuated by the gold 
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4 a TIME has come for plain talk. So let’s cut through the hoopla 
and get down to cases about diamond rings. For alert, price-conscious, 
value-minded jewelers, frills and fancy gimmicks are meaningless— 
or should be. And for such jewelers the new BOND line is “made-to- 
order.” Supported by Schuman & Donchi’s 25 years of experience and 


know-how in the manufacture of readily saleable diamond rings and 


wedding rings, BOND rings have only the important essentials to rec- 


ommend them—quality of diamonds, expert craftsmanship, creative 
styling. And if you compare our low prices, you’ll understand why we 


say: To sell more diamond rings profitably, sell BOND! 


Watch for our eye-opening periodic mailings 


Se 
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Bond Diamond Company 
‘Manufacturers of Diamond Rings and Wedding Rings 


Division of SCHUMAN and DONCHI, Inc. - - = = + 155 SUMMIT ST., NEWARK 4, N. J. 








color neon lights spelling “Parker Jewelers” and _ the 
diamond design at the right in blue, with rays in white 
which go on and off, simulating the appearance of a 
flashing diamond. ‘the diamond design has become so 
much of a “trade mark” of the store that it was repeated 
in three places in the full page newspaper advertisement 
which heralded the formal opening. A _ herculite all- 
glass door provides a full view of the store inte-ior from 
the street. 

In addition to the newspaper announcement, formal- 
appearing invitations to the opening were sent to all of 
the store’s mailing list. Valuable a:tendance prizes stimu- 
lated interest in the occasion. A woman won the top 
prize, a diamond ring, and as she already had one 
she chose a man’s ring for her husband. The second 
prize, a Bulova watch, went to an elderly woman who 
never before in her life had owned a watch. The third 
prize, a set of silverware, was won by a young man who 
was engaged to be married. More than 3,000 souvenirs. 
a “Good Luck” key ring charm containing a bright new 
penny, with “Parker Jewelers” on one side and “Keep 
Me and Never Go Broke” on the other, were passed out 
to visitors on the two opening days. “It was really a 
gala occasion,” says Mr. Oberndorf, “and the way people 
responded to our invitation was amazing.” 


DISPLAYS DESIGNED TO SELL 


The interior of the new store was designed in the 
belief of the proprietors that “good merchandise will 
practically sell itself if given full display.” Two rows 
of fluorescent lights, enclosed in clear glass, extend the 
length of the store and provide brilliant illumination. 
The line of lights is broken at intervals by spotlights for 
direct showcase illumination. The walls above the shelv. 
ing are papered in Grecian design, depicting chariot 
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riders and Grecian sports. ‘The ceiling is in light blue 

Fixtures are in light tan birch with the line of ai 
cases broken at several points by “picture frame” wall 
niches with mirror backs. This relieves the monoton 
of a solid row of cases. The floor is of light tan robber 
tile with border in brown. Because the store has a high 
percentage of credit business, displays in the center 
aisle are changed frequently and stocks in wall sections 
are altered occasionally so the store will look “different” 
to the people who come in to make account payments 
at periodic intervals. “It is a mistake to always keep 
merchandise stocks in the same place in a store such 
as ours,” believes Mr. Oberndorf. 


EASY ACCESS TO STOCK 


Careful attention has been given to the arrangement 
of stock so customers may find it easy to buy and sales. 
people may find it easy to sell. Reserve stock is carried 
in drawers at the base of the wall cases. These are 
without visible pulls. To the right, as one enters, js 
a three-section display case featuring watches. The wall 
cases behind feature cameras, barometers, and electric 
razors. The next display case contains men’s jewelry and 
fountain pens. The wall cases behind feature silver 
flatware and hollowware. On the left side of the sales. 
room, the first display cases contain ladies’ and men’s 
rings, including a nice display of wedding.rings. The 
wall cases contain clocks and silverware. Adjoining 
cases and wall shelving feature costume jewelry and 
compacts. Beyond this is a section for baby’s gifts, 

In the rear of the store, to the right, is a department 
devoted to radios, electrical appliances, luggage, type- 
writers and similar lines. Directly across is the office 
and credit department. The office is enclosed in ribbed 


(Please turn to page 175) 


Displays are carefully arranged for 
maximum attention with reserve stock 
kept handy in drawers under the wall 
cases, making it easy for customers 
to buy and easy for salesmen fo sell. 
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Executed in FULL 14 Karat 
Faceted and Mirror Finished 


Originated and Patented* by 
LOUIS SCHORR 


for Better Jewelers 


Die-struck, Hand-lapped, 
Hand assembled. 

All gold colors: 

Yellow, Red, Green— 
and combinations of : 
Red and Green. 


6-1001-A WATCH BRACE. 
LET—Safety chain; 17-jew- 
el Watch, Gold dot dial — 
32 links, $350. | 


6-1001-B WATCH BRAC 
LET—Same as “A” with 18 
| links, $205. | - 
6-1002 LAPEL WATCH 
(Not illus.) 614 links, $124 


' 6101-A BRACELET — 15 
| links, $96. (Not illus.) 18 
links, $114. (Not illus.) 25 
| tinks, $180. 
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6-500 CHOKER — 7 links, 
$132. (Not illus.) 11 links, 
$168. (Not illus.) 15 links, 
$200. 


6-200 DRESS PIN CLIPS 
(Pairs)—7 links, $130. (Not - 
illus.) 3% links, $80. 


6-250 EARRINGS (Pairs) — 
2 links, $37. 3 links, $50. 


_ 6-300 BROOCH — 9 links, 
| $64. (Not illus.) 4 links, $32. 


ALL PRICES “KEYSTONE”. 
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/74,_FACETED MIRROR FINISHED 14KQ6 
_ 71 Nassau Street + New York 7, N. Y. 
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by GEORGE LAWSON 


A CONCERN that knows where it’s going and 
how to get there—the Dave Elliott Jewelry in Sedalia, 
Mo.—revolves around a traffic composed of a 50-50 ratio 
of farmers and urbanites. 

Dave Elliott, a thoughtful, painstaking individual, is 
a fact-packed repository of information on techniques 
and ideas which click with the small town and rural 
market. 

At the outset, when the jeweler established a business 
in Sedalia in 1930, he burned midnight oil in research 
on a program which would achieve high public acceptance 
in the area, utilizing the old “trial and error” method. 

A decided percentage of retailing errors had been 
eliminated by the time the firm moved in 1942 into a 
building which had been redesigned and re-equipped 
from front to back,-and stocked with nationally-known 
brands. 

Highlights of the merchandising pattern, as it stacks 
up today and continues to build an ever-widening circle 
of friends, involve: 

(a) A watch repair service performing as a necessary 
adjunct to selling, with full cognizance of the traffic- 
bearing properties of trustworthy repair; 

(b) Versatile, convenient credit facilities, featuring 
personalized, courteous treatment in each case; 

(c) Selection of one item which possesses the faculty 
of attracting large traffic with strong possibilities for tie-in 
and suggestive selling, and a program tailored to properly 
exploit such a specialty. Costume jewelry does this job 
at Elliott’s; 

(d) An awareness of the price-factor in selling, capi- 
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Planned Merchandising 
Widens Store's Customer Cirele 


Costume jewelry accounts for q 
sizeable amount of the store's 
gross and much of this volume 
is accounted for by regularly 
featuring it in their windows. 








Dave Elliot, shown here with customer, has inaugurated 
several progressive merchandising steps which were the 
result of careful planning and checking of trade area. 





The store prides itself on the reputation enjoyed by its watch 
repair department in charge of Kenneth Davis, here. Em- 
phasis on watch repairs draws much of store's traffic. 
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10 OUR CUSTOMERS 


all the Jewelers who have been so loyal and 





perative, we say: “Thanks a million” for your 


& helping us make 1948 the greatest sales year 
our history. 
ain in 49... 

The Iral man will be first with the newest profit items 


_.++He's coming your way — watch for him! 








TO OUR MANUFACTURERS 


To the great names of industry listed below and | 
the many others too numerous to mention, we sa) 
“Thanks a million” for excellent service and th 
confidence placed in us for the proper distributio 
of their merchandise. 
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talizing on this factor in both in-store and window dis- 
plays, and advertising. 

Kenneth F. Davis, watchmaker at the Elliott store, is 
a dependable craftsman with an unblemished reputation 
for honesty. “When Kenneth tells a customer his watch 
repair bill will total $15.00, and that it would be sensible 
for him to accept a $5.00 trade-in and buy a new time- 
piece, the patron accepts this judgment without question 
realizing from past experience that he would not boost 
the service fee merely to lay the groundwork for a sale,” 
says Mr. Elliott. 

The watch repair unit is recognized, primarily, as a 
service feature and a device for promoting traffic. The 
seasonal fs!l and spring promotion on mainsprings, for 
example, priced at $1.00, have the effect of producing 
new prospects as no other traffic mechanism. 

Elliott’s maintain a form in convenient card-file size, 
listing name and address of each repair patron, make 
of watch, where bought, cost selling price, and complete 
data on each repair job, if trade-in, amount allowed, etc. 

This provides a handy reference in many ways. “The 
record is an effective buying guide inasmuch as it shows 
the most popular watch price range, locally,” points out 
Mr. Elliott. “It serves as a control on repair work, too. 
In cases where the repair patron complains that the watch 
was bought here, or that it had made a previous visit to 
the shop for the same ailment, we are able to tell at a 
glance whether or not the complaint is justified. Also, 
the record provides an excellent mailing list for direct 
mail advertising.” 


The farmer, the railroad worker, the professional man 
—all are credit-minded, and sooner or later gravitate to 
the Elliott store because of the accommodating credit 
arrangements. 

Alert to the fine points of selling by credit, Elliotts 
have a three-point program: 

(a) They avoid charge accounts under $10.00: 

(b) They refund carrying charges if accounts are 
liquidated within a 90-day period, and 

(c) They offer customers a choice of 30-day charge, 
weekly, semi-weekly and monthly budget plans. 

Mrs. Dave Elliott, the firm’s credit authority, has def. 
nite ideas of a serviceable credit system. 

For psychological reasons, it is taboo for the person 
conducting a sale to double as the credit interviewer. 
Admittedly, this is the procedure at many small-town 
jewelers—but not at Elliott’s. The reason? “Tt is diff. 
cult and unsound for the individual who handles a sale, 
and establishes a friendly buying mood between himself 
and the patron, to make a swift changeover to the un- 
sympathetic, probing role demanded of the credit inter. 
viewer,” declares Mrs. Elliott. “Moreover, should the 
customer fail to make the grade, the salesman is not held 
responsible and his future relations are not endangered 
if he isn’t the person conducting the interview.” 

Layaway buying is stressed at the Sedalia store.. “In 
dealing with the layaway prospect we explain clearly that 
we cannot hold merchandise indefinitely,” explains Mrs. 
Elliott. “We obtain a definite commitment on the amount 


(Please turn to page 207) 





Windows are counted a big asset in the sales 
program of the Elliot store. The attractive 
displays draw much attention on the weekends 
when outlying customers converge on the town. 


Low-priced costume jewelry is a big traffic 
builder at the Elliot store. Drawing cus- 
tomers past the jewelry showcases, it creates 
many impulse sales for other merchandise. 
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On me it looks good!” 7 wide nb &, 


That’s what your many customers will say about the IDENTIFICATION BRACELET 
A PATENTED ORIGINATION BY 
JULES OF CALIFORNIA 


Sterling Silver— 


Hand Polished—Rhodium Finish 
rLiporwce INDIVIDUAL GIFT BOX 
: #100 the PRESIDENT—/for Men 
Weawues.e° RS #400 the ViICE-PRESIDENT—/for Men 
] EWE LRY MANU FACT — mia #200 the PRESIDENT, JR.—/for Young Men 
Los Angeles os 


. #300 the PRESIDENT’s LaDy—/for Young Women 
. ~ “eet 
317 South Hill Stre SOLD THROUGH WHOLESALERS 


REPRESENTATIVES: 


@ DICK SHOWERMAN © WILLIAM CHOPAK 


@ MOE DIAMOND 
29 E. Madison St., Chicago 62 W. 47nd St., New York 


220 W. Fifth St., Los Angeles 
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ROCKEFELLER CENTER 
5610 FIFTH AVENUE 
NEW YORK 





Chicago Office: S. Kutner, 5 N. Wabash Ave. 
Los Angeles Office: Kazanjian Bros., 220 W. 5th St. 
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"49 Promotions 


(From page 123) 


“The 1949 Silver Parade,” he said, “is built around 
central theme which covers virtually every reason for 
buying silverware. The theme is ‘Silver—For Gracious 
Living, For Thoughtful Giving’.”’ 

The Silver Parade Promotion Book emphasizes the 
importance of silver in the day-to-day life in the average 
American home, and also stresses the appropriateness of 
silver for many gift occasions. 

“The major objective of the *1949 Silver Parade’,” My. 
Haase said, “is to focus public attention on the retail 
jewelry store as the place to buy silver, and to help retail 
jewelers sell more silverware for gift occasions and for 
home purchase.” 





Publicity 
(From page 121) 


At least two excellent articles promoting jewelry store 
merchandise have appeared in The American Magazine 
in the past nine months: One, by W. Waters Schwab 
of J. R. Wood & Sons, Inc., entitled, “Hearts and Dia. 
monds,” was devoted to the subject of diamond engage. 
ment rings. The second, entitled, “Who Cares What Time 
It Is?” was concerned with watches. 


These various articles, portions of which are repro- 
duced on these pages in reduced form, could be put to 
excellent use by any jeweler. A promotion campaign for 
men’s jewelry, for instance, could be built around the 
articles in Esquire and Look. Rings could be highlighted 
effectively when displayed in conjunction with the Satur- 
day Evening Post or American Magazine stories. Watches, 
of course, tie in neatly with the article in the American. 


Counter displays and window layouts can be planned in 
connection with such articles in consumer publications— 
about all the jeweler needs, actually, is a copy of the 
magazine. Then, when it is placed on display in proximity 
to the merchandise, the magazine fairly shouts for you: 


“Hey! Look! J sell this stuff.” 


This sort of tie-in promotion isn’t terrifically expensive, 
either. A dollar or so will provide the jeweler with a 
number of copies of any given magazine, for instance, 
and the appropriate pages, when removed, can be 
mounted on heavy cardboard and placed at strategic 
points about the store. In the case of the articles about 
men’s jewelry, one could be placed on the counter where 
that merchandise is sold, with others put on counters, 
elsewhere in the store, calling attention to the fact that 
the items shown were available in the men’s jewelry 
department. 


A window display, or even a series of windows, could 
be given over to a tie-in with any appropriate magazine 
article. Enlarged phctostats of the pages, not terribly 
expensive to secure, could form the window background, 
with the jewelry mentioned, plus other items, displayed in 
the foreground. 

As you read this, it may be difficult to secure copies 
of the various magazine articles mentioned above, al- 
though generally speaking publishers usually keep 4 
supply on hand for sometime after a periodical’s appear: 
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ance. lf they cannot be obtained, however, all the more 
reason for you to keep abreast of what the magazines are 
publishing so that you wont be caught flat-footed in the 
future. Hardly a month passes without some publication 
featuring a story or illustrations suitable for jewelry store 
promotion and, in many cases, more than one magazine 
covers the same topic. The more magazines featuring a 
particular topic, of course, the more receptive your cus- 
tomers will be. 

In addition to the magazines mentioned above, there 
are others which have published jewelry articles in the 
past and will, certainly, continue publishing them in 
the future. Among them are Cosmopolitan, True and 
McCalls. 

The “home” magazines are also fruitful sources of 
articles and illustrations suitable for promoting jewelry 
store items. Among them are House Beautiful and Good 
Housekeeping, to mention only two. 

Then there are the women’s fashion magazines which 
are particularly suited to this type of tie-in, since vir- 
tually any fashion article is illustrated with photographs 
showing models wearing not only the clothes-of-the- 
moment but, also, jewelry. In addition to the well-known 
leading fashion books, there are such ’teen age magazines 
as Charm, Glamour, Seventeen and Mademoiselle. 

When a particularly new fashion in jewelry becomes 
popular, these magazines hasten to present them to their 
readers as news. That’s the jewelers’ cue to jump on 
the bandwagon at once and feature that sort of merchan- 
dise in his displays and windows. Displaying it in con- 
junction with the article appearing in a fashion magazine 


is, of course, only common sense. S.nce the new style 
is news, your customers will recognize your alertness 
and up-to-the-minute merchandising approach. 

Bear in mind, after all, that although you are an avid 
reader of THE JEWELER’s CIRCULAR-KEYSTONE, your cus- 
tomers are not. They get their information from the con- 
sumer publications. It is only common sense, therefore, 
to study the reading matter that forms their opinions, 
tastes and fancies. This will give you their perspective 
and, in addition, provide you with a greater opportunity 
of following trends which are only just being recognized 
as familiar by your customers. This lets you in on the 
ground floor. 

So, while you are enjoying your favorite magazine, let 
your subconscious keep alert to the promotional pos- 
sibilities offered by the editorial features. Remember. 
they frequently offer something-for-nothing which you 
couldn't buy at any price. 





Diamond Sales Hit New High 


Sales of diamonds by the DeBeers Consolidated Mines 
during the first three quarters of 1948 exceeded those in 
any previous full year, according to the Department of 
Commerce in a report published in a recent issue of For- 
eign Commerce Weekly. Sales amounted to £21,934,000 
for gem diamonds and £9,758,147 for industrial dia- 
monds, a total of £31,692,477. 

Diamond sales in 1947 totaled £24,478,000, and in 
1946, the previous record year, £30,000,000. 
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Romance Sells Silver 


(From page 125) 


they heard their particular type or pattern of silver being 
described, and that they are so glad they selected what 
they did, and that they want to add to their selection. 

Ward chose to place emphasis upon radio advertising, 
rather than newspapers or other media (although they 
are used in a minor role), simply because he believes 
radio advertising today is doing the best job for the 
money, especially if it is performed skillfully. Wengler’s 
increase in volume of silver sales warrants this faith. 

Newspaper advertising is used, as noted above, with 
dignified copy and illustrations. It has been especially 
slanted to build up the store’s bridal register and record 
of patterns, and for encouraging the registering of pat- 
terns for the convenience of gift-purchasing friends. 

An aspect of radio advertising worth noting, too, is 
the fact that Wengler’s chooses to tie up its commercials 
with news broadcasts, because Ward believes people tun- 
ing in for the latest news have “their ears cocked,” and 
are thus more receptive to the advertising that might be 
launched at that particular time. 

Every Sunday, Wenglers broadcasts “news on the hour, 
every hour”—five-minute news broadcasts that hammer 
away at whatever promotion the store has lined up dur- 
ing the short commercials. 

Then, Sunday evenings, Wengler’s has another broad- 


cast called a “News Roundup,” with beginning, middle 
and wind-up commercial spots. Of course silver doesn’t 
get all the attention during these spot announcements 
through the day and in the evening, but the silver has 
received the most attention. 

Lastly, but very important in its own right, is the fact 
that Wengler’s pays minute attention to silver displays 
and always has a window that features skillful presenta. 
tion of some kind of silver. These displays are arranged 
by F. Wengler, Jr., son of the former owner of the store. 
Wengler, Jr., and Ward are now partners in the business, 
while Charles Farnicorn, who has been with the firm 28 
years, is in charge of watch sales and repairs, and has 
an interest in the business. 

Five large showcases, about 7’ x 10’, and several feet 
deep, provide plenty of in-store display space. Everyone 
in the store handles silver with special gloves, and shows 
it to the customer on a background of purple velvet. 

“We think we’ve just scratched the surface in silver 
promotion,” concludes Ward, “or in promotion in gen. 
eral. All departments of the store benefit, and we do 
a good business in diamonds and watches. 

‘Any successful jeweler knows there is no secret about 
how to be successful—you’ve got to ‘Push,’ and ‘Promote,’ 
or work hard at your business. There is no other way.” 





The wedding cake was originated by the Romans. It 
was their quaint custom to break it over the bride’s head 
as a symbol of plenty. 
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"A Gem of a Buy Every Time” 


HENRY MEYER 


ESTABLISHED 1914 


Diamonds 


20 WEST 47th STREET 
NEW YORK 19, N.Y. 


Wire or write for an assortment for 
examination. Also, special attention 
given to matching diamonds. 
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Valentine Windows 
(From page 127) 


According to Jesse L. Bledsoe, manager of the Crescent 


Jewelry Co.. El Centro, Calif., “About the first of Feb- 








ruary we sent out a card, with a sketch of Cupid in the 


upper corner. saying: ‘For Sweethearts Six to Sixty. | 
There is no age limit on Valentines. Everybody loves to | 
give and receive them, no matter how old or how young. ° 


Especially Valentines from the Crescent Jewelry Co., which 
have that extra charm such tokens convey. For the very 
young sweetheart we have a tiny gold locket which a 
grandparent might give. For one a little older, a bracelet 
or ring. And for your darling of many years a new 
watch, a diamond or a set of silver to tell her she is still 
vour Valentine. Both of our windows had big red 
hearts, transfixed with golden arrows in the background. 
and drapes of red and white. A varied selection of gifts 
was displayed, ranging from costume jewelry through 
birthstone to diamond rings; gold chains and silver cups 
for the little ones; and fountain pens, small leather gifts. 
signet and birthstone rings for high school and college 
students.” 

An island window of Leslie, Jeweler, Culver City. 
Calif., was floored with red velvet, and featured a 2-foot 
heart of crushed red cellophane with a border of white. 





Valentine's Day window at Leslie, Jeweler, Cul- 
ver City, Calif., was dominated by large heart. 


in the center being a gold necklace. Red ribbons ran 
from the heart to Valentines pasted on the three sides of 
the window. Lockets, necklaces, rings and costume jew- 
elry were shown in caskets and on velvet cushions. The 
front of the store is of glass, so that the entire interior 
can be seen. In each of the cases where rings and other 
jewelry were displayed was a red satin heart, to which 
a ring, a locket, or bracelet was attached. 

J. Jessop & Sons, San Diego, Calif., who recently in- 
stalled a large silver department, and have been pro- 
moting it extensively, laid special emphasis on silver 
gifts for Valentine’s Day. Sterling and plate were both 
featured in a series of ads, with gifts suggested for every 
member of the family. One of the most effective ads 
called attention to a silver piggy bank. It showed one 
of the novel banks, which was popular in price, and 
drew many people into the store to purchase one. While 
there, of course, they had an opportunity to see the many 
beautiful items of silverware—especially sterling flatware 





—and many later sales were traced to the attention this 
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FINE CALIBRE WORK 
OUR OWN SHOP ON PREMISES 


HR. BENEDICT & SONS 


INCORPORATED 
62 WEST t7th ST.. NEW YORK 19, N.Y. 
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silver attracted. A table set with six different one-place 
patterns had a Valentine centerpiece showing a lover 
and his lass—little porcelain figures, within a ring of 
red roses, 

_ The Parmelee-Dohrmann Co., Los Angeles, was an- 
other firm that promoted silver for Valentine’s Day. The 
big window had an olive green background. Suspended 





& | a s 


Red satin heart with white net border highlighted 
window for Parmelee-Dohrmann, Los Angeles 


from the ceiling was a red satin heart with border of 
white net, and a number of red and white hearts dangling 
from white ribbons. In the center was a red fixture 
topped with an open chest of flatware. A long streamer 
of white net extended diagonally from the ceiling to the 


floor, to three chests of flatware on red heart Shaped 
mats. A card of white, lettered in red, said “Sterline 
silver flatware for your Valentine.” In the silver section 
was a table spread with white rayon cloth. A small] tree 
hung with tiny red hearts rose out of a mound of white 
chiffon in the center of the table. The full complement 
of silver, china and crystal was used in the setting, 


Items of personal adornment make especially appro- 
priate Valentine gifts, and Finleys, Compton, Calif., set 
forth a display of personal gifts that created many sales, 
On the wall was a large red satin heart with red ribbons 
running to a number of small red hearts on the floor on 
each of which was a piece of costume jewelry, ring, tie 
guard or cuff links. A companion window featured foun. 
tain pens and compacts. 


Kays, San Diego, Calif., majored in watches as Valen. 
tine gifts. Their pair of windows had similar settings, 
On the wall was a large blue card, to which three red 
satin hearts were affixed. A strip card in the first said 
‘Remember Valentine Day, Feb. 14th—in his heart it’s 
a Kay guaranteed watch.” Another card suggested “For 
the man in your life—a watch for a Valentine.” The 
other window had card “For the girl in your life.” The 
floor of both displays was covered with red satin, on 
which were shown watches for both men and women. 





“Tumblers” are so called because originally they 
actually tumbled. They were vessels with a round bottom 
designed to force the finishing of a drink before they 
could be laid down. 
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OLD MINERS 


Through our secondhand sources, we are 
able to maintain stocks of Old Miners in 
a range of qualities, and in sizes up to 
half carats. You will also find us an excel- 
lent source for larger sizes in Old Miners, 
and for stones recut from Old Miners — 


all advantageously priced. 


Paul de Vries. me. 
DIAMOND CUTTERS & IMPORTERS 


535 FIFTH AVENUE 
NEW YORK 17, N. Y. 


ANTIQUE JEWELRY RE-PURCHASED JEWELRY 
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Diamonds Star 


(From page 129) 


pearl surrounded by diamonds mounted on- platinum 


ikes. 
 ichered in by spotlights galore and the excited cheers 


from hordes of fans, dozens of prominent Hollywood 
stars attended the first Hollywood dress-up premiere that 
has been held for over two years. 

Hollywood actresses eagerly seized the occasion to 
dress up in their most dramatic gowns, furs, and dia- 
monds. Stunning diamond jewelry was especially popu- 
lar because the dark, low-cut gown worn by most of the 
stars displayed these treasured pieces to the best advan- 


tage. 





Built for Display 


(From page 130) 


of extended wall shelving for display of small appliances, 
separates other jewelry merchandise from the silver flat- 
ware and hollowware department near the rear of the 
store. This unobtrusive method of departmentalization 
enables customers to more easily find the department for 
which they are looking. The carpet which begins at this 
point, in contrast to the rubber tile which covers the rest 
of the floor, further serves to point up the division. The 
oflice located at the rear serves to draw customers past all 
other displays in the store, as do the two booths adjoin- 
ing the office, for the discussion of credit accounts. This 
innovation establishes a friendly, informal atmosphere 
for the closing of credit purchases. 

Departments which have been added as a result of the 
move include the flatware and hollowware departments, 
plus a complete line of clocks; small appliances, including 
small table model radios, and men’s gift jewelry. A lim- 
ited assortment of these small appliances add just that 
much to the variety of merchandise available, Mr. Rivkin 
feels, without “stepping out of character” as a fine jewelry 
merchandiser. 

The air-conditioning system likewise comes under the 
heading of merchandising, Mr. Rivkin points out. The 
system installed is actually capable of conditioning twice 
the volume of air which it is normally called on to handle; 
thus, its capacity is not taxed even on exceptionally warm 
days in summer or cold days in winter. By making cus- 
tomers comfortable while in the store, they are encour- 
aged to stay and shop longer. In addition, the sales 
people are more alert and more effective in their jobs. 

Rivkin’s has always spent a generous proportion of its 
budget on advertising, though formerly the greatest share 
went into a weekly 15-minute radio program which was 
maintained regularly throughout their 14 years at the 
other location. Since moving into the new store, they 
have moved into the medium of newspaper advertising 
as well, with a 40-inch advertisement once a week in the 
Seattle Times and an even more extensive program 
planned later. About 5 per cent of gross sales are set 
aside for advertising, primarily in these two media. 

“Since we were moving into a location which we ex- 
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pected would help to attract many customers who had 
never heard of us before, a new approach to our adver- 
tising problems was. necessary,” Mr. Rivkin declares. 
“Newspaper advertising was the logical choice to supple- 
ment our already established radio program. For a down- 
town retailer in particular, it’s essential that he keep his 
name continually before the public. No store ever be- 
comes so well established and successful that it can afford 
to neglect the advertising side of its business.” 

Finally, Mr. Rivkin points out that his jewelry store is 
what might be termed a “classless” store, in that it does 
not appeal exclusively to any one economic group. Their 
location is well suited to this type of operation, as people 
of all income groups are impartially represented in the 
pedestrian traffic of that area. High quality, nationally 
advertised merchandise is sold at Rivkin’s, with both 
medium and higher priced merchandise represented. 





—_) 


Free Tickets Accent Store Name 
A Philadelphia jeweler has been building good-will and 


promoting potential customers by awarding two free foot- 
ball tickets to lucky motorists. 

An auto license is selected at random from parked cars 
and an inquiry made of the state’s department of motor 
vehicles for the owner’s name. 

The name is then published in the local newspapers and 
the owner told to call at the store for his free football 
tickets. 


“If the owner doesn't see our ad,” says this jeweler, “, 
friend is sure to call him and tell him to pick thse on 
This means our store is discussed and we obtain sae 
publicity. 

This jeweler expects to do the same with baseball tickets 
this coming season as he feels he is getting more reader. 
ship of his ads this way than by just advertising regularly. 





Gifts Year-’-Round 


(From page 133) 


ing or harmonizing with the ribbon to emphasize the 
package design. 

For the second display, a number of gayly-wrapped 
gift boxes are attached to the background as well as g 
lettered copy ribbon and merchandise is arranged on 
circular elevations in the foreground. Each cylinder ele. 
vation is looped with ribbon to which a lettered tag is 
attached indicating a particular gift occasion—birthday. 
christening, confirmation, engagement, wedding, anni- 
versary, graduation—with appropriate merchandise ar. 
ranged atop the cylinder. If the store has its own dis. 
tinctive gift wrapping, it should by all means be used 
for the packages on the background. If not, various 
colored tissue papers may be used with contrasting r:bbon 
ties. These same colors may be repeated in the covering 
of the elevations and the ribbons on them. Flower nose- 
gays or cut-out stars may be tacked to the background 
for added gayety and color. 








48 West 48th Street 
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Slatinum Watch Cases 


F | CNistinction 


First on the list of fine jewelers seeking exclu- 
sively styled Platinum watch cases and attachments. 


Qrank Levine & Ca. IJuc. 


New York 19, N. Y. 
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~The Book Shelf 


English Edition of Watch Book 


Practical Notes for the Watchmaker. By G. A. Berner. Published by 
Charles Rohr, Bienne, Switzerland. 267 pages, 79 illustrations, 9 
tables. Text matter in French and English, in parallel pages. $3.50, 
postpaid anywhere in the U. S. A. or Canada, from Book Depart- 
ment, Jewelers’ Circular-Keystone, 100 East 42nd Stret, New York 17, 


New York. 


a. 1945, we published a brief review of the 
first edition of this work but had to add our expression 
of regret that its merits would be unavailable to all who 
could not read French or German, because the text of that 
edition was printed in parallel pages in those languages 
only. Now we may welcome this new edition of Mr. 
Berner’s work, not only revised and with considerable 
added material, but with the entire text in a good English 
translation. 

The author is Director of the “Technicum” or School 
of Horology of Bienne, Switzerland, and he is a very 
noted authority on education for the manufacturing, ad- 
justing and repairing of watches. In Practical Notes for 
the Watchmaker, he has covered in a practical way indeed, 
the mechanical principles involved in the action of watch 
mechanism and has avoided such of the higher theoretical 
aspects that would be of more use to a designer than to a 
repairer of watches. But this outline of principles is only 


used as a basis then for the principal part of the book, 
which enlarges upon details of the work of repairing and 
timing watches, and the everyday work of the watchmaker 
in the repair shop. A general idea of the scope of the 
book is to be had from the headings of the sections under 
which the contents is arranged: “The Spring and Barrel’; 
“The Gears (Train)”; “Escapements”; “Regulating and 
Repairing Watches”; “Memoranda for the Adjuster”; 
“‘Appendix-Recent Innovations in Watches and Tools.” 


Some of the full-page tables are of unique value and 
interest. One set affords a way to evaluate the technical 
quality of any particular watch, by noting the combina- 
tion of the type and grades of the principal parts in the 
make-up of the watch. Other tables deal with judging 
watch qualities by established timekeeping performances. 
All in all, the new edition of Mr. Berner’s book, in its 
English translation, is a most valuable addition to the 
technical literature available for helping American watch- 
makers to keep abreast of developments in modern horol- 
ogy and we can recommend it heartily. 





“Why Not Now?” 


The Slavick Jewelry Co., Los Angeles, is currently pro- 
moting its sales of sterling by means of its evening pro- 
gram of recorded classical music. 

One slogan used in the commercials is: “You only buy 
sterling once in a lifetime, so why not buy it now while 
you have a lifetime to enjoy it?” 











18 West 56th Street 





CULTURED PEARL NECKLACES 


AND ALL SIZES OF LOOSE 
PEARLS FOR MOUNTINGS 


L. BORRELLI Corp. 
Direct Importers of Finest Quality Cultured Pearls 


Selections Sent on Approval 


New York 19, N. Y. 


Tel. ClIrcle 5-4267 
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At the beginning of this New 
Year we wish to express our 
appreciation for your continued 
confidence and patronage over 
the past years, and assure you 
of our constant effort to serve 
you better and better in the years 


to come. 


Weksler & Goodman, Ine. 


CHICAGO 3 
ILLINOIS 


5 South 
Wabash Ave. 
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Can You Help Me? 
My Display Problem |, 


by VIRGINIA DIXON 


Readers’ questions about window and inside-store dj 
be answered in this department each month by Mise aU ‘ill 
Dixon, one of America’s topnotch display experts whose Hh bi 
have been brought to a focus on the jewelry field. Miss Diz ents 
already well known to JC-K readers as the author of —- 
stand-out articles on jewelry store display. many 


¥ was Spring in New York the week of December 5th! 

. . . at least on three floors of the Hotel New Yorker 
where the members of the National Association of Dis. 
play Industries were exhibiting their current lines of dis- 
play materials. Buds were bursting and birds were sing- 
ing all over the place . . . and there were quite a number 
of items of distinct interest to Jewelers for their Spring 
and Easter promotions. Many of the exhibitors, most of 
them for the first time, seem to be making a definite 
effort to create both decorative units and useful fixtures 
especially for jewelry merchandise. 


EDER INDUSTRIES of 234 West 56th Street, New 

York, were featuring their little Jewel Tree. This js 
a small but carefully designed unit, modernistically ‘tree 
shaped, but artfully planned to accommodate to advan- 
tage a number of pieces of jewelry, either men’s or 
ladies’. They are cast in a rubber composition and fin- 
ished in plain white, black, or pastel tones, or in the same 
colors lightly touched with gold or silver. They stand 
less than ten inches high, but one or several make a dis- 
tinctive and eye-catching grouping for a number of pieces 
of merchandise. The well-known sculptress’ Helen Lied- 
loff is working exclusively for this firm in the display 
field and has created a beautiful series of sculptured hands 
that would add grace and distinction to any jewelry dis- 
play. Miss Liedloff is famous for her modeling of the 
hands of famous people and although these display hands 
are more idealized in character, they are fully up to her 
other work in their quality. The Feder concern also fea- 
tured miniature fashion figures, abstract hands, a lovely 
ballet group, all of which would lend themselves beauti- 
fully to jewelry display. Miss Liedloff has also done two 
beautiful heads, cast in white composition, perfect for 
featuring a necklace or one handsome brooch. 


a DECORATIONS of Georgetown, Con- 
necticut, show for jewelry display natural manzanita 
branches, either mounted on bases or free standing. These 
have a beautiful weathered gray finish which is very flat- 


_ tering to the metallic lustre of jewelry pieces. This com- 


pany also have lovely painted and flocked ferns and other 
branches and leaves. An abstract head form covered in 
tiny flowers and sprayed in a soft pastel color would be 
an attention getting piece. 


OR an Oriental motif, the exquisite little Chinese 

Theatre Figures from Zaria Displays, 404 Sixth Ave- 
nue, New York, would be perfect. The designs are 
entirely authentic and the detail is exquisite. They have a 
jewel-like quality themselves that makes their appearance 
with jewels particularly appropriate. Zaria specialize in 
papier mache units made to special order and execute 
them beautifully. 
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CLEAR lucite stand for displaying a six-piece silver 
A flatware place service was on exhibit in the booth of 
Leo Prager, 168 West 23rd Street, New York. This unit 
did a wonderful job of directing attention right on the 
merchandise and by its simplicity making the silverware 
pattern really stand out. The pieces are elevated from 
the floor level at a slight angle for good visibility. Such 
fixture has the practical advantage of not becoming 
faded or spotted! Fabric placed under it could be varied 
frequently and would give the necessary color and soft- 
ness. The Prager concern also have a complete line of 
lucite fixtures for jewelry items. 


NY store interested in animated displays should be 
sure to investigate the new Suspend-O-Mators of 
Modern Displays, 1212 G Street, N.W., Washington, D. C. 
These are overhead conveyors designed especially for 
window and interior display use. Shelf units, signs, fig- 
ures or whatever else you desire, may be moved in a 
rectangular, square or triangular pattern around the win- 
dow area. Additional animation may be had by tying 


invisible wires from moving wheels on the track to the - 


part of the display to be animated. The units are sturdily 
constructed for permanent use and provide steady, smooth 
motion. The device is simple to install and can readily 
be moved from place to place. Such an animated display 
has the distinct advantage of not taking up floor space 
needed for. merchandise as well as being more startling in 
its visual effect. 

The Suspend-O-Mator can be made in any desired size, 


but there is a stock miniature size which seems quite 
ideal for most jewelry store window use. 


Fr DISPLAY MATERIALS, 65 Madison Avenue, 
New York, showed some particularly nice units for 
jewelry store use. A small corner displayer made of 
plastic tiles would feature one jewelry box or pad to 
particular advantage. Their Valentine display material 
was particularly gay and pretty—hearts of base metal 
mesh, mirror, plastic, and padded and satin covered. 
Little jeweled flowers and butterflies could be hung from 
the ceiling. For Easter, the transparent eggs which can 
be opened for placing merchandise inside and hung from 
the ceiling were most effective. These eggs come in a 
number of sizes from 3 inches up, and are made fully 
transparent or with one half colored to form a background 
for the merchandise. They are trimmed with lacy ruffles 
or jeweled decoration. 





Friendly Atmosphere 


(From page 160) 


opaque glass with two windows on the side for credit 
applications. A window facing the store entrance is 
reserved for payments on account and general business. 
The ledge surrounding the office and credit department 
windows is covered with formica, which resists damage 
from lighted cigarettes and does not peel. Inside the 
office area is the layaway section. There are six large 





Since 1905 the name, Rosenthal & Kaplan, has been syn- 
onymous with quality rings and ring mountings. The new 


Spring line has been styled for quick, profitable selling. These 
distinctive, original designs defy competition. 


SEE THE DISTINGUISHED LINE OF MEN’S AND 
LADIES’ RINGS ON YOUR NEXT VISIT TO NEW YORK 
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sorte cn atate 


Spur your ring 
sales into new 
activity and new 
profits. Ask your 
wholesaler to show 
you new ACME line 
of originals... 
they've got what 
it takes! 


ACME RING 
MFG. CO. OF NEWARK, N. J. 


Manufacturers of 10 and 14 Karat Gold Rings 
Sold Through Wholesale Distributors 


Trade Mark 
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drawers in which layaway merchandise is stored under 
alphabetical filing. The gift wrapping department jg 
also located here, with a supply of boxes, ribbon and 
gift wrapping paper readily available. 

Parker Jewelers has three display windows, two of 
which are used for jewelry items and one smaller wip. 
dow for appliances. Throughout the business hours of 
the daytime and during the early evening hours the 
windows are fully lighted and the store name and dia. 
mond design signs flash their reminder to shoppers to 
visit Parker Jewelers. The salesroom inside is 2] feet 
wide and 55 feet in depth. An additional room in the 
rear, 25 feet deep, is utilized for storage, receiving and 
shipping and is also the location of the watch repair 
department. 

In addition to being a “friendly” store, Parker Jew. 
elers ascribe their success to being alert to merchandis. 
ing opportunities. “By being wide awake, when mer. 
chandise was scarce, we were often able to pick up 
things that were hard to get. We went out looking for 
scarce items,” says Mr. Oberndorf. Some axioms of the 
store are to “treat the customers right,” “give the cus- 
tomer his money’s worth,” “maintain high quality” and 
“stick to advertised brands.” 

As an extra spur to business, Parker Jewelers have 
advertised specials two or three times a month. These 
have produced many new accounts and attracted people 
who have never traded at the store before. 

Prompt and courteous attention is shown every per- 


son who visits the store. ‘The customer is the boss 
here,” says Mr. Oberndorf. 











New Jewelry From Old 
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A striking example of how 
flat old-fashioned jewelry 
can be broken up and the 
diamonds used in the crea- 
tion of a modern three- 
dimensional piece is shown 
in a recent design executed 
by Nadja Buckley, now as- 
sociated with Georg Jensen, 
Fifth Avenue, New York. For 
the single modern piece at 
right, Miss Buckley used pal- 
ladium as the precious 
metal, because of its light 
weight and brilliant white- 
ness. Baguette and round 
diamonds, removed from an 
old diamond studded wrist- 
watch bracelet and from a 
flat diamond brooch, seem- 
ingly take an added bril- 
liance and size in the mod- 
ernized brooch. 
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Little Known Gemstones 


(From page 148) 


easily recognized and specimens of the rock containing 
hem are usually not difficult to find in the vicinity where 
the “tears” are picked up. They are distinguished from 
smoky quartz by the low refractive index usually around 
1,50, and by the single refraction (and frequent strain) 


seen on the polariscope. 

Occasionally obsidians are light gray in color and one 
New Mexico occurrence of “Apache Tears” shows a fine 
silky striation which creates almost the effect of a pearl- 
gray catseye. Flow structure, as would be expected in a 
volcanic flow rock, is not infrequent, and color banding is 
the usual accompaniment. At a few localities in Oregon 
and California red brown obsidian is mixed with the 
black, to create an interesting texture. This red material 
locally known as “mountain mahogany” never comes in 
the translucent type, so our color range in natural volcanic 
obsidians is definitely limited. 


Obsidian is most frequently confused with artificial fur- 
nace products, such as slags from blast furnace opera- 
tions and from glass factories. An interesting clear light 
green glass containing small round white spheres, centers 
of incipient crystallization, was widely sold in the west 
as a natural glass until it was recognized as an artificial 
product from an old glass furnace. The original dealer 
undoubtedly knew it was man-made, but it passed into 


the hands of other dealers and some may still be found 
today, passing as a natural product. 

There is no eastern North American occurrence of 
obsidian, but ancient iron furnaces in New England, now 
totally gone and forgotten except for the slag dumps, still 
turn up spectacular specimens of blue, green, and gray 
glass which are considered obsidian by their finders. This 
material is likely to be fluorescent, in reds and oranges, 
under ultra-violet light, and can easily be spotted in that 
way. 

There are many other occurrences of obsidian in other 
parts of the world; in the Lipari Islands, in Hungary, 
where a brown black material is known as “Tokay Lux- 
sapphire,” in the Caucasus and in Armenia. In eastern 
Siberia there is a parti-colored obsidian in nodules of 
many hues; brown, gray, yellow, red, and black occurring 
near the Marekanka River, known as Marekanite. 

Colored obsidian is not likely to be confused with other 
stones, except that a rare natural green might be confused 
with artificial glass while the gray might be confused with 
smoky quartz, and the black with jet or onyx. It is, of 
course, softer than onyx and far harder than jet. A re- 
fractometer will give a reading on a well polished face and 
it will be quite low, around 1.49 to 1.50, for obsidian. 
The schiller or iridescent obsidian is also quite easily 
recognizable and not to be confused with the glass imita- 
tions. Its value is low, little more than the cost of the 
shaping, and the commonest pieces, the Mexican heads, 
though often using the so-called rarer bronze schiller type, 
still sell for almost nothing. 

















SS 


consists of the states of: 


Georgia 
Florida 


Virginia North Carolina 
West Virginia South Carolina 


The other territory consists of: 


Arkansas Louisiana 
Mississippi Texas 





... REQUIRES A 
REPRESENTATIVE 


for each of two newly created territories 


to better serve our Wholesalers and their cus- 
tomers, we have created two new territories. One 


Tennessee 
Alabama 


Representative to operate out of ATLANTA, GEORGIA 


Oklahoma 


Colorado 


Representative to operate out of DaLias, TEXAS 


We invite applications from seasoned 
salesmen, experienced in the Jewelry 
field. Full particulars as to age, per- 
sonal history, past associations, earn- 
ings and references, together with a re- 
cent photograph are requested. Posi- 
tions open April Ist, 1949. Address 
replies to: 


SPEIDEL CORPORATION 


c/o Paul Levinger. Vice-President 
P. O. BOX 957 
PROVIDENCE, RHODE ISLAND 
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Engraving Through the Ages 


When Mrs. Jones asks you to put her name on her 
compact, maybe she doesn’t know it but she’s rubbing 
shoulders with history—over 7000 years of history! 

The Egyptian genius who squatted in front of a piece 
of stone back in 5000 B.C. really started something 
when he took crude implements in hand and laboriously 
chiseled out the first Lunar calendar. Not only does 


VI SN Sees eee 
ie eae 
te ge 


a 


4 Me , So aor 
ie Sasa im es 
ge 





Old woodcut shows a shop where art of engraving was prac- 


ticed in the Middle Ages. 


Mrs. Jones have him to thank for pioneering her per- 
sonalized powder dispenser but today’s engraver, too, 
owes a debt to this anonymous craftsman and his fellow- 
gravers who started with hieroglyphics and ultimately 
refined the art and science of engraving. 


Today’s jeweler is perhaps just a little too enmeshed jy 
the complexities of retailing to care how the world would 
have progressed had not the Egyptians chosen to identify 
their arts with inscriptions, including the famous gold 
throne of King Tutankhamen. The Egyptians used the 
ancient gravers’ tool to engrave more material objects, 
Truly the forerunner of much of today’s engraving crafts. 
manship, jewelry of silver and gold were covered with 
symbolic inscriptions. The Egyptians used scarabs op 
much of their jewelry, engraving symbolic lotus flowers 
and adding hieroglyphics to tell the story. Such scarahs 
were mounted on rings and worked into gold settings, 
Reflecting upon history, one wonders if some day an 
expedition will uncover a ring from old Tutankhamen 
suitably engraved: “From Tut to Tillie . . . with Love,” 

One of the first impressive instances of engraving was 
the Exodus on which was engraved “Holy to the Lord.” 
The rich temple furnishings of gold and silver were 
beautifully engraved by master craftsmen who inscribed 
the holy messages of the Israelites—the same holy words 
that later appeared in the Bible. 

In Persia, centuries ago, artisans engraved their kings’ 
heads on coins. And among the great achievements of 
early engraving are the exquisite cups and vases from 
Rhodes which bear beautifully engraved Greek inscrip- 
tions on the fine silver work of these masterpieces. 

A further example of early engraving’s progress is the 
famous pin of silver which was found in Argolis and dedi- 
cated to Hera—baring the inscription in Greek, “I am 
Hera’s.” 








STONE 





31 WEST 47TH ST. 





We Want to Add to Our Organization 
THREE SALESMEN 


WITH PROVEN EARNING POWER TO 
SELL WELL RATED RETAIL JEWELERS 





COMPLETE BUNCH RING LINE 
LOOSE DIAMONDS. 

SET RINGS 

POPULAR PRICED WATCHES 


All Applications Will Be Held in Strictest Confidence 


SAMUEL PLATZER CO., 


NEW YORK 19, N. Y. 


INC. 


PLAZA 7-3590-1-2 
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From religion, to jewelry and battle symbols, engrav- 
‘ng was used to convey all the sentiments of the Old World. 
In the Sixteenth Century, the engravers began to denote on 
metal the heraldic colors of their patrons’ shield. This. 
too, is the period where engraved monograms flourished 
on signet rings. Just as today’s jeweler is asked to gratify 
his customers’ feeling for “personalizing,” the desire for 
‘Jentification existed even in those days. Records show 
that owners often consulted engravers regarding styles of 
lettering and ornamentation. 

The progress of engraving most assuredly did not stop 
with the coming of the present-day jewelry industry. 
Demand for engraving, as every jeweler knows, has never 
been more exacting nor has the volume ever been as great. 
Jewelers have been hard-put to keep pace with the growing 
importance of this ancient art. When time permits, to- 
day’s hand engravers are still capable of enjoying the 
reputation of craftsmanship. But the old order changeth. 
The horse-drawn carriage has given way to the con- 
vertible. Television has taken the place of the music box. 
And the machine has taken its position in engraving, too. 

Never before has promptness played so important a 
part in engraving. So it is that today’s jeweler leans more 
and more toward ‘the portable engraving machine. For 
this piece of equipment speeds up engraving many-fold. 





Henry Ford repaired over 200 watches before he was 
twelve years old. Later, as an apprenticed machinist, he 
worked nightly for a jeweler. 


Sales by ‘Phone 


(From page 134) 


The basic elements in the Bartz & King telephone pro- 
cedure is as follows: 


First, never call a customer unless you are thoroughly 
aware of his or her tastes. Some persons prefer rubies 
rather than emeralds, others will take only diamonds and 
so on. The prime function of their shop is to fill wants, 
not to change individual tastes, Bartz & King believe. 


Second, dial that phone only when you have some- 
thing concrete to offer. On one occasion the store spent 
four months looking for a pair of diamond pear! clips 
that-a customer particularly desired. When the goods 
finally arrived, the phone call confirmed the order. Gen- 
eralizing over the wire may only result in leaving the 
customer up in the air with nothing accomplished. 

Third, take a personal interest in the jewelry problems 
of your clients. This entails experience built up over the 
years to match the preferences of the trade, but once 
acquired it is a sales builder which can hardly be matched. 

Fourth, take advantage of a particular occasion around 
which to build your call. Anniversaries, commencements, 
holidays and other events often provide a good excuse 
for a gift to fit in with that timely peg. 

Fifth, use the telephone extensively to build up volume 
during slack seasons such as the summer months or 











BEAL 


hese modernly fashioned Church creations, 
of 14K yellow gold with cultured pearls 
and genuine blue sapphires, are but two 
of many lovely and beautiful brooch 
designs now available. 


FOR JANUARY, 1949 


ee 






179 








We Specialize in 
SYNTHETIC STONES 


ALL COLORS : ALL SIZES : IN THESE SHAPES 


fee | I< OO) 
Pew) yO A [VG 


CUT: French Cut, Buff Top, Cabochon, Paramount 


Delivery for Specials - 3 days 


We Cut into Your Ring or Bezel 
* 


HENRY 


LAPIDARY, INC. 


LOO WEST 45"%"3s1!. 


NEV YORK 16.N.Y. PHONE: BR 9- 2470 











assure yourself 
of a successful 
business career— 


yogic! Iastites, . 
ocr" Fa 


The Diploma awarded you upon your 

successful completion of the series of 

four GIA Correspondence Courses 

(fascinating as well as practical) 

is recognized internationally as proof 

of your superior gemological knowl- 
edge. Write for details today! 


Students Write Spontaneous Letters 


“The well-planned cur- 
riculum provides a 
needed training that 
embraces all the salient 
features of the jewelry 
profession.” 















“Wouldn't stop now for 
anything. This is really 
amazing. Never thought 
any subject could be so 
interesting.” 


EASTERN HEADQUARTERS—5 E. 47th ST., NEW YORK 17 





> 


t no cost or obligation to me, send me a FREE illus- 
rated booklet and details. 

Check if 
NAME__ ~ met 


ADDRESS 
CITY ZONE __ STATE 
JCK 149 


eIAOLOGICAL INSTITUTE OF AMERICA 
m1 SO. ALEXANDRIA AVENUE, LOS ANGELES 5 
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shortly after the first of the year. Bartz & King haye 
obtained a lot of Christmas season orders by contactin 
their clients months in advance, offering suggestions 7 
an attractive brooch to go with a necklace the customer 
already has bought or some other appropriate idea. Some. 
times they place an order with a wife without the hus: 
band’s knowledge or vice versa. 

Sixth, pick a time to call which is best suited to the 
needs of your clients. For instance, a man can be reached 
at his place of business almost any hour during the work. 
ing day, but with women it is not that easy. It is not 
advisable to phone the ladies before 11 a. m. or after 
3 p. m. Sometime during that period they have com. 
pleted their preparations for the day and have not yet 
left to go shopping or on other duties. 

Seventh and last step, make a careful notation of the 
results of the call. Sales may result from it months later. 
If no direct order is obtained then and there, sometimes 
the jeweler will glean some valuable information on his 
customer’s preferences which he would not have known 
otherwise. When in conversation over the phone, a 
woman may suddenly recall that she needs a certain type 
of necklace. It took the store some time to locate that 
necklace, but when it arrived the sale was only a formality. 


DON'T RUSH SALE 


Never hurry, never force an order is the Bartz & King 
credo and they find that this attitude pays off. 

Fitting hand in glove with this procedurue is a careful 
preparation to pave the way for the call. A filing system 
in which to record not only names and addresses, but 
data on past sales, preferences, and essential dates affect- 
ing that person is necessary. On these individuualized 
cards are also recorded the customer’s reaction when the 
calls were made, notes on when to call again, and similar 
useful information. ; 

To further supplement the telephone, Bartz & King use 
the mails liberally, sending out personal letters, none of 
which are of the stereotyped form variety. Each is signed 
by either of the partners whose customer happens to be 
their own personal account and who is best known to 
them. These letters are chatty and informal and are built 
around a definite item which the store happens to know 
that the recipient is or may be interested in. 

Personalized gift cards for telephone orders are used 
extensively. These cards are sent out with gifts to a recipi- 
ent sometimes hundreds of miles away. The customer 
often will inform the store of how much she intends to 
spend, relies on the jeweler to select an appropriate gift 
and sometimes will not see the purchase until several 
months later. 

To satisfy requirements immediately, a designer, John 
F. Shaw, Jr., is always present to create individualized 
requests given over the phone. The designing department 
is located in the rear of the shop, separated by a patti- 
tion. Besides the designer’s desk this section contains 
polishing and cleaning equipment, office space and some 
reserve stock. 

The intimate physical appearance of this shop is in 
conformity with the management’s merchandising policy 
of treating each customer as an honored guest, regardless 
of his or her purchasing capacity. Instead of a long 
narrow layout with plenty of floor showcases as is com- 
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mon in most establishments, Bartz & King resembles 
, salon. In the rear is a settee on which a customer can 
take her ease before a coffee table always filled with 
fresh flowers. The all-visual front serves as its own 
window. 

These comparatively small quarters with their distinc- 
tive esthetic atmosphere is a highly contributing factor 
‘, making clients comfortable and conducive toward the 
inspection of fastidious gem creations. 

Even the trays presented for approval are in keeping 
with this atmosphere of gentility. They, too, are indi- 
yidualized by partitions in which each item is set off by 
‘tself to make them more distinctive. Just as much care 
is spent in the preparation of the expensive goods as in 
those of lesser qualities. The store believes the lower 
priced merchandise means just as much to a customer 
in the market for them as those in the higher income 
brackets. 

All of which explains why Bartz & King have risen to 
the forefront among jewelers in the Nation’s Capitol, a 
highly competitive market, in less than a year’s time. 
They brought to their establishment about 25 years of 
experience each with other prominent jewelry firms in 
Washington and pooled their common knowledge into 
a business which has demonstrated that selective and 
carefully planned promotion pays off. 





Finger bowls were originated by the Greeks who, lack- 
ing modern plumbing facilities, placed them on the table 
to wash their hands in before and after eating. 


Ring Volume 


(From page 136) 


paragraph read and it materially improves the appear- 
ance of the layout. We use plenty of illustrations, with a 
definite policy that these must be actual photographs or 
drawings from a piece of merchandise actually in our 
stock. 

“We include the price with each item advertised, 
although we do not promote prices as such. Only once 
each year, right after the first of the year, do we ever have 
a price promotion and that is on non fair trade mer- 
chandise or damaged goods. This keeps our stock clean 
and gives the public a price advantage on these items. 
When prices are included, we set the figure to include 
taxes so that the interested prospect knows exactly how 
much he will have to pay. In this way the customer is 
never disappointed to find that the item he has selected 
from our advertising will really cost him considerably 
more than he had planned. It builds confidence and estab- 
lishes better public relations. 

“Our ring department receives about 75 per cent of our 
annual advertising budget, which amounts to a consider- 
able outlay. We spend freely on good art work and em- 
ploy an advertising agency to handle the copy. Ads some- 
times feature one particular ring, at other times three or 
more if the space is large. Each ad features definite items. 
priced and described.” 

Baird-North uses a large amount of newspaper space, 






























THE HERSCHEDE HALL CLOCK COMPANY, CINCINNATI 6, OHIO 
NEW YORK OFFICE: 37 West 47th Street @ CHICAGO SHOWROOM: 1422 Merchandise Mart 
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Both cases and movements are made completely by Herschede 
— creators of fine chime clocks for over three generations. 


No. 247 is illustrated. 
Magnificently designed 
Honduras mahogany 
case is 874%,” high. 
Westminster chimes on 
five tubular bells. 


Your request will 
bring a catalog 
showing the many 
notable designs. 
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DIAMOND 











COMPLETE LINE |) | 
OF ALL FINEST |) | | 
MAKES 


LARGEST 
DISTRIBUTORS 
IN THE WORLD 


DIAMOND 
JEWELERS 
SUPPLIES 
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I. KASSOY, INC. 


7W. 45th St.,N.Y¥.19,N.Y.U.S.A. ¢ LU 2-3260 


KASSOY Makes Na Compromise uith 2ualily | ~ 
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including 25 full pages in the Providence Sunday Journal 
rotogravure section, 200 line copy in the black and white 
section of that newspaper plus 375 line copy Monda S 
Wednesdays and Fridays in the Providence Evening But 
letin. On Sundays when full pages are not used jp the 
rotogravure section, smaller sized copy is used, makin 
this section a weekly medium for the store. ' 


This combination of Sunday and evening newspaper 
reaches the entire State and surrounding shopping areas 
in Massachusetts and Connecticut. The evening news. 
paper concentrates on the Metropolitan Providence mar. 
ket and goes to many in the urban areas while the Sunday 
edition covers this market and additionally the outlying 
cities and towns which are untouched by the evening ine 


Radio advertising is used six days a week, and is broad. 
cast over all Providence and Pawtucket stations in turn, 
These are one minute spots, devoted mainly to rings, 
broadcast at different times between 5:30 and 8:30 P, M. 
on a schedule that affords up to 16 spots each week. 

Commercials often take this tack: “Don’t buy your dia- 
mond ring from anybody but an established, reputable 
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Advantage From Adversity 





“We're All Broken Up! 


We would like the person (or persons) 
who broke into our window and “helped 
themselves” to a tray of “Art Carved 
rings. by J. R. Woods to know that their 
taste in jewelry is indeed the finest. 


it must have been a terrible temptation to 
resist these rings with their distinctive 
styling and fine workmanship which is 
found only in “Art-Carved” wedding rings. 


We don’t blame you for leaving everything 
else and taking only what you did, but we 
do mind the manner in which it was done. 
Nevertheless, we will uphold our long- 
standing policy to size every ring that 
goes out of our store (whether through 
the window or the door). 


But confidentially, how many wedding 
rings can one man POSSIBLY use! 


aN 


S. SHONHOLTZ & SONS 


ROWAN JEWELERS 


2214 BROOKLYN AVE. AN, 3-3818 











This Los Angeles jeweler turned a window-smashing episode to neat 
advantage when he used the above advertisement to cleverly pro- 


mote his featured line of rings. 
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eweler. Throughout the diamond business, Baird-North 
of Providence is known as an outtanding merchant in 
dependable, registered diamonds. Baird-North is at 288 
Westminster Street—credit and budget terms can be ar- 
ranged without any added charge.” | 

Other examples include the following: “If there’s one 
hing you'd better buy from somebody you have con- 
¢dence in, it’s a diamond. Don’t suppose that you can just 
look quickly at a diamond and know exactly what it’s 
worth. That’s a job for experts. And that’s why it makes 

ood sense to say ‘If you're going to buy a dia- 
mond, better go to Baird-North, 288 Westminster Street.’ 
There’s no doubt that they’re true diamond experts. They 
have a collection of diamonds, rubies and emeralds that 
they’ve collected with the utmost care, all carefully chosen, 

‘cked out by real diamond experts. And Baird-North 
gives all the facts about the diamond you buy—its color, 
its cutting, its exact weight and its character. Your cer- 
tificate from Baird-North registers your diamond and 
gives you all those important facts in writing. Baird- 
North, diamond merchants and jewelers for 60 years, is 
at 288 Westminster Street.” 

“Among those who are engaged in the business of deal- 
ing in precious stones, especially diamonds, it is a known 
fact that one of New England’s largest and finest collec- 
tions of carefully chosen diamonds is that of Baird-North, 
jewelers, at 288 Westminster Street, Providence. Very 
few jewelry establishments in this part of the country 
carry a more complete stock of diamonds. And if you 
want visible proof of this fact, just shop Baird-North’s 
show windows where hundreds of beautiful diamonds are 
always on display. There are diamonds from 25 to 5,000 
dollars. A few minutes spent in viewing and comparing 
Baird-North’s window display is a wise preliminary to 
the actual purchase of a diamond. Visit Baird-North, at 
288 Westminster Street, diamond merchants and jew- 
elers for 60 years.” 


USE DIRECT MAIL 


Direct mail advertising is used extensively on a 
schedule of four times a year. Prior to the Christmas 
season each year a complete catalog is mailed to every 
person having an account on their books. This year’s 
book has 32 pages and goes to 19,000 persons. 

Twice a year Baird-North sends out letters to all in- 
active accounts renewing the contact and urging them to 
visit the store. Out of 16,000 mailed recently, the com- 
pany received 485 calls within three days. These mailings 
also provide a means of checking the account list. If no 
response is received after three or four letters, the name 
is removed from the list. 

All advertising features the Lay-Away Plan whereby 
any item may be selected and put away until wanted. 
When the customer calls for the merchandise, he has a 
choice of paying for it within 30 or 90 days or up to 12 
months, at no additional cost. The percentage of rings 
bought on this Lay-Away Plan is constantly increasing, 
according to Mr. Ronson, although the total percentage 
is not large. 

Rings come in for a valuable space in the company’s 
window displays, since one front space is devoted year- 
round to them. These displays front on one of the most 
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Aisenstein & Gordon Ine. 
712-714 Sansom St. aG Philadelphia 6, Pa. 


Phone: Walnut 2-3995 





e TELECHRON 
ALARM CLOCK 


e TELECHRON 
KITCHEN CLOCK 


# 
DISTRIBUTORS OF 50 FAMOUS LINES 


|. Seeland Watches 26. Marathon Co. 

2. Community Plate 27. Marvella Pearls 

3. 1847 Rogers Bros. 28. Shiman Mfg. Co., Inc. 

4. Wm. Rogers & Sons 29. R. F. Simmons Co. 

5. Tudor Plate 30. Speidel Corp. 

6. Anchor Rogers Sterling 31. Louis Stern Co. 

7. Poole Silver Plate 32. Van Dell Jewelry 

8. Farber Bros. Kromekraft 33. Herschede Hall Clocks 

9. American Queen 34. Ingersoll Clocks & Watches 
10. S. O. Bigney Co. 35. Ingraham Clocks & Watches 
11. Bliss Bros. 36. New Haven Clocks & Watches 
12. Bugbee & Niles Co. 37. Revere Hall and Chime Clocks 
13. Campus Men's Jewelry 38. Telechron Electric Clocks 

14. Carl-Art, Inc. 39. Westclox Clocks & Watches 
15. Carmen Bracelets 40. Ronson Lighters, etc. 

16. Dorson Jewelry 41. Hamilton-Beach Appliances 
17. Deltah Pearls 42. Manning-Bowman Appliances 
18. Excell Mfg. Co. 43. Ekco Pressure Cookers 

19. Finberg Mfg. Co. - 44. Parker Pens 

20. W. E. Hayward Co. 45. Schick Shaver 

21. Irons & Russell Co. 46. Toastmaster Products 

22. Iskin Jewelry 47. Silex Coffee Makers 

23. Jacoby-Bender, Inc. 48. Terry Wallets 

24. Kestenman Bros. Mfg. Co. 49. Rival Appliances 

25. Laguna Pearls 50. Rolls Razors 


@ FINE JEWELRY e DIAMONDS 
@ TOILET WARE 


A Complete Line of Stone Rings ° 





Aisenstein & Gordon Ine. 


712-714 Sansom St. AG Philadelphia 6, Pa. 
& 


Phone: Walnut 2-399 
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SYNTHETIC STONES 


CUT WITH PRECISION & CRAFTSMANSHIP 


PROMPT AND EFFICIENT SERVICE 
IS THE METROPOLITAN GEM POLICY 


ALL SIZES . FACETS - BUFF TOPS - CABOCHONS 


Ruby Cushions 
Garnet Octagons 
Kunzite Ovals 
Alexandrite Antiques 
Blue Sapphire Rounds 
Rose Zircon Pear shapes 


Golden Sapphire Navettes 
W hite Sapphire Barrels 


Blue Spinel Shields 
Peridot Hexagons 
Aquamarine Triangles 
Zircon Fan shapes 
Erinite Ruby Rods 
Tourmaline 










GEM STONE DRILLING—————— 
Stones cut by Metropolitan reflect 
modern manufacturing methods 
that mean more profits for you. 








ETROPOLITAN 
GEM CORPORATION 


12 JOHN STREET © NEW YORK 7, N.Y. 
Digby 9-1523 








ANOTHER BEAUTIFUL 
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POW DER CASE 





THE WADSWORTH WATCH CASE CO., INC., DAYTON, KY. 








SFouttds 


GRENCHEN (SuISSE) 


Fouts WATCH AGENCY 





93 Nassau Street * New York 7, N. 
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PEARL NECKLACES IN ALL SIZES 
UNDRILLED ASSORTMENTS 
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PEARL EARRINGS IN VARIOUS PRICE RANGES 


ORDERS ACCEPTED, IMMEDIATE DELIVERY 
LEONARD ROSENTHAL, INC. 


Formerly of Paris 


es 
ve 


608 FIFTH AVE.,NEW YORK 20, N. Y. (.3 


C9 Cable address: LEQOROSTHAL rh 
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EXCEL THE COLORS OF THE RAINBOW 


MANNING OPAL CORPORATION 


22 West 48th Street, New York 
Phone: Plaza 7-0622 
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valuable retail rental streets in the city and are seen daily 
by thousands of pedestrians. | 

Inside the store diamond rings are located at the 
‘immediate left of the main entrance. While only a limited 
stock is on display, most of the rings are in trays in- 
dexed and grouped according to price range. Birthstone 
and fraternal rings are shown about middle way of the 
store, adjoining the watch department. 





“The Things People Want” 


That’s the title of a recently produced sales training 
film put out by the Jam Handy Organization, 2821 E. 
Grand Blvd., Detroit, Mich., and designed for use by jew- 
elers as a Visual aid in training their sales personnel. 

This motion picture is based upon long practical ex- 
yerience in many lines of business, and in holding thou- 
sands of sales meetings in which visual aids have played 
a part. It can be used to retrain older men, to indoctrinate 
new ones, and as a “refresher.” It is intended to bring 
something in the way of powerful selling aids into the 
visual library of the employer who may, perhaps, use 





A stil from sales training film "The Things People Want." 


more than one training media or technique. To it the 
employer may add any material which has to do with his 
own particular policies, customs and product either in the 
form of talks, printed study material or other aids. It is 
primarily designed to establish the vital importance, in 
today’s markets, of product knowledge, a “four step” 
selling plan, and selling six basic buyers’ requirements. 
The film is of the inspirational type, made in full profes- 
sional quality. 

Sequences are as follows: 

Setting Up the Situation: “This picture is about people! 
... people who buy and people whi sell in a competitive 
market.” Introduced is a young salesman, new on the job, 
but pretty sure of himself and a sales manager, deter- 
mined to get the salesman thinking down the right track. 

The Importance of Product Knowledge: The salesman 
sets up his awareness of this by citing from his own ex- 
perience as a customer. The camera, flashing back, takes 
us through this experience with him. 

The Four-Step Sales: Mlustrated by sales manager, who 
shows the audience, through his office window, demonstra- 
tions of each step in action. The salesman summarizes 
and shows his grasp of these principles. 











The Rules for Handling People: The salesman shows | 
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A Tiny Hook Holds 
The Rings Firmly To- 
gether and Swings Out 
of the Way When Rings 


Are worn Seperately. 


“Embrasets 
Require No Special 
Tools, No Instructions: 
May Be Set and Sized 
Like Ordinary Rings. 


PAT. APPLIED FOR > 






Manufacturers 
to the Wholesale Trade 


A Complete Line Of 
QUALITY RING MOUNTINGS 


MIDWESTERN REPRESENTATIVE 
J. L. MILLER 
29E. Madison Street 








Chicago, Ill. 
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Traditional Trilsch See 
craftsmanship consistently “= 
promotes the sale of fine 
jewelry. Creators of boxes 
for manufacturers, 
wholesalers and retailers EE: 
since 1888. PROMPT =» - ) @ Ste 
DELIVERY. * 





SEND FOR _ 
COMPLETE CATALOG 


OSCAR TRILSCH COMPANY 


l8th AVENUE, WHITESTONE, N. Y., TELEPHONE FL 9-2365 
SALES OFFICE: 366 FIFTH AVENUE, N. Y. 1,N. Y., TEL! LO 4-3328 
«sada ATIVES: Los Angeles, Cal.: A. 148 S. Hill Sc., 


J. Luckman, 
Colo.: Mullen & Johnson. 
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SHRINE BUTTON _ ff 

of Solid Platinum 

set with the 

FINEST QUALITY DIAMONDS 

, 
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Diamond Shrine Buttons p 
from $13.00 to $300.00 Keystone 









8A ROSE ST. NEWARK 8, N. J. 
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SALESMAN 


An old, well established watch case manu- 
facturer can use the services of a progres- 
sive executive watch case engineer for 
their sales division. . 

This individual must be acquainted with 
modern methods of designing, modeling 








and manufacturing of watch cases. 


A personal acquaintance with American 
watch manufacturers and Swiss importers 
would be very desirable. 

Splendid opportunity, salary open. En- 


close photo with complete résumé. 


Box "A., 2215,"" care 
JEWELERS' CIRCULAR-KEYSTONE 
100 E. 42nd St., New York 17, N. Y. 
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Sell School Rings 
and Class Pins! 


Develop the scholastic trade 
in your vicinity by featuring 
our complete line of gram- 
mar school and high school 
jewelry. These customers are 
your future potential buyers 
of watches and diamond rings. 
Send for our catalog. 





Samples sent on memo 


METAL ARTS CO., Inc. 


Dept. 40 Rochester, N. Y. 














Sizes from 1-64 
always in stock. In 
half sizes from 1-10. 
None genuine unless 
stamped JE VIN on 
face. Stocked by lead- 


ing material dealers. 


No. 
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his keenness by illustrating the rules. 

Introduction to the Six Buyers’ Requirements: Sales 
manager delivers a sledge-hammer blow at the salesman s 
cocksureness. “Yes, that’s all important . . . but you've 
missed one of the most important points of all . . . what do 
people really want.” | | | 

The Six Requirements: Off-stage voice brings to life, 
through photographic symbolism, the Six Buyers’ Require- 
ments—Wwhat they are—how important they are in selling. 

The Rules in Use: In selling situations, the off-stage 
voice points up how good salesmen use everything at their 
command—product knowledge; the rules for handling 
people; the four-step sale—at the one job of “finding out 
what a prospect’s requirements are—and then proving 
that their product has it!” 

Conclusion: The salesman “gets the word.” 

For information regarding the availability of this mo- 
tion picture write either to Jack C. Coffey, Room 234, 205 
W. Wacker Drive, Chicago, IIl., or to The Jam Handy 
Organization, 2821 EK. Grand Blvd., Detroit, Michigan. 





Platinum and the Jewelry Industry 
by SIDNEY COHN, President 


Secon Metals Corporation 


Platinum users in the American jewelry industry were 
among the first to feel the sharp curtailment of material 
needed for World War II. However, the emergency high- 
lighted the important role of the jewelry industry in the 
development of our platinum resources. The adequate 
quantity of platinum on hand for diversion to war needs 
was due in no small measure to the peace time demand 
created by the jewelry industry. 

The table below shows the amount of platinum used in 
the United States by the jewelry industry as compared to 
that used by all other industries combined. It was not 
until 1918 that the annual platinum reports of the U. S. 
Department of the Interior classified consumption by in- 
dustries. This table shows that the jewelry industry ac- 
counted for the greatest percentage of the total consump- 
tion of platinum except in time of war. It also demon- 
strates the record of the jewelry industry in sacrificing its 
use of platinum during World War II. 

As this table illustrates, the jewelry industry has been 
a significant factor in the consumption of platinum and 
thus is one of the important mainstays of our platinum 
refining and processing facilities. 


ANNUAL CONSUMPTION OF PLATINUM IN THE UNITED STATES 
(Troy Ounces) 


% of Total % of Total 
Total Consumed by Total Consumed by 

Con- Jewelry Con- Jewelry 

Year sumption Industry Year sumption Industry 
1918 100,810 13.6 1933 76,193 54.1 
1919 133,680 61.6 1934 61,134 53.9 
1920 123,054 62.6 1935 87,652 64.2 
1921 151,077 66.8 1936 112,447 45.3 
1922 156,838 75.6 1937 95,951 51.9 
1923 152,376 69.3 1938 87,568 51.0 
1924 130,350 66.9 1939 100,226 47.2 
1925 137,345 67.7 1940 122,978 41.7 
1926 138,849 61.8 1941 190,075 34.8 
1927 122,631 70.2 1942 269,176 24.7 
1928 149,674 62.5 1943 344,719 1.3 
1929 145,330 57.8 1944 275,648 1.5 
1930 83,486 53.6 1945 336,851 24.1 
1931 76,990 53.7 1946 234,479 61.4 
1932 54,568 61.7 1947 223,450 51.8 
(6 mos.) 1948 90,466 45.5 
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Uffeccnt from all other silter 


WALLACE’S “THIRD DIMENSION BEAUTY” designs differ from all 
others you have ever seen. The imagination of a great designer, 
William S. Warren, translated the masterful technique of full- 
formed sculpture into the art of silvercrafting and produced designs 
of timeless appeal. Wallace Sterling, like sculpture, has “Third 


Dimension Beauty”... beauty in front, beauty in profile. beauty 


in back. 


ONLY IN WALLACE STERLING will you find this “Third Dimension 
Beauty”... this loveliness from every possible perspective. Wal- 
lace’s “Third Dimension Beauty” designs include Grand Colonial, 


Stradivari, Sir Christopher, Grande Baroque and Rose Point. 


WALLINGFORD. CONNECTICUT 
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by R. W. CORRIGAN 


as wanis to sell diamonds—and 
isn’t that fact alone enough reason to select a different line 
as a specialty? The choice of silver, with its long tradi- 
tion of craftsmanship, usefulness and “sterling” value, 
reaching all the way back into Colonial days, is also a 
decision in favor of a stock which has risen only very 
slightly (if at all!) in price since 1942. Can the jeweler 
be sure that to choose silver as his main line is to play 
for stability? 
That was the question faced by Greer and Aleci of 
Bradford, Pa., on starting their own business four years 
ago. They had some ideas about it, and they undertook 
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Personnel of the Greer and Aleci 
firm in Bradford, Pa. The firm 
decided, when starting business, 
to concentrate on selling silver, 


"Silver Notes," Greer and Aleci's 
house organ, goes to 5,000 se- 
lected names each month. It con- 
sists of one-third advertising and 
two-thirds articles, cartoons, etc. 
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to try them out. A summary of their experience should 
make their conclusions clear. 

As debated then by John L. Greer, after association for 
25 years in the jewelry business in Bradford with H. R. 
Rogalsky (until the death of the latter), and by E. 5. 
Aleci, also with previous jewelry experience and a student 
of the Gemological Institute of America, the problem of 
a specialty shaped up something like this: 

Diamonds: Large unit sales, good demand, fine profit 
margin, few repeats, little service possibility. 

Silver: Smaller unit sales, smaller profit margin, many 
repeats building up to comparable dollar unit sales and 
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equal total volume, good service prospect, many more 
people drawn into the store. 

Greer and Aleci looked at the situation from all angles 
and decided to concentrate on silver. Accordingly, they 
picked a corner location at Chestnut and Main Streets, 
which is the shopping center of Bradford, and opened 
with a wide variety of patterns of many manufacturers. 
Wall cases and aisle counters were arranged to permit 
customers to draw out trays or take individual large 
pieces in hand for inspection at will. 

The store had been previously occupied by a jewelry 
business, and is in the heart of the shopping district. The 
Main Street show window featured silver, displayed in 





the Aleci taste and manner and all replaced regularly 
twice each week. The Chestnut Street window carried 
supplementary displays in harmony with the front, 
whether more silver or crystal or porcelain, and of course 
was changed at the same time. 

Active promotion was undertaken by consistent news- 
paper advertising, and a later addition was the circulation 
of the store’s own news sheet. This paper, well printed in 
tabloid form under the title “Silver Notes,” carries cos- 
tume items for teen-agers, cooking notes for the house- 
wife, sports news and jewelry hints for men, a fiction 
serial, cartoons and brief notes for silver care. About 
one-third of the space is used for advertising cuts. 

The paper now goes to 5,000 select names each month, 
the mailing list being frequently revised in the light of 
the partners’ knowledge of their clientele. They personally 
see to the distribution by checking the listings. 

Greer and Aleci also subscribe for the “Welcome 
Wagon” service, marking all recorded births in the com- 
munity with gifts for the infant. Their usual contribution 
is a silver rattle or, occasionally, a baby ring. 

The business has run from the beginning in the pro- 
portion of about 75 per cent cash or end-of-month straight 
credit, and about 25 per cent “budget” or installment 
credit. Silver, the house’s specialty, accounts for prac- 
tically 65 per cent of this total. 

A budget feature is the “Silver €lub,” through which 
$22.50 place settings are marketed at $2 down and a 
dollar a week. The Greer and Aleci formula for this in- 
cludes a higher down payment and higher weekly install- 
ments than is the rule for similar club plans elsewhere, 
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but they have found that their method brings in a syff. 
cient total of new business at the higher figures. They also 
readily clear the accounts that way. These small deals 
build up very consistently to important sales both in silver 
and in various jewelry items. 

It is noteworthy that in the first three months of opera. 
tion the “Silver Club” set up 110 new accounts for the 
business. 

That matter of building up from small initial sales is 
to be sure, an important feature of the silver specializing 
routine. It is a well-established practice for the owner of 
a single small piece of hollow- or flatware to match it with 
one or more others at the first opportunity, and this habit 


With sales of silverware account- 
ing for approximately 65 per cent 
of the firm's annual volume, it 
is not surprising that one window 
display always features silver. 


once established is likely to continue for a lifetime. Fur- 
ther, when one member of a family has begun a silver 
collection, that is apt to be extended to other members 
who take it up for themselves, or who receive gifts of 
silver from the first collector. The idea, in short, snow- 
balls. 

An additional source of recurrent business for Greer 
and Aleci lies in the demand for athletic trophies, a de- 
mand which naturally seeks the silversmith. Besides the 
specially prepared trophies, one of which is the Kendall 
Refining Company’s plaque for the Cleveland Air Races, 
the firm has found an outlet for sterling goblets, gold 
washed inside, which with suitable engraving make very 
desirable golf, track and other championship awards. 

Christmas business has not run notably out of prepor- 
tion in this dealership. It is consistently about 50 per 
cent above the average for the other months of the year, 
and is practically standardized there. The gem business 
of the firm may at this season move toward a lead in the 
volume, but it is usually no more than about 25 per cent 
of the total. Star sapphires make up an important part of 
the percentage, as well as diamonds and other stones. 

In the field of service mentioned above, one special 
facility of this house grows out of the availability in Brad- 
ford of an artist who is also a silversmith. Hubert S. 
Randall, teacher and practising artist, is also a designer 
and fabricator in metals. By calling on him when occa- 
sion arises, it is possible for Greer and Aleci to turn out 
on order any sort of object of art such as dinner rings, 
bracelets or settings to individual taste in silver or gold. 

(Please turn to page 209) 
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Active Patterns in SILVER PLATE 


Number following name of pattern indi- Compiled and published b 
cates maker. For key see table at right. KEYSTONE as an insert 


Astrid Cavalcade Cavalier Concerto Coronation Danish Princess 
—4 4 2 —4 —) on) 





Fantasy First Love Fortune Gardenia Invitation King Edward Lady Caroline Lady Hamilto 
—8 —6 —8 —5 —2 —4 —? _ 


SILVER PLATED FLATWARE—as of January |, 1949 


Compiled and published by THE JEWELERS' CIRCULAR- Illustrations show patterns in approximately 
KEYSTONE as an insert in its issue of January, 1949 four-fifths actual size of the teaspoons. 





Key to Makers of Plated Flatware Patterns 
Shown on These Pages 


Key 

Number Name of Manufacturer Address 
Community Plate, Oneida, Ltd. Oneida, N. Y. 
The Gorham Co. Providence, R. I. 
Holmes & Edwards, International Silver Co. Meriden, Conn. 
National Silver Co. New York, N. Y. 
Wm. Rogers & Son, International Silver Co. Meriden, Conn. 
1847 Rogers Bros., International Silver Co. Meriden, Conn. 
1881 (R) Rogers (R), Oneida, Ltd. Oneida, N. Y. 
Tudor Plate, Oneida, Ltd. Oneida, N. Y. 


The number following the name of each pattern in the plates on these pages is 
the key number of its manufacturer and precedes the manufacturer’s name in the 
above table. 


This showing of patterns is copyrighted by The Jewelers’ Circular-Keystone and may not be reproduced 
without permission. 











Coronation Danish Princess 
—!| 3 


Lady Hamilton Lovely Lady Morning Star Narcissus Plantation Remembrance Sweet Briar 
—A4 —? | —3 —!| 4 —/] bt —8 --7 
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King Edward Lady Caroline 





JU-A’S Annual 
Plated Katware Index 


—_ its annual plated flatware index, THE JEWELERS’ CIRCULAR- 
KEYSTONE presents a complete display of patterns of jewelry store quality 
currently being produced by the leading silverware manufacturers in the 
United States. 


Wartime and post-war silver shortages and production problems made 
presentation of this index impractical between 1943 and 1948. However, during 
the past year many manufacturers have not only reinstated a number of 
standard patterns but, in addition, introduced new ones as well. Consequently, 
appearance of the index at this time should be extremely helpful in enabling 
retail jewelers to determine whether or not a specific pattern of plated flatware 
is currently available. 

Twenty-nine patterns are reported in current production by manufacturers 
of plated flatware, and they are illustrated, together with identifying symbols, 
on the gate-fold page in back of this text. 

Naturally, only goods of standard jewelry store grades are shown. Promo- 
tional, premium, and hotel and restaurant lines have not been included in 
this index. 
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“TINY TOT TREASURES” 
Sterling Creations by tale 
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NATIONAL SILVER COMPANY 
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magnificent new rose pattern 


lu Kio 


King Edward Silverplate maintains its leadership 











with a distinguished new pattern. Moss Rose is 
your popular-priced answer to a growing demand 
for floral patterns. Here at last is a handsome 

new pattern within the budget of the greatest 


number of your customers. 








Like all patterns in King Edward Silverplate, Moss 
Rose will be available in five different services for 6,8 
and 12... plus as many as 30 open stock pieces! 

And remember, King Edward Silverplate carries 


an unlimited service guarantee. 





NATIONAL ADVERTISING IN LIFE, GOOD HOUSEKEEPING, 
True Story, True Confessions, Modern Romances and 

True Romance will introduce Moss Rose to almost every 
customer who comes into your store. Sales-making 
promotional material is yours for the asking. 

Prepare now to tie in with this big campaign to get 


your big share of volume sales! 


KING EDWARD exouisitre SILVERPLATE 


“the popular priced silvenplate with the high preed Cook,” 




















e SAN FRANCISCO * PORTLAND (ORE.) * SEATTLE 
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An interior with clean lines 
and modern appearance is the 
result of extensive remodeling 
of the store. Displays pre- 
sent a neat and uncrowded 
appearance in modern cases. 





Opening Day ‘Specials’ a 





Draw Buying Crowds to Store 


Instead of give-aways which they felt would attract people who are 


not potential customers. this Tucson, Arizona, store held opening 


day sale of specially-priced merehandise and crowded their store. 


Corner location of store permits a wide battery of 
display windows along two streets. Wide, inviting 
corner entrance make store a standout in the city. 
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by G. R. LOWEN 


RAND opening wizardry as formulated by Crescent 
Jewelers, after a fall modernization, still has 
tongues in Tucson, Arizona, wagging. 

Remodeling in the modern manner, with a setting 
which is the last word frem the standpoints of beauty, 
utility and convenience, the problem confronting William 
H. Horwitz, owner, was to stage a reopening that would 
induce large numbers of residents to attend, give fresh 
advertising for the store, and perk up business. 

In the final analysis, the astute young merchant scored 
with opening day finesse,in which he threw all of the 
standard ideas, including contests, give-aways, and other 
forms of ballyhoo, out the window. He figured the affair 
had to be something different, and it was. 

“Trouble with giveaways,” confides Mr. Horwitz, “is 
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BOSTON 


GIFT SHOW 
PARKER HOUSE, BOSTON 
January 17-21, 1949 




















Booths 344-346 Room 440 
CHICAGO NEW YORK STATE 
GIFT SHOW GIFT SHOW 


PALMER HOUSE, CHICAGO 
Jan. 31-Feb. 11, 1949 
Room 961 


HOTEL STATLER, BUFFALO 
February 6-10, 1949 
Room 306 













KEYSTONE SILTER IN 


SHOWROOMS 


NEW YORK. . . 303 FIFTH AVENUE 
CHICAGO . . . 209 S, STATE STREET ik 
LOS ANGELES . . . 712 S. OLIVE ST. BK 
SEATTLE .. . 2028 SECOND AVE. 
DALLAS... . SANTE FE BUILDING 
SAN FRANCISCO . 1355 MARKET ST. 
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NO. 113P 
COCKTAIL TRAY 
29” X 12” 


Faithful reproductions of 
authentic Sheffield patterns 
distinguished by superior 
design and workmanship. 


Masterpieces, backed by a repu- 
tation for quality maintained for 
more than half a century. Ask 
for information on the SILVER 
BY SACKS LINE..... 


All Items are silver on copper. 


H. SACKS & SONS | 


BROOKLINE, MASS. 


712 So. Olive St. 
LOS ANGELES 
1516 Merchandise Mart 
CHICAGO 


56 W. 47th St. 
NEW YORK 


1355 Market St. 
SAN FRANCISCO 
Santa Fe Bidg. - 2nd Unit 
DALLAS, TEXAS 
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Impulse buying is stimulated in 
store by the large amount of mer- 
chandise displayed in floor and 
wall cases with unobstructed view. 
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Small appliances are an important 
factor in the store's merchandising 
They are arranged in special an- 
gled display case of their own. 
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pletely sold out of all fourteen specials, although the 
lamps, sterling silver console sticks, cigarette sets, ice tea 
spoons, radios and teaspoons were the most popular with 
the buyers. 

“I have heard that the motive behind giveaways at 


that they attract the wrong kind of people to a store. 
People who come to get something free aren't the buying 
type. which destroys the whole purpose of opening pro- 
motions—to draw as many potential buyers in to review 
your setup, and products, as possible.” 





“Our grand opening promotion was beneficial to our 
customers as well as ourselves,” says Mr. Horwitz. ““The 
plan was simple. We offered fourteen outstanding spe- 
cials at either cost or below cost at a three-day and three- 
night open house celebration. We advertised these open- 
ing day specials in well-presented advertisements in local 
papers and boomed the event on the radio. Our opening 
salvo in the preliminary campaign was a one-page layout 
in Tucson’s leading daily in which we announced the re- 
opening, named our Opening Day Bargains, 
illustrations and prices of each item.” 

The result of this Opening Day stunt speaks for itself. 
People loved it. Crowds attending the 3-day event ran 
into the thousands, exceeding even the rosiest dreams of 
the owner. 

Selected for sale at special prices to attract crowds to 
the opening were: A sterling cigarette urn and matching 
ashtray; a radio; a silver-plated water pitcher; silverplate 
set; planter’s lamp; watches; a 4-piece silverplated tea 
service; a pair of sterling silver console sticks, and ice 
tea spoons and teaspoons. 

At the conclusion of the second day the store was com- 


showing 
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Opening day sale was announced with newspaper spread. 


ANNOUNCING THE FORMAL OPENING 
OF TUCSON’S MOST MODERN JEWELRY STORE 


STARTING TOMORROW FOR 3 DAYS-SEPT. 9, 10, 11 
LOWEST CASH PRICES “. rns on srs nr THESE OPENING SPECIALS ON SA 






ON “E-2 CREDIT” THURSDAY - FRIDAY - SATURDAY 
ALL PRICES INCLUDE FED. TAX ° SEPT. Qt - 10 - 11% 
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Metals of Guaranteed Purity 


RUTHENIUM ° 


Kastenhuber & Lehrfeld, Inc.| 


Tel. LUxemburg 2-2320 


PLATINUM -° PALLADIUM 
RHODIUM - OSMIUM 


W. solicit your Sweeps "— 


Filings — Scrap Gold and 














Platinum — Metals 


Your OH Gold Shipments 
WILL RECEIVE 
Special Attention 


























New York 19, N. Y. | 














1 « « Display 
Managers Note: 


Custom built fixtures are too 
costly for many uses. Here is 
custom furniture quality at mass- 
production price! Immediate de- 
livery. Satisfaction guaranteed. 
The greatest dollar value in the 
. Order 


display field .. direct 


from factory. 


BOXED ONE SET PER 
alidgi, (Cen erN aee), 


ole] haa atl en aie), | 
DETAIL 


Compare Costs! 


Cabinet shop prices 
will vary from three 
to nine times our 
low price on a com- 
plete 3-piece set. 


Order Direct from Factory 
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fixtures. 


New, Versatile “Step-Up” Display Set 


Crafted of solid, natural color ee 
beech wood. Finished in satin —— 
lacquer to furniture standards. 
For counter top or interior, 
island, table or window. Har- 
monizes with finest custom 
Priced for mul- 
tiple purchase. SS | <a 






















$4.85 


Per Set 
of Three 






One or More 
Sets Provide 
An Endless 
Variety of 
Arrangements 



















Left: Members of the Roosevelt High School 
Senior Class of 1948 visit "Magic Attic," 
second floor bridal gift galleries of the 
Walter A. Thomas store, at 28 Broad Street. 









Right: Silver display during Thomas’ parti- 
cipation in Silver Parade. The long poster 
presented the pictures of contest winners 
of the city's high schools in a competition 
to determine the most popular senior in city. 





Selling Tomorrow's Customers. Today 


"Teen-age activities of Walter A. Thomas, Atlanta, Ga... centers 


youngsters’ attention on store and lays groundwork for future. 


The store that sells the customers of tomor- by DAVID MARKSTEIN 
row is the store that is laying a firm foundation for a 
continuing prosperity. That's the belief of Walter R. senior classes would be given a Coca-Cola party in the 
‘Thomas, president of the Walter R. Thomas jewelry stores “Magic Attic.” Cookies were served with the Coca-Cola. 
in Atlanta and its trade territory. Mr. Thomas has put his The Atlanta Coca-Cola Bottling Company furnished Coca- 
belief into concrete action, and has done an all-out job of Cola for the entire promotion, gratis. 
selling the customers of tomorrow on the proposition that “At these Coca-Cola parties of the senior classes, the 
the Walter R. Thomas stores are jewelry headquarters in members of the class elected the most popular member 
Atlanta, A novel contest with plenty of punch for the of their group. There were twenty-one high schools, with, 
teen-agers did the trick. of course, twenty-one graduating classes, who attended 
Here’s the way Mr. Thomas tells it: these parties over a period of approximately two months. 
“Briefly, we had the presidents of all the senior classes “Each senior girl who attended these parties was pre- 
of all the high schools of greater Atlanta visit the “Magic sented a sterling silver teaspoon in the pattern of her 
Attic” bridal gift galleries of our Broad Street store. choice. Each senior boy present was presented an Ever- 
These presidents, with Mrs. Gwen Barry, our public rela- sharp ballpoint pen with his name engraved thereon. The 
tions counsel, and Mr. Raleigh Crawford, vice-president senior who was elected the most popular of the class was 
and manager of the Walter R. Thomas, Inc., 28-Broad presented a 17-jewel Harvel watch. 
Street store, planned the promotion. “The grand contest to determine the most popular 
“It was arranged that each week on Friday afternoons high school senior in metropolitan Atlanta was between 
and Saturday mornings, three or more of the high school (Please turn to page 212) 
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/ PLATINUM - IRIDIUM - GOLD - PALLADIUM 
HONESTY 3 ACCURACY 





FOR MOST SATISFACTION 


SEND US YOUR SWEEPS 
FILINGS, SCRAP GOLD AND PLATINUM METALS 


WE SUPPLY TO MANUFACTURERS 
A-FULL-LINE-OF-SETTINGS-AND-SHANKS-IN-ALL-METALS 


REFINERS & SMELTERS 
FOR HALF A CENTURY 


JOSEPH B. COOPER & SON inc. 


26 John Street Phone COrtland 7-0360 _ NEW YORK, N. Y. 


iickok Wee 


The C. W. Hickok tempered @ Exquisitely finished 
DURA... Wrist Watch Band is @ Shock absorbing 
precision made for the Jewelry trade, 

scientifically designed to hold any @ Added watch protection 
wrist watch securely in place. @ Guaranteed by C. W. Hickok 
Comfortable and Practical, 

nothing to get out of order. Has 

adjustable clips to fit any wrist watch. 

Each band packed in a beautiful dis- 

play box with complete instructions 

and guarantee. 


No other METAL WRIST BAND 
has these DISTINCTIVE FEA- 
TURES. 


Distributed through the wholesale 
trade. Order from your jobber. 


—- are : : Your Price RETAILS 
RES | $18 ss $3300 
dow or counter FREE with each EACH J A M ES G. £ LATAU 


two dozen bands ordered. ae LESS 2% | 
(Height 5 inches) oo Sole Sales Agent 


ONE PRICE TO THE JOBBER, ONE PRICE TO THE JEWELER, 2? ©: Madison St., Chicago 2, Ill. 
ONE PRICE TO THE CONSUMER 




















” ne ae th OORRI SSE SE RAI EALL BASIL VOLE SSSI APIELD EA AEE Bat Pai PB A 
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*“How to Operate a Silverware Department: 


by ZELMA BENDURE 


This is a book review—and more. It is an effort to bring to the atten- 

tion of the jeweler the valuable and helpful contents of a compre- 

hensive silverware manual. This manual, just published, represents 

a worthwhile investment for any jeweler who is interested in making 

an intelligent and well planned effort to improve the profits in his 

silverware department. It was written by Miss Zelma Bendure, one 
of the country’s leading merchandising authorities. 


OW nar business should our store do in 
silverware?” That is a question that has been asked by 
many jewelers who have become conscious of the great 
post-war change in the silverware market. 

“What should we do—in sterling, in silverplate, in 
flatware, in hollowware? How much stock should we 
carry?” 

All these questions are raised in the first part of a 
series of 13 reference manuals which are bound in one 
loose-leaf binder and which was recently made available 
by the International Silver Co. 

“These are the questions merchandise managers and 
buyers ask themselves and each other and the questions 
most usually put to silverware manufacturers’ represen- 
tatives. 

“They are the common sense problems which must be 
solved to the best of combined abilities before budgets 
can be made or promotions planned. 

“In the past few years we have heard, “The consumer 
silverware market is changing.’ Today, it can be stated 
definitely, “The silverware market has changed and is 
completely different than in the prewar era’.” 

The above three paragraphs demonstrate the thorough- 
ness with which the entire subject of the silverware 
department is discussed in the new manual which goes 
on to explain that: 

“During the war, the wage level swung upward and 
the number of people in each wage group drastically 
changed—fewer in the low-income bracket and more in 
the higher—and has remained so. The increases in 1947 
over the 1935 to 1939 period were as follows: 

1935-1939 1947 


Income Group 


$5,000 up ........ oo... 45% 10.5% 
$3,000 up to $5,000... 7.5 21.1 
$2,000 up to $3,000 ..... 24.2 28.9 
Under $2,000 ..... 63.8 39.5 








100.0 100.0 


“The statistically minded estimated the amount of ster- 
ling, high-quality plate, and moderately-priced plate that 
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could be sold to those in the various income brackets, 
This can be discarded today, because of the changed 
market. Sterling can be sold to any customer who is 
silverware minded and ready to purchase. It may be 
only a few pieces or a place setting because sterling has 
as much appeal to the school girl who saves her weekly 
allowance and to ‘the butcher’s, the baker’s, or the candle- 
stick maker’s’ daughter as it has to the Junior League 
bride-to-be who may start married life with a complete 
table service of sterling. 

“High-quality silverplate has universal acceptance, and 
lower-priced silverplate is sold to those who do not have 
the money or do not want to spend more than a limited 
amount for silverware.” 

Replete with diagrams and charts which demonstrate 
graphically the points that are explained in the text, this 
manual is thoroughly practical and its story can be easily 
translated by the jeweler and applied in his own particu- 
lar case to the development of merchandising plans which 
will get him a greater share of his community’s silver- 
ware business. 

For example, the manual explains that: 


“It is noted, from records available, that one store in 
a city may have 45 to 50 per cent of its silverware sales 
in sterling. Another store, in the same city, with approx- 
imately the same total store annual volume, catering to 
the same clientele, will have some 25 per cent of the busi- 
ness in sterling as well as lower total silverware sales. It is 
all a result of the store’s approach to the expanded, cur- 
rent silverware market. 

“It is a conservative estimate that total silverware sales 
nationally at retail are $350,000,000 annually. This 
includes sales by department stores, jewelry stores, gift 
shops, mail-order houses, and direct to consumer by 
house-to-house canvassers.” 

Written by Miss Zelma Bendure, author of many books 
and articles on retail store management, the book repre- 
sents exhaustive research by the author. 

A contribution to the entire silverware industry by The 
International Silver Co.. the book is divided into 12 
manuals, each of which is replete with ideas, plans and 
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methods for improving the operation of a silverware 


department in a jewelry store. 
The 12 manuals are: 
Silverware Market and Sales Kstimates. 
Silverware Merchandise Plans. 
Silverware Model Stocks. 
Silverware Unit Stock Control. 
International’s Silver Company. 
Physical Aspects of the Silverware Department. 
Planning Sales to Promote Silverware. 
Advertising to Promote Silverware. 
Displaying to Promote Silverware. 
10. The Silverware Personnel. 
11. Modern Selling of Silverware—The Sales Manual. 
12. Silverware Merchandising Training Course. 
13. Reference Manual. 


Perr 


CPN 


Miss Bendure, as a result of long and varied merchan- 
dising experience and her recent studies of silverware 
merchandising, firmly believes that increased sales of 
silverware can be obtained by virtually all stores through 
sound and aggressive merchandising. 

Any store owner or department manager who gives 
serious study to the manuals contained in this book will 
find ideas, plans and methods which are intensely prac- 
tical and which, if applied in principle, inevitably should 
result in a More successful silverware business. 


The book complete is available from International | 


Silver Co., Meriden, Conn., for $25. A second copy is 
$15. Purchasers of a complete book may buy extra 
copies of any of the 13 individual manuals for $1 each. 


Star Secrets 


(From page 140) 


Australia, and this phenomenon is due to twinning. Fur- 
ther, if one sees a golden star sapphire, the color was 
undoubtedly induced by exposure of a light blue or gray 
stone to radium or x-ray. The induced color is not per- 
manent, however. and will fade on exposure to strong 
sunlight or heat. 

Asterism is known in many gemstones other than sap- 
phire or ruby. Four- and six-rayed stars occur in garnet 
from certain localities. the inclusions being oriented in 
parallel positions to the sides of the rhomboid faces in 
a dodecahedron to produce a four-rayed star. When this 
crystal form is modified by the cube a six-rayed star can 
result (see illustration D). 

Here is illustrated a rhombic dodecahedron of garnet 
(d) modified by the cube (c), and the chatoyant bands 
forming a six-rayed star are shown converging on a 
dodecahedral face. One of the bands has been drawn 
completely around the crystal. If a sphere were to be 
cut from such a crystal and all possible banding included, 
the result would be twelve six-rayed stars (one for each 
dodecahedral face) and six four-rayed stars (one for 
each cube face modification). If a sphere were to be cut 
from an ordinary dodecahedron the result would be 
twelve four-rayed stars. A magnificent example of this 
latter type of asterism in garnet is also on exhibit in 
Morgan Hall. 


Spinel shows asterism on occasion, see illustration E. 
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RIGHT IN THE cunt vu 





, = can count on high scores when 
you bowl that ball consistently into 
the “pocket.” And you can count on 
consistently high returns when you 
send your old gold, silver and platinum 
purchases to Handy & Harman, for 
two reasons: (1) As a leading refiner, 
Handy & Harman has the technical and 
practical “know-how” and facilities 
to recover the last fraction of value 
from old precious metal articles — 
(2) Being also a leading fabricator, 
Handy & Harman puts the recovered 
metals to direct use, alloying and roll- 
ing them into forms needed by silver- 
smiths and jewelry manufacturers. 


“GROOVE” YOUR NEXT LOT 


to Handy & Harman and see the dif- 
ference it makes in service and returns. 





PRECIOUS METALS REFINERS AND MANUFACTURERS 
1900 WEST KINZIE ST., CHICAGO 22, ILL. 
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Asterism in this instance is caused by inclusions parallel 
to each side of a crystal face. If a sphere were to be cut 
from such a crystal the result would be eight six-rayed 
and six four-rayed stars. A fine example of such a stone 
may be seen at the Smithsonian Institution. 

Quartz produces asteriated material in great quantity, 
most of which is pale to deep rose in color. As the basic 
prism is hexagonal, the orientation of the inclusions caus- 
ing the asterism is similar to sapphire, this latter being 
imitated in the quartz cabochons by the application of 
a blue mirroring process on the back. However, banding 
is absent in the quartz and because there is therefore no 
interruptions or gaps in the chatoyant bands, the quartz 
stars are not only exceedingly brilliant but have a glassy 
appearance by comparison (due to the absence of band- 
ing) that is unmistakable. Moreover, quartz can be most 
complexly twinned. I have seen spheres cut from such 
material that have exhibited a veritable galaxy of stars, 
from six to twenty-four rayed, all in the same sphere, 
of course. 

Other gem minerals producing asteriated stones which 
could be described as comparative rarities, are, diopside, 
chrysoberyl, emerald, labradorite, and zircon, the latter 
two being four-rayed. Synthetic star sapphires and rubies 
are now being made and the result is highly commendable. 





A clock pendulum must be about one-fifth of an inch 
longer in England than is necessary in Brazil. Gravity 
pull is less at the equator than it is anywhere else on 
earth. 


Modern Efficiency 


(From page 144) 


be completed,” explained Mr. Winkler. “If you beat the 
deadline you set, the customer feels pretty good about it 
We count it an effective goodwill-building mechanism” 
Sidewalk salesmanship is important here. Both the 
large and small windows are dressed smartly, and changed 
frequently. Although steering clear of the display formu, 
that involves loading windows with a lot of ill-arranged 
merchandise, Harry Winkler is not timorous about keep- 
ing windows well filled with a wide assortment of items. 
“T believe in breaking up windows with varied mer. 
chandise displays,” says Harry Winkler. “By arranging 
balanced, harmonizing group displays, leaving a little 
space between various display areas, we feel we are creat. 
ing an awareness of our stock among passersby. We con. 
form to no standardized display pattern, but keep rear. 
ranging displays in hetrogeneous patterns.” 
Mr. Winkler singles out a case in point as a testimonial 
to the job windows do in promoting impulse buying. 
A young couple was excitedly eyeing a bridal set dis. 
play in a window just before closing time. Seeing that 
the young man and woman were reaching a high pitch 
of enthusiasm over the set, the jeweler remained to see 
the outcome of the little tableau in front of the store. 
After a short interval, the couple tapped on the door, 
were promptly admitted, and within five minutes a profit- 
able sale was consummated. 





Are You Taking Stock For 1949? 


Have You Any Inactive or Obsolete Patterns of 


STERLING SILVER 


Or Anything New or in Used Silver, Flat or Hollowwarer 


These are frozen assets and can readily be converted into 


CASH. 


No matter what pattern, or how large or small the quantity, 
send it and if our offer is not acceptable, it will be returned 


express prepaid. 


JULIUS GOODMAN & SON 


77 MADISON AVENUE 


MEMPHIS 1 


TENNESSEE 


Reference: THE JEWELERS’ BOARD OF TRADE 
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“Qur windows are wonderful servants,” said Mr. 
Winkler. “Because each article is tagged with a price, 
here is little left to do in the way of selling after a cus- 
tomer is once attracted to an item. Not all window shop- 
pers are in the market immediately, but many remember 
articles in our windows and buy later.” 

Newspaper ads play a big role in the general publicity 
scheme of this advertising-conscious firm, although school 
advertising and direct mail are also used. 

Tapping three per cent of gross sales for advertising, 
the company expends great care in the creation of two- 
column, ten-inch deep ads in the “Kansas City Kansan,”’ 
which has an almost blanket coverage of this city’s 
140,000 persons. 

Advertising text mirrors the over-all strategy with top 
emphasis on the long time reputation the firm has for 
a complete, balanced stock of top-quality lines in a price 
range designed to fit both small and upper bracket in- 
comes. 

In composing advertising copy, as well in personal 
store contacts, the firm takes infinite care to feed the 
facts accurately and completely. 





Sell Comfort and Jewelry Sales Follow 


“All things being equal, the customers will go to the 
store in which they are most comfortable. We’ve found 
that if you sell comfort, the jewelry sales follow.” 

That credo has helped to build a booming business for 
Hetherington’s Jewelers, of Texas City, Texas, where year- 
round air conditioning, G. W. Hetherington, owner of the 
store, reports, has helped to keep his volume figures at a 
high level. 

“In most of Texas, the summer days are about as hot 
as they can possibly get,” he points out. “Women hate to 
leave their homes unless it’s necessary, and men aren’t at 
all anxious to go out from their offices, stores and shops 
to the hot shopping districts. We’ve made our store 
somewhat of a shopping mecca by installing something 
that the movies and department stores a long time ago 
found to be a dollar bringer-inner—air conditioning. 

“Not only are the summer days hot. The winters of 
Texas can be mighty cold too. Every store, of course, is 
heated. Sometimes, however, jewelry stores can be too 
well heated. They can become stuffy, overpowering, un- 
comfortable, at least insofar as closing sales is concerned. 

“So to make sure that Hetherington’s doesn’t get that 
way in wintertime, along with cooling equipment we 
called for year-round conditioning machinery.” 

In addition to the comfort it brings customers (as well 
as Mr. Hetherington and the store’s sales people), the air 
conditioning recently installed at the Texas City store 
serves to eliminate dust, dirt and grime, both on the store 
shelves and in the delicate works of watches kept in stock. 
“With air conditioning equipment, dirt, dust and flying 
lint are eliminated as far as it is humanly possible to do 
so,” Mr. Hetherington reports. “It is very harmful to a 
fine watch to have dust flying around when it is open and 
being worked on. Also, all merchandise is protected from 
dust by having filtered air. 

“In the jewelry business, windows are one of the best 
means of advertising, and I find with air conditioning 
equipment I get clear windows the year round.” | 
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THERE IS NO FINER WORKMANSHIP 
NO RICHER DESIGN THAN 


JV, 
Whason Masterpieces 





, — Mason best-sellers 
| — have wholly captured parent buy- 
Chippendale ing appeal. Perfectly crafted for 
home or office use. these treasured 
keepsakes are bringing cherished 


memories to millions. 


Superlative in quality, distinctive in 
design and popular in price, Mason 
Masterpieces are being featured 
: | prominently in most leading stores 


from coast to coast. 


SELL PARENTS THE BEST 


Mothers have their baby's shoes 
bronzed only once, and they natur- 
ally want the very best. Your store 
should give them the best at no 
extra cost. Millions of parents 
agree that Mason Bronzed Baby 
Shoes are the last word in perfect 
workmanship and design. 


NO INVESTMENT! NO STOCK! 

You just take orders from your 
sample display of Mason Master- 
pieces. No inventory needed. Make 
the most of your selling space. 
Reap big profits with this fast- 
selling line! 


START CHRISTMAS ORDERS 
ROLLING NOW! 

Parents’ thoughts of cherished 
keepsakes have made Mason Mas- 
terpieces the gift of gifts. Start 
early to cash in on this strong 
parent buying appeal. Mason Mas- 
terpieces can give you a banner 
Christmas business. 


Write for our full color circular 
describing the complete line of 
Mason Masterpieces. Free adver- 
tising and merchandising aids. 


Agencies still available in some 
cities. 


L. E. MASON CO. 


Boston 36, Mass. 

















THE FINEST SILVER PLATE 




















* TRADE-MARK 








OUR selling job is easier because of 
Community's outstanding pattern leadership. 
Only Community offers a range of patterns to 
please all tastes . . . from the very plain to 
the ornate. 

This pattern leadership plus the finest quality 
and powerful advertising ... MAKES COMMUNITY 
EASY 10 SELL! 

Available in services for 6, 8 or 12 in handsome 
anti-tarnish chests. 


Authorized Distributor 


THE GERWE-BROWN CO. 


CINCINNATI NEW ORLEANS 
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Small Jeweler Needs Modernity, Too 


“Too often the jeweler in a small town of several thoy. 
sand people will neglect the appearance of his store,” gy. 
plained Mrs. H. Heiman, owner-manager of Heiman’; 
Jewelers, Corry. Pa., “consequently, his trade might be 
streaming off to larger, nearby cities, where you'll gen. 
erally find modern, pleasant stores to be the rule rather 
than the exception.” 


HEIMAN'S 


HIAMONGS = | 


WATCHES 





Although narrow, corner location gives store good display space, 


With this belief, Heiman’s has taken its own medicine, 
so to speak, and become one of the more modern, and at 
the same time, and by this token, more prosperous, small 
town jewelry outlets. 

In late years the store has been streamlined and beauti- 
fied to an extent where it could be transplanted to the 
main stem of any large community, and take its rightful 
place among the “good lookers” and profitable establish- 
ments. 

“My customers appreciate our good-looking exterior, 
with its large, flashing signs, and the aluminum-trimmed, 
if not spacious, show window,” said Mrs. Heiman. “And 
inside they admire our blond showcases, fluorescent light- 
ing fixtures and sundry other appointments. 

Mrs. Heiman speaks highly of carrying nationally 
known and advertised brands of merchandise on which 
she has built up a very extensive stock. 

The average person, Mrs. Heiman asserts, knows pretty 
well these days what he wants to buy when he comes to 
your jewelry store. It’s up to you to have the quality mer- 
chandise, displayed and stocked in a good-looking store, 
if you want to maintain a profitable business. 

National advertising, she claims, by many large manu- 
facturers, does a bang-up job, especially for the small- 
town jeweler. It’s up to the owners of stores in these com- 
munities to capitalize on these large advertising budgets. 
and the easiest way, it would appear, is to provide a mod- 
ern, pleasant store for customers to do business in. 
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Planned Merchandising 


(From page 164) 


of installments and the dates on which they are to be 
made. 

“In all credit relations, we guard against setting terms 
too steep for the individual. Often we find people are too 
optimistic regarding their ability to pay. We explain 
that they must not mortgage themselves to the hilt, that 
they must allow some leew ay for emergencies. We stress 
that inability to meet payments will he a reflection on 
future credit competency.” 

Both of the Elliotts derive deep, satisfying enjoyment 
from reviewing the fruits of the time-payment plan ex- 
tended teen-age patrons. A limited charge account plan 
of $10.00 is offered the younger generation with the one 
stipulation that they pay off at least half of the account 
before charging more merchandise. 

“By signing only purchase slips, we enable many 
youngsters to buy gifts for friends, parents and other 
relatives, on credit,” said Mrs. Elliott. “By winning the 
high school trade, we feel we are building business for 
the future. We inform the teen-age creditor that since 
he is under-age, he is not legally bound to the terms. 
But we stress that we have faith in him. Losses have 
been virtually non-existent. High-schoolers display their 
appreciation by escorting parents to our store.” 


In-store promotion at Elliott’s is centered on the cos- 
tume jewelry tables, one marked with a $1.00 sign, the 
other $2.00, with another plainly-printed placard stating 
“No Refunds—No Exchanges.” 

Costume jewelry usually grosses $8,000 at Elliott’s— 
much of this volume being attributable to the twin glance- 
gathering display tables stationed in the center of the 
store. This merchandise is sold on a style basis as an 
accessory item. 

“Will it tarnish?” is the inquiry nine out of ten per- 
sons ask as they dangle a sparkling piece from their 
fingertips. “We tell them that it is not karat gold, that 
il is either brass or gold-washed, as the case may be, 
but that we have had no complaints,” says Mrs. Elliott. 
“We emphasize that the item is a fad, and that it will 
probably last as long as it is in vogue. We stop future 
dissatisfaction dead in its tracks by giving the lowdown 
on an item’s quality at point-of-sale.” 

Necklace and earring match-ups are included in the 
$2.00 display, but the $1.00 table produces the most 
buyers. Paradoxically, however, the $1.00 table is a 
headache because it is too fertile a drawing card. Crowds 
are often so thick around the lower-priced display that 
clerks find themselves too busy to apply tie-in salesman- 
ship. This often defeats the primary motive for stocking 
a wide costume jewelry selection. 

Streamlined watch salesmanship has resulted from 
grouping watches in display cases according to price. 
Patrons find the watch range which fits their purses 











We are proud to announce 
that our new WING BACK has 
met with enthusiastic approval. 
All Jewelers agree that our 
new WING BACK is a Honey 
and is just what they have been 
looking for. 
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Sell Gracious Living 
Silver City’s candlestick and fruit bowl set is every 
woman’s dream of Gracious Living come true. The 
soft gleam of sterling silver on sparkling crystal is 
breath taking. Yet Silver City’s products are down- 
to-earth in price and practicality. The sterling is non- 
tarnishable and rims are chip-proof. 

For quick turnover sell Silver City. Order No. 
4554 5” Candlesticks and No. 4512 12” Fruit Bowl 
in either Blossom Time (illustrated) or Vintage 
patterns. 


SILVER CITY GLASS CO. 


MERIDEN, CONNECTICUT 




















The only 


NEW 


TABLE STERLING 


IDEA 
im 10 years 
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before the salesman reaches them. Watches are arranged 
in showcases behind price cards which read $19, $35 
$595, etc. ) 

Failure to mark merchandise in window displays cuts 
down the number of persons who enter the store and 
make inquiries about items in windows, the Elliott’s 
believe. “Pricing items in windows expedites windoy. 
shopping,” says Mr. Elliott. “Many out-of-towners study 
our displays, wait a week or ten days until they haye 
the money, then write in an order for an item, enclosing 
the proper amount.” 


What’s My Business Worth? 
by FRED MERISH 


Few jewelers know how to appraise their business, espe. 
cially in these days of inflated values. They can get the 
tangible value from their books—the assets less the liabil- 
ities gives the tangible net worth—but, the intangible value 
of goodwill, which is often worth more than the tangible 
value of the physical assets, stumps them. This is the way 
to arrive at the value of your business. : 

Get the figures in columns (1) and (2) from your 
books. Average them for 3 years prior to valuation, 
Compute 5 per cent on the average net worth and enter 
the figures in column (3). 








Table #1! 
(3) 
Return on net 

Year (1) (2) worth at 

Net profit Net worth 5 per cent 
1945 . $2,500 $20,000 $1,000 
1946 . 4,000 25,000 1,250 
1947 . 3,500 30,000 1,500 
Totals ... $10,000 $75,000 $3,750 
Averages ....... $3,333 $25,000 $1,250 


The net worth is the capital invested in your business, 
the original investment with the profits added and the 
losses deducted over the years. The business should pay 
a profit in excess of a safe return on outside investments 
today. That excess is the basis for the calculation of 
goodwill. Five per cent is a reasonable return. 

Multiply the excess by the “number of years’ purchase,” 
a phrase used by the American courts to value goodwill. 
In the retail jewelry business five years is considered a 
reasonable estimate. 


Table #2 
Average net profit for prior 3 years . $3,333—(1) 
Less 5 per cent return on net worth | ,250—(3} 
Base figure for valuing goodwill $2,083 
Multiply by 5 years’ purchase | 5 
Selling value of goodwill ..... $10,415—(C) 


Based on the foregoing figures, you can prepare 4 
“Value of Business” balance sheet, the value of the assets 
and the liabilities taken from your books. 


Table #3 
Assets 
oe eat ake ae ee $2,000 
Accounts receivable . 1,000 
I nin ey a: wav ss 10,000 
Business property ....... 25,000 
Furniture and fixtures ........ 5,000 
Value of goodwill—(C) ... 10,415 
EP re ere ee oo... $53,415 
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Liabilities and net worth 


Accounts payable 


Loans payable ee ee oe eet ar et 
Mortgage payable eee ee Se a a eT oe ee eee eee eT ee ee ee 9,000 EXCE ‘ 
Total abilities 0. tc ce cee ee cence ence cence $13,000 p ’ »N A : 
Value of business 

Goodwill is begotten of business reputation and man- OPPOR ; UNI t Yy 
agerial “know-how.” It is the sum a purchaser will pay 
for the privilege of conducting an established business, rs R 


the sum added to the value of tangible assets to fix the 
asking price. Goodwill is never shown on the books of 
| ° . * ‘ 
Can Silver be Specialty? 
eine SA q es M r N 


4 going concern, but it becomes a commodity when the 

©, ° 

business is sold and the jeweler should know how to 
While this ability may be beyond the usual scope of 

the jeweler in the smaller communities, it seems probable 


that the same sort of thing could be worked up to some 








$53,415 





value it. 








extent wherever the desire exists. The chances are, , 
according to these partners, that much more talent and Our I949 plans for expansion 
manual skill are readily to be found in this machine ; ‘ 
civilization than we ordinarily expect. All that is needed, necessitate the re-allocation of 
they think, is to look for it when the need arises. Or, ; j , 
preferably, before it is needed. established territories. We 
Another example of the place of service in silver mer- 
therefore offer an unusual 


chandising came up during this year’s picnic season. One 
customer with a lot of fine pieces took a serving dish out 
on the lawn with a load of wieners. Time went on, things 


opportunity to experienced 














of a liquid nature were consumed, and the dogs grew cold. 
So the host decided to fix them up. There was a good fire Salesmen with a following 
in the outdoor grill, and what could be simpler than to 
use the silver dish as a skillet? He did. amongst retail jewelers. Write, 
After the party the dish had to be returned to the 
dealer, and by him to the maker—where probably the stating qualifications and terri- 
only reconditioning possible was to re-smelt it; but that 
is service. Service is what makes a business out of the tory covered. Your communi- 
rare oddities in the customers’ habits. 
Greer and Aleci’s considered methods have pulled with cation will be held in strictest 
such consistent strength in their community that they pro- 
vide a daily average of fifty people inside the store. That confidence. 


runs to about 15,000 shoppers a year or, considering the 
Bradford total of 18,000 inhabitants, practically the entire 
walking population of the trading area. Incidentally, the 
proprietors report that there has been no loss at any time . 
from their practice of encouraging the clientele to handle G 0 T 4 i ( JA x p nd 0 0 p 
their wares on display. 

“Gem business is good, important and satisfying,” says 


John Greer. “Of course, there is nothing so durable as “The only watch whose HEART . 
hrst-water stones. On the other hand, the popularity of 
is GUARANTEED A LIFETIME” 


diamonds is a development of the last few generations. 
while silver has all its long, interesting background of use 
and beauty, and” (as he tests the finish on the lip of a 
oe Sean einen none | P 37 W. 57th STREET 
sterling water pitcher with his finger to point up the judg- 
ment), “silver is pretty smooth stuff to handle.” NEW YORK i19, N. Y. 
He and his associate seem to have worked out the 
answer. 
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PAUL REVERE BOWL #761—734"' Diameter. Bright Finish 
Heavy Silver plate on extra heavy copper. Packed in 
attractive tarnish-resisting gift boxes 


Gregg Silver Has Eye,.Finish 
And Design A ppeal 


Made as it is, in “the heart of the New England silver in- 
dustry” Gregg gives its products those intuitive touches which 
add up to greater Sales Appeal. You'll find coffee and tea 
sets, water pitchers, vases, waiters, trays and bowls. Each 
an outstanding value. Each competitively 
priced. Details gladly supplied. 





DAANUFACTURERS OF SILVERWARE : TAUNTON, MASSACHUSETTS 





No. 582...... $170.00 Keystone 
14 K GOLD COMBINATION CLIPS AND BROOCH 


Shown both ways .. . actual size. 


Other clips and brooches ranging in 
price from $50 Keystone upward 


NEO JEWELERS, Ine. 


MANUFACTURERS OF DISTINCTIVE 


GOLD AND DIAMOND JEWELRY 
580 FIFTH AVENUE, NEW YORK 19, N. Y. 
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Convenience 


(From page 156) 


Too, the wood is more durable than painted walls, The 
metal trim used almost entirely for functional PUrposes 
is all extruded nickel silver on the first floor. 

At the right, gleaming pieces of exquisitely Wrought 
silverware are in the mirrored wall cases at eye level 
above the diamond and ring counters. Opposite, clocks 
are displayed above the watch counters. As in all depart. 
ments in the redesigning of the store, anyone may com. 
pare the makes of watches with the greatest of ease. 

In the rear is the U-shaped silverware department. 
Here again, a striving for exactness in design has brought 
the displays within easy reach and much merchandise jg 
exhibited without giving a cluttered appearance. 

Three islands of show cases down the center of the 
room are used to show costume jewelry, men’s accessories 
and pens and pencils. Each island encircles a post, mir. 
rored to reduce the bulk of the columns. 


DRAWERS BUILT TO FIT STOCK 


Each show case has drawers built the correct size to 
accommodate the type of merchandise to be put in it. All 
the cases are the same height, 42 inches, which is two 
inches higher than average in order to bring them closer 
to the customer’s eyes. The glass displays are 14 inches, 
The plateau of the show case is on a slant so that the cus- 
tomer may look directly at it. 

There is a collaboration between the ceiling and floer 
layout. Above each of the three center show case bays, a 
plaster cove in the ceiling follows the line of the show 
case. Incandescent light is used to directly light up the 
tops of show cases, and cold cathode lighting is used for 
general illumination. 

The vault is at the rear of the store behind the silver- 
ware department. The receiving room is on one side and 
the packaging room on the other. In the rear, also, is the 
elevator used for passengers and merchandise. Stock 
rooms are on the third floor. 

Kodaks are sold on the first floor mezzanine. The china 
and novelty gift, appliance and repair departments and 
the credit office are on the second floor. Radio, records 
and luggage are on the second floor mezzanine. 

In the ample space and arrangement of these depart- 
ments it is again apparent that the convenience and vari- 
ety of selection is the central aim in promoting the mer- 
chandise. 


COLOR BRIGHTENS INTERIOR 


Strong color aplenty is splashed throughout the floor, 
contrasting with the predominating silver grey of the 
tables and wall cases. For accent. a baffle board is pea- 
cock red. 

The interior of the cases is a light yellow. Display 
interiors are a slate grey which dramatically sets off gift 
selections of gleaming aluminum, brass, copper and al- 
loys, milk glass, crystal figurines and so on. From the 
rear the crystal on glass shelves in mirrored cases sparkles 
alluringly. 

The expansion of space with the attendant improve- 
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ment in the architectural interior dramatizes the gift 
ieces at Rost’s. The lighting in this department is 
fluorescent with incandescent spotlights which work on 
swivels and can be directed on merchandise any place 
on the floor. The firm of Henry R. Behrens handled the 
painting of the interior of the room. 

The credit and repair departments are located at the 
left of the china and gift department, and the traffic is 
routed through all of the store so that the customer has 
an opportunity to view the great variety of the merchan- 
dise on display. 

Credit is a part of the service of the store and one of the 
outstanding features of the system used is that there is no 
extra cost involved. 


CREDIT SECTION CAREFULLY PLANNED 


As in the remodeling plans of the entire store for up-to- 
the-minute smartness that goes with fine goods, the credit 
space was given careful planning. Bvoths for conferences 
on payment provisions add to the customer’s pleasure. 
For convenience, accounts are kept so that they may be 
scanned at a moment’s notice—files are close to the finger 
tips of the store personnel. 

In the repair department a diamond can be set while 
the customer waits, and he can actually see it done. 

For repair of watches an electronic timing machine 
is used. Special jewel designing is another service in 
which the store specializes. 

The appliance department, adjoining the china and 
gift department, meets the growing demand for electrical 
appliances. Roasters, mixers, toasters of various kinds, 
fans, grills, waffle irons, sandwich toasters and a large 
selection of irons make up the major part of the supply at 
hand, products of such leaders as Sunbeam, General 
Electric, Westinghouse, and Toastmaster. It is inter- 
esting to note, too, that Remington-Rand portable type- 
writers are sold by Rost’s. 


OLD MARBLE FRONT CENTERED IN NEW 


Jewelers considering remodeling will be interested to 
know that the beautiful Verde Antique marble installed in 
the store front in 1936 proved its economy, and was placed 
in the center of the new enlarged front. This majestic 
material received no maintenance attention in 11 years, 
and did not need to be polished when it was set again in 
the smart new front. The new exterior, which contains a 
clock, brings as fine frontage as that of any jewelry and 
silversmith establishment in the nation. 

The opening of the grander and more beautiful Rost’s 
was advertised in an eight page section of the local news- 
paper. A deck of playing cards was a gift to each adult 
who attended. A fabulous million-dollar collection of 
diamonds on display for one week was a feature of the 
‘orning, and drew thousands to the store. 


—_—— —- OS 


King Edward VII of England decreed that all forks at 
Balmoral Castle be placed on the table tines down. This 
ruling resulted from the fact that one guest of honor had 
caught the flowing sleeve of her dress in a fork, with un- 
fortunate results. 
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You'll Need More in 49 


MORE New Accounts 
MORE Store Traffic 
MORE Scales Volume 


TOUTL NEED .. 










Whether you plan on 50 new customers or 15,000 
— there ore 49 ALL-TIMER valve packed and adver- 
tising tested New Account promotions that will do 
the job easily and profitably. Here is just one — 
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DYNAMIC ADVERTISING MATERIAL 


at no extra cost to you — dynamic and colorful black and white 
and 4 color newspaper mats that are result tested and to 
give new purchasing power to every penny spent in advertising. 


Write — Wire — or Telephone for Details 
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KINGSLEY, 


WORLD'S FINEST MONOGRAMMING MACHINE 










STAMPS EVERYTHING 
Including 


Fountain Pens 
Leather Goods 
Writing Papers 
Book Matches 
Napkins 

Xmas Cards 
Gift Items 
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: * Right in your 
. Sn * own store 







WHEN YOU BUY A KINGSLEY, 
you get a time tested, trouble-free machine 
and a reliable source of type, foil and service. 
More than 12,000 Kingsleys now in use. 
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Write for Catalog and Ideas = 
on Monogrammed Promotions 
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EASY TO OPERATE 


King S10 gf nrg Mane 6 








Sell Locking Ring Sets 
by Using 
C.&G. Dual Ring Clasps 


You can apply the C.&G. 

Dual Ring Clasp to any 

wedding and engagement 

rings, locking them 

together. 

Easily Applied 

Just Clamps On 

No Soldering 


@ Holds Engagement 
and Wedding Rings 
Side by Side in Up- 
right Position 
Comfortable — No 
Rough Edges 
Prevents Rings from 
Turning on Finger 
Prevents Wear Be- 
tween Rings 


Guaranteed against 
Patent No. 228123! Breaking or Cracking 


RETAIL PRICE $2.75 
(Attractive Dealer 








i 9 of re —— G. Discounts) 
ua in lasp (as shown) 
finished ion Order Through Your 





Material House 
Manufactured by 


CAMPANA & GOETZ 


704 Market Street San Francisco 2, Calif. 
Wholesale Distributor 
| M. J. LAMPERT & SONS, INC., 37 Maiden Lane, New York 7, N. Y. 
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Tomorrow’s Customers 


(From page 200) 


the twenty-one candidates from the twenty-one hich 
schools. The general public was invited in to vote na 
their favorite candidate. Twenty-five thousand, five hun. 
dred and fifty-two ballots were cast in a period of one 
month in the “Magic Attic” with the contests creatino 
tremendous traflic every business day. ‘ 

“The promotion was presented through the Atlanig 
Constitution, the morning newspaper of Atlanta, and over 
radio station WCON every Tuesday evening during the 
period of the promotion. 

“Each of the candidates appointed his or her can. 
paign committee and campaign manager. Some of them 
were very original in getting out the vote. The contest. 
however, was very orderly, very dignified and doubled 
the volume of graduation business for our 28-Broad 
Street store.” 





Opening Day Specials 
(From page 198) 


openings is the good will achieved by giving people some- 
thing for nothing.” said Mr. Horwitz. “We sold 350 
planters lamps at our direct cost of $4.95, losing the 
freight on each lamp sold, and the town is still talking 
about the attractiveness of the offer.” 

“There was a soupcon of psychological warfare in our 
opening strategy.” said the jeweler. “In reality, not all 
of the pedple who waited in line before doors were un- 
locked planned to buy. A majority came merely out of 
curiosity to look at the specials. However, once the doors 
were thrown open, and these people saw their neighbors 
srabbing at every special they could lay their hands on, 
they caught the buying fever.” 

The glamourous present-day Crescent Jewelry is a far 
cry from the 12 x 14 store introduced in 1946 by Bill 
Horwitz, who is the son of Isadore Horwitz, founder of 
Crescent Jewelers in Fargo, North Dakota, and a well- 
known figure among the trade. 

Flanked on one side by a decrepit pool hall, and on the 
other by a shabby newstand, the business was established 
in a drab setting. Large-lettered signs plugging hot dogs 
sold by the two neighboring establishments were sta- 
tioned alongside Crescent window displays. 

The neighborhood has undergone a transition. The 
jewelry store absorbed the newstand in the expansion pro- 
gram, and now occupies the entire corner. A modern 
Western Auto store has replaccd the pool hall. Other 
Tucson merchants, inspired by the sparkling transforma- 
tion achieved by the jeweler. have overhauled their build- 
ings, with the result that downtown Tucson is undergoing 
a drastic face lifting. 








Queen Elizabeth of England is supposed to have worit 
the first wrist watch. It is described as “an armlet or 
shakell of gold, garnished with rubyes and dyamondes, 
having in the closing a clocke.” 
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Position had been an obvious handicap for the Cres- 
cent Jewelry since it was originated, The result of the 
modernization has been to make position the store's great- 
est asset. a 

The jewelry merchandising scene in Tucson presents a 

rather unique situation. Eight jewelry firms, six of them 
in the good-sized category, are clustered in a single block 
‘, the downtown shopping area. | Luring jewelry shoppers 
from “jewelry row” has been Bill Horwitz’s No. 1 prob- 
m since he launched the business. 
“Our solution,” says Mr. Horwitz, “was dependent, | 
decided, on our ability to tailor an eye-catching setup that 
would draw traffic from the jewelry-store-studded block 
to our end of town.” 

In drafting the blue prints, Bill Horwitz studied out- 
standing store fronts, taking an idea from one, adding it 
to a feature from another store. Architects, Peterson and 
Peterson, of Chicago, transformed these ideas, plus many 
of their own, into a store that has brought praise from 
almost everyone in Arizona. 


le 


NIGHT ILLUMINATION OUTSTANDING 


When night comes, the Crescent Jewelry is one of the 
brightest areas in Tucson. Simplicity in design, combined 
with brilliant lighting effect, are the stoppers. 

The building contains large, all-glass, picture-sized 
display windows and an all-glass, corner entrance. Blue 
vitrolite glass squares, stretching from the top of the win- 
dows to the roof, create a striking effect. The sky-blue 
plastered fill-in section extends to the roof on both sides 
of the store. Bulkheads beneath the windows are of pre- 
cast granite. A wide terrazzo entrance, speckled with red 
strips blending into the granite, attractively beckon the 
shoppers. 

Identifying the store and major lines to newcomers and 
reminding the regular customers to include it in their 
shopping journeys, are silhouetted neon signs. Window 
displays are spaced around the entire store front. Beneath 
the silverware sign, which is outlined in neon, is a new- 
style, full-length window, reserved exclusively for home 
appliances. 

To the right of this window is the watch repair shop 
with two repair benches stationed directly in the window. 

“We have very modern equipment and use up-to-date 
watch repair methods,” comments Mr. Horwitz. “En- 
abling the passing traffic to see our watchmakers working 
is effective advertising for this department since it has the 
effect of inspiring confidence in our workmanship.” 

Color plays a dominant role in the stunning interior. 
Wallcases are finished in dusty walnut. Marbleized wall- 
paper, cut in squares, and used throughout the store, is 
set off with a painted yellow line which gives a marble- 
ized block effect. Showcases are of buff-trimmed coral. 
Light blue background with glass shelves keynotes the 
wallcase arrangement. 

The new layout comprises a swift, large stride for- 
ward in the progress of this firm’s expansion to new lines 
and new services. In fact, so quickly has the transition 
from a small store to an impressive, large-scale setup 
come that the management has had little opportunity to 
give the store’s new role all of the proper trimming. 

“We're like a homely girl who has, with the addition 

(Please turn to page 229) 
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Weeuine New 


1. Self-starting electric clock with double action alarm, 
a flashing light first, followed by a conventional ring. 
From Westclox Div., General Time Instruments Corp., La 
Salle, Ill., the “Moonbeam” retails for $9.95, plus tax. 


2. Musical jewel box from Mele Mfg. Co., Inc., 220 Fifth 
Ave., N. Y., has simulated calfskin covering in baby blue, 
medium blue, green and wine, with 24K gold tooling. It is 
10x7x3'/ inches in size and it retails for about $7.95. 





3. Conforming to the new “bold look" styling in men's 
apparel, yet appropriate for more conservative fashion, is 
this rhinestone-set cuff link and tie clasp set in 1/20 12K 
gold fill. From the Acco Mfg. Co. of Central Falls, R. I. 


4. This handsomely styled 14K gold combination brooch and 
clips is shown as it appears both separately and joined to- 
gether as a pin. No. 532 is priced at $170 keystone. De- 
signed and made by Neo Jewelers, Inc., 580 5th Ave., N.Y.C. 





5. New line of Presentation Award watches by Jules Jur- 
gensen Corp., 630 Fifth Ave., New York, bears fraternal 
order on dial enameled in official colors, suitably inscribed. 


6. The 'Slenderette," new women's expansion band by 
Flex-Let Expansion Products, Providence, R. I., is of 1/20 
12K gold fill, yellow, pink or white. Retails at $9 with tax. 
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EASTERN MANUFACTURERS AND IMPORTERS EXHIBIT, INC. 
Samuel Keepnews, President . John Rossetti, Vice President 
George F. Little, Managing Director, 220 Fifth Ave., New York 1, N.Y. 








JEWELERS VIGILANCE COMMITTEE 


WHAT CAN THE JEWELER DO 
TO COOPERATE? 


Buy only from reliable sources. Insist that name or trade mark of manufacturer be 
stamped on every article that bears a quality mark. 





Report all cases of false marking which come to your attention. 


Send in to the Jewelers Vigilance Committee, 17 West 45 St., New York 19, N. Y.., 
samples of merchandise you are suspicious of either because of quality, appearance, 
abnormally low price, or service to customer. Be sure to give name of manufacturer 
or dealer. 


.... Check all jewelry advertising which may come to your notice and send the Com- 
mittee copies of any items you consider false or misleading. 


Cooperate with the Better Business Bureau office in your city. 


If you have any confidential information in regard to merchandise which you suspect 
has been smuggled into the United States, send it to the Protective Bureau of the 
Jewelers Vigilance Committee. Your name will not be divulged. 


Support the Jewelers Vigilance Committee 
by contributing your share; see pages 150-151 
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|. New and old—"fuddling cup" used to trick unwary drink- 
ers in I6th Century is now reproduced in silverplate as a 
cigarette holder or for flower arrangements; retail $7.50. 
By Andover Silver Co., Inc., 26 Essex St., Andover, Mass. 


2. Chinese in origin and using the symbolic prunus blossom, 
beetle, and butterfly motifs, this "Shanghai" pattern is in 
Spode bone china and is hand-painted in brilliant colorings. 
From Copeland & Thompson, Inc., 206 Fifth Ave., New York. 


3. “Pitti Sing’ wears brown, reed-like coolie hat with jade 
lining, and red shoes; or rose hat and blue shoes. Retail at 
$2.50. Copyright design by Josef Originals, Pasadena, Calif. 


4. Three patterns in new "Ernestine'’ dinnerware line from 
Italy, designed by American woman living in that country. 
Distinctive decorations done underglaze on oyster white body. 


Sold by Fisher, Bruce & Co., 219 Market St., Philadelphia. 


5. This 10!/2"" oblong bowl and 4!/2" candlesticks are part of 
a new handcrafted line of accessories modelled in heavy crys- 
tal glass in various sculptured shapes. Other pieces include 


ash trays and bowls. By Fostoria Glass Co., Moundsville, W. va. 


6. From Italy are these ceramic pieces with natural flow- 
ers in relief; watering can and flower basket retail at $2; 
floral tray, 80c. From G. A. Westphal, Inc., 215 4th Ave., N. Y. 
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mong the latest and most interesting designs 


| offered in crystal tableware is the “TIFFIN ROSE”, 


from the laboratories of a pioneer glass manufacturer. 


An intricately graceful pattern that suggests refine- 
ment and poise, “T/FFIN ROSE” comes in a complete 


line of stemware with matching tableware pieces. 


You are cordially invited to write for further 
details and prices. Or, simply cut out this ‘ad 
and mail it with your name on your letterhead. 


UNITED STATES GLASS COMPANY 
TIFFIN, OHIO 


Makers of TIFFIN and GLASSPORT Fine Glassware 
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|. "“Vegtaplatter,” silver-plated on copper alloy with Afri- 
can blackwood handles; 28" long and 14" wide; permits serv- 
ing of complete meal of meat and vegetables; $60 Keystone. 
By Metalair of California, 1014 E. Olympic Blvd., Los Angeles. 


2. Charming little figure group, 7" in height, from collec- 
tion of Hutschenreuther fine art line in hand-decorated china 
from Paul A. Straub & Co., Inc., 19 E: 26th St., N. Y. C. 


3. Orchids and gray linen make an effective background for 
the "Lorraine" pattern in fine Franciscan china, with its 
maroon coloring and gold banding. It is also made in green. 


By Gladding-McBean & Co., 2901 Los Feliz Blvd., Los Angeles. 


4. Here are two designs from several new cream-and-sugar 
sets fashioned in Tiffin crystal glass. Top design shows 
hemispherical base; lower design has handle treatment like 


classical urn. Made by United States Glass Co., Tiffin, O. 


5. “Stanway” is new pattern in English dinnerware from the 
Booth factory; inspired by I8th Century Dutch flower paint- 
ings and enamelled by hand on the Majestic shape. Distrib- 
uted by the Midhurst Importing Corp., 15 E. 26th St., N. Y. 


6. Part of new group of wall pockets in various designs in 
Bethwood Royal China, all richly decorated with flowers and 
coin gold. From Beth Weissman, Inc., 49 W. 23rd St., N. Y. C. 
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...4 2000 name 


to work with 





For over 60 years, the Fostoria label has signified fine crystal handmade 
by skilled American craftsmen. You, as a merchant, have long recognized 
it as a profitable line to work with... your customers know it as a beautiful 
line to live with. 

For nearly three generations, Fostoria has nationally advertised this 
proud label. In addition, we have also looked to your future by remembering 
those who in later years will be your customers. 

For instance, school literature, “‘Let Tables Glisten” and the motion 
picture “Crystal Clear” have been read and seen by millions of students. 
The national bridal magazines have told vour story to the young brides 
of America, and young homemakers read about Fostoria in magazines like 
Mademoiselle’s Living. 

Yes, Fostoria is a good name to work with. You can profitably use this 


quality trade-mark in your merchandising. [t will help you sell. 


MOUNDSVILLE 
WEST VIRGINIA 





FOSTORIA GLASS COMPANY 
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|. Teas, coffees, and 8" plates in English bone china from 
the Adderley factory, decorated in "Rose Garden" pattern. 
Retail, $3.75 for each cup and saucer, each plate. Stocked 
for delivery now by Koscherak Bros., Inc., 129 5th Ave., N. Y. 


2. Supper plate in the popular "Candlewick" shape, 14" in 
diameter and decorated with the #800 cutting. Among recent 
items brought out by the Imperial Glass Corp., Bellaire, O. 


3. These pieces are part of a low stemware line in Swedish 
crystal glass decorated with “Northern Star" cutting. Retail 
$21 a dozen. From R. F. Brodegaard, 225 Fifth Ave., N. Y. 


4. "Lady Hamilton" pattern in Royal Jackson china appears 
on Berkeley shape and is done in rich tones of red and pink 
with mat gold trim; sold in open stock or in various sets. 
From Vogue Ceramic Industries, Inc., 9 E. 26th St., New York. 


5. New from Finland—lII-piece tea set (or with coffee pot) 
in "Blue Ribbon" pattern on white faience; retails at $8.50. 
From Finland Ceramics & Glass Corp., 225 5th Ave., N. Y. 


6. Ten-piece, all-purpose “Lazy Susan" hostess set made in 
ovenware by Santa Anita Potteries, California; on 18" revolv- 
ing hardwood base. Made in 4 colors with embossed floral 
design. From the National Silver Co., 295 Fifth Ave., N. Y. C. 
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It’s the Dubbs Gift Line 
for 4 49 yf... More Profits.. 
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More Customers Wg ‘= 
Money au is fh nd to you because 
of the Bules backing in 1949 
Look for the BDulbes salesman / 
he brings good news! Look for the — 


Bales Dealer aids / 7. .they mean 


= Ss 
_ 


more cash. Look for the Bates Gift 


..I1t means more money! 


And + look at wa Dales advertising to 












bring more customers into your store 





/é , Mire 
Bats. YOUR JEWELERS LO fi y 
FIRST CALL ON YOUR GIFT SHOPPING LIST | 

a * 


tJ. BATES & SON, NEW YORK OFFICE 366 FIFTH AVE., FACTORY at CHESTER, CONN 
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|. Floral pattern in the modern manner from Newhall, En- 
gland—one of 3 designs on highly glazed earthenware banded 
in pastel blue, green, and canary yellow; plate retails for 
$1. Sold by Herman C. Kupper, Inc., 39 W. 23rd St., N. Y. C. 


2. "Claremont Star" pattern done in coin gold applied over 
an etched design on fine china; 1034" service plate, retail 


$96 a doz. From Atlas China Co., Inc., 27 W. 20th St., N. Y. 


3. "Victoria" five-light candelabrum in sterling silver is 
16" in height and retails at $400 a pair, tax inc. It is a 
creation of Fisher Silversmiths, Inc., of Jersey City, N. J. 


4. From the Ginori factory at Doccia, Italy, which has been 
continuously active since 1735, come these porcelain pieces 
decorated with pastel florals and Grecian figures. Distrib- 
uted by the Anglo-Persian Mercantile Co., 255 5th Ave., N. Y. 


5. "Swifty"—234 lb. iron, light enough for traveling, heavy 
enough for home laundry; finger-tip heat regulation. It re- 
tails at $7.95 tax included, with travel case at extra cost. 
From Eastern Metal Products Co., Empire State Bldg., N. Y. 


6. Bohemian glass pocals 13" in height—overlaid with en- 
amel and cut in swag and punty design with painted flowers. 
Sold by Concord Internationale, Inc., 261 5th Ave., New York. 
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Hand-decoralad Demi Tasse Sola im 


log amd. Price List today. 
Bath Weissmam, Inc, 44 West 23nd Streat Yew You 





224 


























by MADELINE LOVE 


- 
L.: GIFT show circuit begins again, and 
the next three or four months will see not only a lot of 
new merchandise on display, but will see it displayed in 
more cities than ever before. The season starts off with 
the two china, glass and gift shows which open in Pitts. 
burgh on January 10, and judging by advance reports, 
they and the following shows will be highly successful, 


= WEDGWOOD & SONS, INC., has opened 
handsome new showrooms and oflices at 24 East 56th 
Street, New York, in the 5-story building which has been 
undergoing extensive modernization for the past few 
months. Occupying the entire building, there are two 
floors devoted to stock and one to offices. with the show. 
room on the top floor and the executive offices in the 
penthouse. 

Lighting plays an important part in the decorative 
effects in the showrooms, and there are a number of espe- 
cially developed display ideas. One of these, designed by 
Hensleigh C. Wedgwood, head of the firm, files all service 
plate patterns in racked drawers, each holding 18 plates. 
Wedgwood blue is used in the color scheme with white 
plaster friezes of Wedgwood designs, and the cold cathode 
lighting, combined with ceiling lenses, gives an effective 
lighting for the merchandise. 

Sir Francis Evans, K.C.M.G., officially opened the new 
showrooms. 


__— & THOMPSON, INC., of New York. 
importers of Spode bone china and earthenware, cele- 
brated its 25th anniversary during pre-Christmas week. 
Sidney E. Thompson, president of the company, began his 
business career as a china salesman, specializing in Spode. 
and went into business as an importer of the ware in 1923 
with showrooms on 23rd Street, New York. A few years 
later, the firm moved to its present quarters at 206 Fifth 
Avenue, where it occupies the entire building, excepting 
the ground floor, and one floor of an adjoining building. 


Ma. GEORGE M. GREAVES, director of 
Booth’s and Colcloughs, Ltd., one of England’s largest 
croup of potteries, was guest of honor at a cocktail party 
given December 10 in the Rainbow Lounge of New 
York’s RCA Building by the Midhurst Importing Corp.. 
American representatives for the potteries. Jonathan 
Higgins, president of Midhurst, was host at the affair. 
In discussing-recent developments in English pottery, 
Maj. Greaves said that traditional styling will dominate 
the new designs in dinnerware from his factories. These 
patterns, which will soon be appearing on the American 
market. are, he said, almost entirely 18th Century in feel- 
ing. They are based on ideas drawn from the vast store 
of old books, sketches, and engravings in the archives of 
the older Staffordshire potteries, many of them influ- 
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FINE TRANSLUCENT BAVARIAN DINNERWARE 


REATED by the famous Lorenz Hutschenreuther and Tirschenreuth 
factories in the heart of the china producing area, now in the 
United States Zone of Occupation. 


The craftsmanship exhibited in this ware has been developed over the 
past 125 years, and exemplifies the best in technical skill. 


The Wettin pattern illustrated is one of a wide selection. A number 
of patterns in 94, 64 and 53 piece sets and open stock are now available 
for immediate shipment. 





THE WETTIN 


KEYSTONE CHINA and GLASS SHOW 
Hotel Fort Pitt, Rooms 325-326 


PAUL A. STRAUB & CO., INC. 


19 EAST 26th STREET (Near 5th Avenue) NEW YORK 10, N. Y. 
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Distinguished CERAMIC IMPORTS 





from ENGLAND... 


WEDGWOOD & CO. WALL PLAQUES AND TOBY WALL POCKET 
No. 1057—GAINSBOROUGH PLAQUE—with natural colored figure 


in relief, encircled by gold-tone frame 8"' x 6"............ $12.50 ea. 


No. 105i—""TOWN CRIER'' TOBY WALL POCKET—traditional design 
colorfully decorated, 7° high 


ss ieaktcceh adi: baa noi asia edeticae danicales aaa $7.00 ea. 
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from ITALY... 
RONDINELLA DINNER BELLS IN MAJOLICA 


te 0 UUe”””ti Se reer $2.50 ea. 
ee Uf. SR rerrrrert rey crc rrr rere ee 1.75 ea. 
ee ED Tre ree 1.25 ea. 





from SWITZERLAND... 


AFTER-DINNER COFFEE SET IN SWISS CHALET WARE 


16 pc. AFTER-DINNER COFFEE SET featuring the popular Alpine 
Flower Motif on café au lait tone ground: comprising 6 cups and 
saucers, coffee pot and sugar and creamer. Complete set for $5.50. 


All prices wholesale. 
View our complete displays at the: 


CHICAGO GIFT SHOW 


ROOM 850—PALMER HOUSE 


Jan. 3lst—Feb. 12th 
39-41 W. 23rd St. 


HERMAN C. KUPPER, INC. New York 10, N.Y. 
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enced by the Chinese and Dutch styles of that period 

Maj. Greaves plans to return home the long way : 
from New York to Honolulu and from there on. 
Orient. 


g0ing 
to the 


A FRIVOLOUS LITTLE “Floradora” figurine 
in Lenox china will from now on substitute for the metal 
“key to the city” in Trenton, N. J., home of Lenox 
Mayor Donal Connolly says he believes that it js ie 
appropriate to give visiting dignitaries something which 
will truly represent the city and which is also something 


to be cherished, rather than the traditional but valueless 
“key.” 


Maas. LEATHA EVANS HARDWICK, of San 
Antonio, Tex., has become a member of the sales force 
of Fondeville & Co., Inc., representing the firm in the 
Southwestern states. Mrs. Hardwick is a recognized 
authority on table settings, and has been connected with 
several of the leading Texas jewelry stores as a bridal 
secretary and consultant. She was formerly associated 
with the Gorham Co., Providence, as bridal consultant 
and lecturer on silver. 

Mrs. Hardwick will introduce in her territory the new 
line of Royal Tettau china, made in the U. S. Zone of 
Bavaria. Established in 1794, the factory has long been 
famous in Europe. The new line, styled by George Wesp, 
former president of the Rosenthal China Corp., is being 
shown now for the first time. In addition to Royal Tettau, 
Mrs. Hardwick will carry the Susie Cooper dinnerware 
and Bristol dinnerware, both from England. 


Bers WEISSMAN, INC., New York gift and 
lamp house, has announced the appointment of Joseph S. 
Bromberg as its sales representative for the Chicago-Mid- 
west territory. For the first time, the complete line of 
Bethwood Royal China lamps and shades will be ex- 
hibited in the firm’s own showroom, Room G31 on the 
11th floor of the Merchandise Mart, during the Chicago 
Lamp Show, January 3 to 15. 


C. E. WILLIS, sales manager for the Viking 
Glass Co., has informed the trade that the George E. 
Weigl Co., 230 Fifth Avenue, New York, is now retail 
representative for the company in the metropolitan area 
of New York. The Weigl concern will show the glass in 
their own showroom and will also work from the Viking 
showrooom at 225 Fifth Avenue. Miss Mary Housman 
will be manager there, and Edward C. Keuling, who has 
been manager for some years, is continuing on as special 
representative for Viking, working only on private mould 
and jobbing business. 


M. B. DANIELS & CO., New York giftware 
firm, is celebrating its 35th anniversary this year. 
Founded in 1914 by M. B. Daniels and his brother, G. D. 
Daniels, the firm was originally concerned with notions, 
but in 1924 they added china, glass and gift importations 
and domestic lines, and the following year moved to the 
present location in West 27th Street. Following M. B. 
Daniels’ death, G. D. Daniels assumed the presidency 
several years ago. 
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| DISTILLATOR, president of Vogue 
Ceramic Industries, Inc., New York, has announced that 
none of the Vogue lines are now being represented by 
Greenberg & Behm and Gabriel Loring, Inc. A new dis- 
tribution plan for Royal Jackson china and Vogue din- 
nerware is being formulated, and will be announced early 
this year, said Mr. Distillator. 


‘oe HUNT GLASS CO., of Corning, N. Y.., 
decorators of crystal glass stemware and _ accessories, 
formerly represented by Walter Reeder, has opened its 
own showrooms at Room 1015, 225 Fifth Avenue, New 
York. 

Also moving into new showrooms at 225 Fifth Avenue 
‘s the N. S. Gustin Co., which will occupy Room 1017, 
with Estelle Schaefer in charge. 


N EWLY APPOINTED general manager for 
Mary Ryan, Inc., is John F. Rees, who had his own 
business in Columbus, O., for many years and most re- 
cently has been engaged in the import-export business in 
Eeypt and the Middle East. The Ryan firm is celebrating 


its 25th anniversary this year. 


Dav FISK, who has represented Gonder 
Ceramic Arts, Inc., in the East for some years, has been 
appointed general sales manager of the company. He will 
continue to make his headquarters at the New York 
office, 225 Fifth Avenue. 


i inecesemetmess iNc., New York gilt- 
ware house, has announced that Gilbert J. Lehman, 339 
Santa Fe Bldg., Dallas, Tex., is now representing the firm 
in the sale of Buenilum metalware in the Southwest. The 
line will be displayed in the Lehman showrooms. 


A RTHUR NARINS, who has represented Bibi & 
Co. in the Philadelphia, Baltimore, and Washington area 
for the past 12 years, has moved his headquarters to the 
Furniture Exposition, 122 Chestnut Street, Philadelphia. 


Victor N. LICHTENBERG, sales manager of 
Nancy China, Inc., of Chicago, announced that Murray 
J. Saltzman will now represent Nancy in the East, while 
A. L. Dillon and his associate, D. B. Cooper, will be the 
Southwestern representative. The line is now on displav 


in Room 419 at 225 Fifth Avenue. New York. 





Is the Boss on the Payroll? 


Many jewelers assume that because they own the busi- 
ness and pocket the ultimate profits that it makes no dif- 
ference whether they appear on the payroll and include 
a reasonable salary for their services under overhead, dip 
into the till for what they want when they want it, or 
draw a check and charge it up to the boss in order to 
keep the bank account in balance with the books. The 
gist of their thinking on this subject is typified by a re- 


FOR JANUARY, 1949 











HOLD EVERYTHING! 


Here is something New — Practical — 
Packed with Sales Appeal 


The “HOLDERETTE” 


A CONVENIENCE — A CONVERSATION PIECE 
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Takes her handbag Solves the ‘where light-weight—Takes 
off the floor—off to put my umbrel- up minimum of 
her lap. la'’ problem. space in handbag. 


The Holderette allows a woman to hang her bag on 
a table or any flat surface—gives her comfort and 
freedom of movement—allows her to relax while din- 
ing—at cocktail or card parties—in classrooms or 
study halls. With non-slip grip it keeps the bag close 
at hand with contents easily accessible and requires 
no fuss or adjustment. Gold plated, non-taxable. An 


attractive gift, individually boxed. 


STANDARD MODEL .... 2c cccccces -$9.00 doz. 
DELUXE MODEL Has luxurious ribbed design—grace- 


ful circular top—specially created double hinge which 
permits folding to miniature size, 24 Kt. Gold Plated 
$18.00 doz. 


At the Chicago Gift Show — Palmer House — Rooms 727-728-729 


Made by Montvel Corp. 


JANIS-TARTER, GREEMAN, INC. 


225 Fifth Avenue, New York 10, N. Y. 
1213 Merchandise Mart, Chicago 54, Ill. 








| Folds into small 
compact shape — 
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Spode 


THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
won the approval of succeeding 


generations of discriminating people. 


me 
Fine English Earthenware 
| onan 
ENGLAND 


comtants. Crna English Bone Chins 


Lowestoft Stone China 
e-Unin 
Made by 
W.T. COPELAND & SONS, LTD. 
England 
e 
Sole agents and wholesale distributors 
COPELAND & THOMPSON, INC. 


206 FIFTH AVENUE, NEW YORK 10, N. Y 


























CREDIT 
JEWELERS! 


It’s Easy NOW ... to 
Keep Your TAX RECORDS 


... and simplify bookkeeping 


YES, it's possible NOW with a 


REM EMBER! modern, short-cut method of 
You must prove to the com- keeping oa// business records, 
plete satisfaction of your In- plus Federal income tax records, 
ternal Revenue Deputy Col- Social Security, Wage and Hour, 


lect that record 
in sea. Vas ©. oy Ae Sales Tax and State Tax Records. 


ment requires complete in- 
formation and will not 
accept incomplete records. 














This remarkable plan required 
almost 25 years to develop and 
Besides, it actually simplifies and perfect. KNICKERBOCKER SYS- 
cuts your bookkeeping time in  tENMS heartily endorses this 


am dons we a ee Be ~ simplified, easy-to-keep up plan. 


come Tax an easy job. Enables the 

credit jeweler to keep legally re- thi, simplified plan is yours for 
quired tax records. only $5.80, complete. No extra 
You'll save time, money, labor cost. So confident are we that 
AND as an extra bonus, you'll you'll like it, that we offer it on 
get additional forms for every «| money back basis, if not fully 
requirement. This includes a One tisfied. Ord T 2 d 
Year Advisory Service—Tax Exemp- *@"lstiec. Vrder your tax Kecor 
tion Advice — extra Ledger Sec- Plan from KNICKERBOCKER 
tions, and additional [nventory SYSTEMS TODAY! You'll thank 
Sheets—at no extra cost. us later. ACT NOW! 


KNICKERBOCKER SYSTEMS 


475 FIFTH AVE., NEW YORK, N. Y. 
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mark a jeweler made not long ago. “What’s the difference 
if I charge expenses with a salary for my services oy omit 
the charge and let the money swell the net profit?” 


He went on to explain that he drew $3,000 compensa. 
tion a year, that if he included this sum under overhead 
he would have $3,000 more expense and $3,000 less profit 
If he didn’t include it, he would have that much less < 
pense and that much more profit, and so, he’d bank the 
same amount during the year and end up with the same 
bank balance. This is bad reasoning and it can cause 
trouble. 


Take a jeweler whose condensed profit and loss state. 
ment shows the following figures: 








Sales oe eee $30,000 
Cost of sales ........ 2... ee eee. 16,500 
ee $13,500 
Overhead expense ..................... 10,500—35%, 
Net profit on sales ........ 0... ccc eeee. $ 3,000—10% 


Suppose this jeweler has recorded no salary under over. 
head expense for his own services, preferring to “let it 
ride” and swell the net profit. Unless he makes mental 
note of this fact when analyzing his profit and loss state. 
ment (and most jewelers do not), he will get the impres- 
sion that his overhead expense runs 35 per cent of sales. 
But, he would think differently if he put himself on the 
payroll for $3,000 a year or whatever was reasonable 
compensation for his services. Then, this is how his con- 
densed profit and loss statement would set up: 





Sales .......... Pee ee LS 
Cost of sales ...... open eae cn ekhewne ee 
Margin on sales ........... ta Nine Geol $13,500 
Overhead expense—including $3,000 com- 

pensation for the owner ............... 13,500—45% 
Net profit on sales ..................... $000000 


When compensation for the owner’s personal services 
is included under overhead, this jeweler earns no profit 
at all and his overhead is really 45 per cent—not 39 per 
cent. True, he has no more money at the end of the year, 
but he is not earning a satisfactory profit on sales. 
He must earn more margin by cutting the cost of sales or 
by increasing selling prices, or he must cut his overhead 
expense. For this reason, it is imperative that every 
jeweler include a reasonable compensation for managerial 
services under overhead expense or deduct such com- 
pensation from the apparent net profit and compute the 
actual net on sales. In more than one case, it was found 
that when compensation for services has been deducted 
in this way that the business was in the red. The owners 
would have been better off working for someone else and 
drawing a salary without the headaches attendant to busi- 
ness administration in these hectic days. 

Some jewelers take drawing accounts and vary them 
from period to period. This is bad for business analysis 
because in a period when drawings have been heavy, 
profits will be low on the profit and loss statement; in a 
period when drawings have been light, profits will be 
high, yet, managerial efficiency may have been less effec- 
tive in the latter period. To make business analysis de- 
pendable, the components that affect it should be equalized 
as much as possible. 


In some instances drawings are not included in over- 
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head expense, but are held as a debit account until the 
end of the year, then they are charged to net worth. This 
‘, no way negates the statements made in the foregoing. 

To determine true net profit, the drawings should be 
charged to business expense regardless of how they are 
recorded on the books; with one proviso, that the sums 
drawn represent a reasonable wage for the services per- 
formed. If the jeweler buys his wife a fur coat, draws 
the money to pay for it out of the business and charges it 
to his drawing account, he should not include this as com- 
pensation under overhead expense, although it is income 
to him and taxable. Such extraordinary expenses should 
be segregated on the books. Strange as it seems, there 
are cases where heavy personal withdrawals have been 
charged to a drawing account and transferred at the end 
of a period to overhead expense, the operating costs were 
inflated and the businessman in a dither because he found 
so little net on the profit and loss statement. This is the 
opposite extreme of not including compensation for per- 
sonal services under overhead expense resulting in an 
inflated net. 

The jeweler must pay income tax on his total income, 
and so, it makes no difference whether he draws his money 
as a salary, has a drawing account or lets it ride along 
with the net profit. But, the erroneous handling of com- 
pensation for services performed by the owner of a busi- 
ness can throw business analysis out of focus. For this 
reason, it is wise to take a look at your books to make 
sure that the money you take out of your business is 
recorded properly. 


Opening Day Specials 
(From page 213) 


of proper makeup, been suddenly transformed into a 
glamorous showgirl,” said Mr. Horwitz. “We aren’t cer- 
tain just what all our new position requires. We only 
know that we will have a consistent advertising campaign 
and will feature credit. 

“We have a contract with the local paper for a mini- 
mum of twenty column inches per insertion. No ad since 
the opening has been that small. Our advertising formula 
is characterized by these four points: 


1. Getting the name of the store over. 

2. Price. 

3. Picture the item, attractively. 

4. Credit terms. 

The Crescent Jewelry history is closely linked with 
the recent progress of the city of Tucson; the revitalized 
store is an appropriate addition to a fast-growing com- 
munity. In 1940, the metropolitan area population was 
60,000. Present-day estimates place the population fig- 
ure at 126,000. 





Americans transfer their fork to the right hand after 
cutting meat. Europeans convey the meat to the mouth 
with the left hand. This fact made it necessary for men in 
the O.S.S., during the last war, to learn how to eat all 
over again. 
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Sponsored by National Gift and Art Association, Incorporated 
Directed by George F. Little Management, 220 Fifth Ave., N.¥.3 
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Survey of Participating Retailers 
Shows Watch Parade is Successful 


In addition to stimulating public interest in watches and increasing watch 
sales, the Jewelry Industry Council’s “1948 Watch Parade,” which ran coast-to- 
coast from October 10 through 24, may be credited with promoting layaway 
sales of Christmas watches and stimulating sales of watch attachments. 

Prel.minary investigations of the promotion, undertaken by the Council 
while the “Watch Parade” was still in progress, gave every evidence that the 


program had been eminently successful. 
Now, detailed information, gathered for ¢ 


the Council by the Recording and Statis- 
tical Corp., shows to just what extent the 
promotion was successful, and what benefit 
it was to the participating jewelry re- 
tailers. 

A total of 1,336 jewelers, questioned by 
the Recording and Statistical Corp., pro- 
vided information which discloses the fol- 
Jowing facts: 

744 jewelry stores (80.6 per cent) re- 
ported more people looking at watches; 

5905 jewelry stores (54.7 per cent) re- 
ported increase in the use of layaway plan 
for buying Christmas watches; 

471 jewelry stores (51 per cent) report- 
ed increase in watch sales; 

346 jewelry stores (37.5 per cent) re- 
ported increase in watch attachment sales; 

269 jewelry stores (29.1 per cent) re- 
ported increased store traffic; 











152 jewelry stores (16.5 per cent) re- 
ported increase in new customers. 

lt is interesting to note, in connection 
with the foregoing, that although 211 retail 
jewelers did not report an increase in 
watch sales for October, as compared with 
September, they did report increased use 
of their store’s layaway plan for watches 
during the “Watch Parade” month. 

Among the retailers reporting increases 
in sales of watches attributable to the 
“Watch Parade,” 503 gave definite per- 
centage figures. Definite percentages 
ranged from four retailers putting their 
increase at merely 1 per cent, to one jeweler 
who estimated that the “Parade” increased 
his watch sales 300 per cent. The ma- 
jority of the estimates were as follows: 

12 retailers reported 100 per cent in- 
crease ; 








Ninety-five watches, representing the products of eight leading manufacturers were attrac- 

tively displayed during the Watch Parade in this window of the Mayor Jewelry Company, 

Inc. Fifth and Vine Streets, Cincinnati, Ohio. The watches shown range in price from $24.75 
to $720. 
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22 retailers reported 50 per cent 
crease ; 

68 retailers reported 25 per cent 
crease; 

76 retailers reported 20 per cent ip. 
crease; and 

118 retailers reported 10 per cent ip. 
crease. 

With respect to increased sales of watch 
attachments, definite percentage _ figures 
were given by 311 retailers. The increases 
ranged from 4 retailers putting their jp. 
crease at 1 per cent, to one retailer put- 
ting his increaSe at 200 per cent. The 
majority of these estimates follow: 

38 retailers estimated a 25 per cent in- 
crease; 

48 retailers estimated a 20 per cent in- 
crease; 

36 retailers estimated a 15 per cent in- 
crease, and 

92 jewelers reported a 10 per cent in- 
crease. 

In addition to seeking information on 
results obtained by participating retailers, 
the Council’s questionnaire sought informa- 
tion on promotional methods used by retail 
jewelers in connection with the “Watch 
Parade.” A breakdown of media and 
methods used to promote the event shows 
the following information: 

Window Displays: 1,300 of the respond- 
ing retailers (97.1 per cent) featured the 
“1948 Watch Parade” in their windows; 

Newspaper Ads: 1,006 retail jewelers 
responding to the questionnaire (75.1 per 
cent) promoted the “Watch Parade” in 
their newspaper advertising; 

In-Store Displays: 813 retail jewelers 
responding (60.7 per cent) had _ special 
in-the-store “Watch Parade” displays: 

Radio: 312 jewelers responding (23.3 per 
cent) used radio commercials to: promote 
their participation in the “Watch Parade”; 

Direct Mail: 228 of the jewelers respond- 
ing (17 per cent) used mailings .of one 
sort or another to call attention to the 
“1948 Watch Parade”: 

Free Publicity: 104 retail jewelers re- 
plying (7.8 per cent) stated that they had 
taken advantage of free publicity to pro- 
mote their “Parade” participation. 

Outdoor Advertising: 17 retailers re- 
sponding (1.3 per cent) used outdoor ad- 
vertising to promote the “Parade”; 

A special tabulation is now being made 
of the comments and suggestions offered by 
retailers in their questionnaires on improve- 
ments in future nation-wide promotion 
events. When completed, this tabulation 
will be turned over to a special committee 
for analysis and guidance in planning 
future promotions. 


in- 


in- 
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High Production Costs 
Concern Pearl Makers 


Makers of trademarked pearls and pearl 
jewelry are enjoying the revival of public 
popularity for their goods, but the manu- 
facturer whose product has been competing 
for a place on the counter of the chain 
department store has been hard hit. He 
has either had plenty of orders that he 
could fill at a loss or a big inventory and 
little or no business. 

Even to these manufacturers, however, 
the current vogue for pearls offers a cheer- 
ful picture for spring lines are being well 
accepted. Initial orders are running con- 
siderably above a year ago, it is reported. 

The manufacturers of unbranded pearls 
and pearl jewelry have found the old year 
not only below expectations from a_busi- 
ness standpoint but also in regard to costs 
and competition. 

The laxity with which business volume 
built up in the summer is blamed for the 
underselling, price cutting and _ panic-in- 
spired unloading of inventory that has 
caused the pearl industry many large-sized 
headaches in recent weeks. 

Established manufacturers are in the 
habit of setting their prices when their 
spring lines go out early each year. There 
have been many instances where the price 
was not set high enough, but it was al- 
lowed to stand for the year even, though 
it meant a loss on each item produced. 

For those following this pricing policy 
the first 1948 headache was a gradual but 
steady increase in the price of materials. 
Wages were on the upgrade also, but there 
was an opportunity to foresee that increase. 

Pearl essence, though, was selling for 
$16.50 a pound at the first of the year. 
Even the most pessimistic manufacturer 
would not have looked forward to a 170.7 
per cent increase during the year. But as 
the year progressed there was a price 
jump to $25 a pound, then a broad jump 
to $40 a pound. The latest billings have 
been at the rate of $45. During this pe- 
riod lacquers also increased in price. 

These costs made it extremely difficult 
for a manufacturer to maintain the prices 
set last January when such fantastic rises 
could be contemplated. 

For some of them it meant that certain 
numbers in their lines would have to be 
dropped because the increased costs had 
come into the picture before the delayed 
Christmas buying got started. 

It so happened that the items dropped 
were those that had already taken a hold 
with the public. They were the massive 
type numbers—particularly pearl ropes. 


was offered earlier in the year. 

Without knowing the whole story be- 
hind these searce pieces other small shops 
started making the popular items. The 
demand was not as great as they antici- 
pated and these manufacturers soon found 
themselves with rapidly building inventory. 

When they discovered that this fall’s 
business was going to be short of their op- 
timistic expectations and the danger of 
their’ becoming inventory poor, some of 
them cut their price 331/3 per cent—a 
few as much as 50 per cent. 

The result has been that these items 
have been reaching the customers over 
the retail counter at a price that other 
manufacturers claim is below their legiti- 
mate cost. 

Confusion has reigned as one manufac- 
turer has endeavored to explain his actions 
to a friendly competitor. 

The situation is coming to an end for 
this season. The last of the pre-Christmas 
orders were handled in the week of Dec. 





13. There are predictions within the in- 
dustry that the “battle of the pearls” will 
have some casualties listed among the 1949 
embarrassments. 

Another complication is alabaster beads 
—the base of simulated pearls which are 
beginning to come in from U. S.-controlled 
Japan at prices 50 per cent under what 
they can be made for here. 

It is now possible for a pearl manufac- 
turer to procure a set of graduated beads 
that would cost him $4.00 in the United 
States for $1.50 from Japan. This is ex- 
actly half the price charged for the same 
item by Czechoslovakia. 

They prefer to use the American bead 
because it can be depended upon for qual- 
ity. They also feel a sense of obligation 
to a related member of the U. S. jewelry 
producing industry. 

These low prices being quoted by the 
Japanese are enticing and could bring a 
price disadvantage to the discriminating if 
their competitors use the Japanese beads. 





Thett of Traveling Salesmen’s Sample Cases 


Can be Avoided if These Rules Are Followed 


Traveling jewelry salesmen were recent- 
ly given instructions on how they can 
guard against theft of their sample lines 
in a letter from the Chicago Jewelers’ Asso- 
ciation. Since the number of losses of 
salesmen’s sample lines during the past 
few months has become a matter of grave 
concern to the industry, the association 
contacted the Police Department for better 
protection, 

After interviewing the Police Commis- 
sioner, the association discovered that it 
will be necessary for salesmen to co- 
operate with the Police Department and 
to exercise greater care in handling their 
samples. 

The Police Department suggested that 
the salesman notify the Police Stations of 
the districts in which he plans to work. 
The Chicago Police Commissioner had a 
bulletin issued to the Commanding Officers 
of each district to alert his men when no- 
tified of the presence of the salesman and 
be on the lookout for his car. Although 
this arrangement with the Police Depart- 
ment presumably applies only to the Chi- 
cago area, a similar system might just as 
easily be worked out with police in other 
cities by salesmen. 

However, the following rules from the 
association apply to all salesmen in all 
sections of tne country. Strict compliance 
with these suggestions should help prevent 
loss by theft and might possibly result 
in keeping these crimes at a minimum: 


have to pass you and enable you to get 
a license number. 

3. Be on the alert for cars bearing for- 
eign state license plates and cars not hav- 
ing a front plate which may be following 
your car. 

4. If you have to change a tire, lock all 
windows and doors first before you unlock 
your trunk to get a spare tire, as thieves 
are known to steal cases from the unlocked 
car while the owner was busy removing 
his spare from the trunk. 

5. Be suspicious when you have two flat 
tires within the short period of an hour 
or so. This may be the work of thieves 
puncturing your tires so you will be with- 
out a spare, forcing you to leave your car 
unattended while you seek help. 

6. If you find your car suddenly devel- 
oping motor trouble and stalling after leav- 
ing a customer, do not leave your car to 
seek aid, as it may be the work of thieves 
who have poured water into your gas, hop- 
ing you will leave the car unattended. A 
lock cap for gas intake is desirable. 

7. Avoid parking lots whenever possible. 

8. When parked near an_ intersection 
with an officer on duty, notify him of your 
presence so he may watch your car. 

9. When possible leave your line with a 
friendly jeweler while having lunch. 

10. When taking your line into your 
office or home after work, do not leave 
your car unattended. 

11. Do not keep your line at home if at 





all possible to avoid it. If you must keep 
your line at home overnight, notify your 
local Police Station when you are going 
to leave in the morning so that they may 
patrol the vicinity. 

12. The Babaco Alarm system provides 
an alarm for cars that is rated quite effec- 
tively by the insurance companies, and if 
the salesmen will make sure it is turned 
on, it will be a great protection. 

13. Do not have any stickers on your 
car announcing any alarm equipment as it 
may excite the curiosity of the hoodlum. 


1. When starting out or returning with 
your line from office or home, be on the 
alert for suspicious persons in parked auto- 
mobiles or on foot and loitering in the 
vicinity. Get license number of car when 
possible. 

2. When calling on the trade by auto- 
mobile, use your rear mirror constantly 
to be sure you are not being followed. If 
you suspect, you are being followed, con- 
tinue on to a busy intersection, make a 
right turn and park your car in the first 
available space so the suspected car will 


When wholesalers and jobbers endeav- 
ored to procure these items as the Christ- 
mas business eventually got under way, 
they found they were hard to get. 

Wholesalers and jobbers then used a 
little pressure in an effort to fill their or- 
ders. To manufacturers they offered large 
orders for the other part of their lines, 
contingent upon the firm’s ability to pro- 
vide a certain number of the now scarce 
items. Some of the wholesalers and job- 
bers found it was necessary to pay more 
than the price for which a similar article 
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NEMJ&SA Executive Secretary 
Lists Industry's Objections 
At Two Government Hearings 


Two strong pleas against any lowering 
of the jewelry tariffs have been made in 
Washington on behalf of the manufactur- 
ing jewelry industry. 

George R. Frankovich, executive secre- 
tary of the New England Manufacturing 
Jewelers’ & Silversmiths’ Association, made 
his pleas before the United States Tariff 
Commission and also before the U. S. 
Commerce Department’s committee for 
reciprocity information. 


Any lowering of the jewelry tariffs would 


seriously affect the jewelry producing in- 
dustry of this country and the 40,000 per- 
sons it provides employment, he stated. 


His appearance before both groups was 
inspired by the current investigation of 
the trade agreements extension act of 1948 
in connection with proposed negotiations 
for trade agreements with Denmark, Do- 
minican Republic, el Salvador, Finland, 
Greece, Haiti, Italy, Nicaragua, Peru, 
Sweden and Uruguay. 


The forthcoming negotiations with these 
11 countries may contain serious implica- 
tions for the American jewelry producing 
industry, he pointed out. 

It was conceded that the volume of 
trade in jewelry products with the coun- 
tries named is relatively small and unim- 
portant. 


The strong opposition to any letting 
down of the bar in their cases was on the 
grounds that such concessions would auto- 
matically apply to all nations grouped 
under the “most-favored-nations’ clause. 


This would make the concessions ap- 
plicable to some of the principal suppliers 
of jewelry—notably Czechoslovakia, France 
and Mexico—the two groups were re- 
minded. 


Cites 1942 Trade Agreement 


Frankovich also pointed out that the 
Mexican trade agreement of 1942, nego- 
tiated in the middle of the war, showed 
Mexico enjoyed a “most-favored-nations’ 
treatment in respect to jewelry by having 
the tariff decreased from 110 per cent to 
55 per cent on items less than $5 a dozen, 
and from 65 per cent to 55 per cent on 
items worth $5 a dozen or more. 


“We could not of course quarrel with 
this policy of the government in the middle 
of a war,” he said, “but it seems to us 
that at this time, we are in a new era and 
should revert to a policy of adhering to 
the basic intent of the trade agreements 
act, which is, as we see it, the greatest 
possible freeing of trade without too great 
injury to domestic production laboring 
under higher costs.” 

It was further pointed out that since 
the 1942 agreement with Mexico, that 
country has substantially increased its 
tariff on most types of American jewelry 
going into Mexico, and that it has bene- 
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hted financially by taxing its jewelry ex- 
ports. 

“The reaction of other countries to these 
tariff reductions by America has been also 
detrimental to our domestic industry,” 
Frankovich charged. 

“Today, every major consuming nation 
in the world has either barred the impor- 
tation of jewelry from the United States 
completely or has reduced its importations 
from the United States to a smal] fraction 
of a base year figure,” he said. 

“It is readily understood that these coun- 
tries in an effort to save dollar exchange 
have resorted to the banning of jewelry 
since some of these items can be termed 
pure luxury items. It should be borne in 
mind, however, that the medium and low 
priced jewelry manufacturing industry 
represented by this association employs 
between 30,000 and 40,000 people, many 
of whom are highly skilled tool and jewelry 
workers,” he added. 

It was shown that much of the industry 
is located in Rhode Island, it being the 
state’s second dominating industry. 

Both groups were also informed of the 
present market situation. The industry, 
since its reconversion to peacetime prod- 
ucts, has been dealt several severe blows,” 
Frankovich said. 

Among these he listed the decline in 
jewelry buying due to the high cost of 
living; the 20 per cent excise tax; in- 
creased manufacturing costs and a number 
of government restrictions and regulations. 


Outlines Current Sales Trend 


A chart outlining the trend of retail and 
jewelry store sales showed that whereas 
the historic relationship has been very 
close over the years, since 1946 jewelry 
store sales have “not only failed to in- 
crease in relation to all retail sales, but 
have not increased at all.” 

“They are,” according to the Department 
of Commerce, “the only major group whose 
sales actually decreased in 1947 from the 
1946 level,” he said. 

Figures were used to show a drop of 
about 3 per cent in 1947 from the pre- 
vious year and a drop of 7 per cent in the 
first eight months of this year. 

Manufacturing costs were shown to have 
remained roughly parallel to the national 
picture, the wage cost per unit being about 
double the 1939 figure. 

In addition it was pointed out that the 
price of the jewelry industry’s raw mate- 
rials has increased as have all prices; that 
many of its materials are of strategic im- 
portance and therefore are in short sup- 
ply; that legislation which would radically 
increase the price of gold and silver to 
astronomical proportions was introduced 
in the last session of Congress, and will be 
given serious consideration in the forth- 
coming session. 

‘Many of the industry’s difficulties are 
because of the nature of its products,” 
Frankovich conceded. “Others, however, 
justified as they were when imposed, have 





Jewelry Manufacturers Oppose Tariff Cuts 


become unwarranted and unduly burdep, 
some,” he charged. 

“The effect of these many government 
restrictions and regulations has been al. 
ready felt by many in the industry” he 
continued. “The number of failures jp 1947 
was four times the 1946 figure. The figure 
for 1948 will show another increase. Many 
firms even during this historically rushed 
Christmas season are reeling under the 
impact of one or more of these restric. 
tions,’ he said. 

The briefs then dealt with the drop in 
foreign trade in the postwar years, “It jg 
estimated that current export business jp 
the jewelry industry is approximately 50 
per cent of the 1946 level, showing a 
least a 70 per cent loss of what might 
have been and could have been attained 
without foreign import restrictions, 


Foreign Imports Increase 


On the other hand, it was shown that 
in the past year and a half jewelry prod. 
ucts exported to this country have rapidly 
increased. “Produced with sub-standard 
and poorly paid help, this industry cannot 
hope with the present low tariffs to com. 
pete with this merchandise,” Frankovich 
said. 

As an example, he told of a Czechoslo- 
vakian jewelry item on which American 
manufacturers are finding it difficult to 
compete. It was but one of a number of 
examples given. 

The item was a floral pin made from 
brass and set with chatons or white stones, 
The foreign price without duty or other 
costs was 420 kroner per dozen pieces. 
On the basis of two cents per kroner this 
would be $8.40 United States money for 
a dozen pieces. 

Such merchandise is subject to a 55 per 
cent duty and a 15 per cent average cost 
of importation. With these amounts added, 
the jewelry would arrive in this country 
at a price of $14.28 per dozen pieces. 

The item is priced by the American 
manufacturer of its counterpart at $24 per 
dozen. “This difference in price will rap- 
idly wipe out domestic production of this 
type of jewelry,” it was charged. 

Frankovich stated that although the im- 
port picture when viewed from an industry 
basis has relatively minor effect at this 
particular time, there are definite and pro- 
nounced indications that in the very near 
future, if the present trend is continued, 
the effect on the domestic industry will be 
extremely harmful. 

“It is evident,” he added, “that as for- 
eign production stabilizes itself and ap- 
proaches prewar levels, which it is now 
rapidly doing, this industry with the pres- 
ent tariff can count on sharp foreign com- 
petition to be added to its ever growing 
list of burdens.” 

From this gloomy outlook at the present 
tariff rates, Frankovich went on to show 
how much worse conditions will be for the 
industry if the rate is reduced. 


(Please turn to page 240) 
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slack, Starr & Gorham Show 
Jewels For All Price Ranges 


4 galaxy of Christmas gifts and jewels 
_from the most simple to the most fabulous 
_were presented by Black, Starr & Gorham 
- November 20th at a luncheon at the 
Ritz Carlton Hotel, New York. | 

Regency jewels designed to compliment 
the Empire silhouette, ranging in price 
from ten dollars to many thousands of dol- 
lars, were displayed by mannequins. Shown 
also were the “Crown Jewels” from their 
antique collection. From a Christmas tree 
wily decorated with bright and shining 
vifts, and from a table heavily ladened with 
home accessory items, the mannequins car. 
ried down the runway “today’s gifts—to- 
morrow’s heirlooms,” from three dollars to 
three thousand dollars. 

Gracious living with simple elegance was 
the keynote of all Black, Starr & Gorham 
home accessories displayed. From the 
loveliest of stationery, to delicately hand 
decorated trays, to magnificent crystal 
candelabra, beauty of design and work- 
manship was paramount. 

One interesting feature of the show was 
a lavish but surprise display of jewelry 
shown on four mannequins simultaneously 
—one wearing ten dollars worth of jewels 
and the next one hundred, the third one 
thousand and the fourth ten thousand 

Climaxing the showing were Black, 
Starr & Gorham’s opera jewels including 
sets of emeralds and diamonds, rubies and 
diamonds with the Directoire trend of the 
elegant winter social season. 


wn 





i 


The dazzling display of jewels worn by the 
model above, valued at approximately $22.- 
000, was part of the glittering procession 
of gifts and jewels seen at a recent Black, 
Starr & Gorham showing. Note the attrac- 
tive clip pin the model is wearing which 
divides into several pieces for day wear. 





Adelsheim Elected Director 
Of Jewelry Industry Council 


Maurice Adelsheim, Sr., of S. Jacobs 
Co., jewelers of Minneapolis and president 
of the American National Retail Jewelers 
Association, has been elected a director of 
the Jewelry Industry Council. 

Mr. Adelsheim has for some time been 
actively interested in the Council’s work 
and was responsible for helping to initiate 
the Council’s first nation-wide retail pro- 
motion “The 1948 Silver Parade.” 
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Seven new planes completed 
eco at a cost of 74.30! 














New planes can’t fly without control cable, and this manufacturer needed some 


—fast. He got it the same way he regularly gets many supplies and parts—by 
Air Express. Ordered in A.M., delivered to plant same day. 500 miles, 28 lbs., 
Air Express charge only $4.30. So production continued without a break. 
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Shipments go on all flights of Scheduled 
Airlines. Speeds up to 5 miles a min- 
ute—no waiting around. Direct ser- 
vice to over 1,000 airport cities, air- 
rail for 22,000 off-airline offices. 


$4.30 included pick-upand delivery at 
no extra charge—and receipt for ship- 
ment. All this, plus the world’s fastest 
shipping service. That’s Air Express— 
used with profit by every business. 


Facts on low Air Express rates: 


22 lbs. of new fashions goes 700 miles for $4.73. 
6-lb. carton of new jewelry line goes 1,000 miles for $2.24. 
Same day delivery in both cases if you ship early. 


Only Air Express gives you all these advantages: Special pick- 
up and delivery at no extra cost. You get a receipt for every shipment 
and delivery is proved by signature of consignee. One-carrier re- 
sponsibility. Assured protection, too—valuation coverage up to 
$50 without extra charge. Practically no limitation on size or weight. 
For fast shipping action, phone Air Express Division, Railway 
Express Agency. And specify “‘Air Express delivery” on orders. 














Rates include special pick-up and delivery 
door to door in principal towns and cities 








AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


SCHEDULED AIRLINES oF THE u.s. 


233 





Speaker Says Jewelers Shun Potential Sales, 
Tells How to Make That Cash Register Ring 


Pointing out the fact that national em- 
ployment figures were at their highest peak 
in American history and that the eight 
basic industries would have to go at full 
speed for several years just to catch up to 
its backlog of orders, Armin Friedman, 
sales executive for the American Weekly 
Magazine, spoke as a featured guest at the 
recent Sales Force Rally banquet put on 
by the Milwaukee District Jewelers’ Guild 
for its members and their store staffs at 
the Knickerbocker Hotel on Tuesday, No- 
vember 9th. 

Tying in his topic, “My America—And 
the Outlook for 1949,” with the retail 





jewelry industry, he scoffed at ideas that 
a depression was coming, and predicted 
that this 1948 Christmas would be the big- 
gest that retailers had ever had. 

He pointed out on a printed chart that 
the eight basic industries that keep 
America sound were going full speed 
ahead, with resultant full payrolls, which 
in turn meant probably more customers for 
the jewelers. As the eight he listed, steel, 
construction, oil, agriculture, mining, tex- 
tiles, automobiles, and banking. 

He showed figures obtained from the 
Federal Reserve Board which stated that 
$831,000.000 were on hand as Christmas 











BOOST your 


BUSINESS fa 


with this 
Outstanding 
Gibson “Original” 


Here’s a Bridal Book that’s different and... to the 
bride, just about indispensable. In 160 well planned 
pages it tells what she wants to know in planning her 
wedding, honeymoon, new home . . . and much more 


besides. 


Under “Procedure”, for instance: she learns what's’ 


expected of the groom and the bride — about invitations, ; 


decorations, attire, formal and informal . . . friendly 4 . ( 


hints. It deals with the trousseau, planning the new home, 
gifts and guests . . . and a host of other often puzzling 
matters on which she'd like definite and authoritative 


information. 









savings alone—a good part of which was . 
“natural” to go for jewelry gifts. He also 
quoted figures from the American Bank. 
ers’ Association listing $45,000,000 in say. 
ings accounts. 

Then turning to the human resources of 
this country, Mr. Friedman pointed out 
that from 1940 to 1947 there were 14,399. 
000 marriages recorded with a total of 9. 
000,000 babies born since 1940. 

All of these, he reminded his audience 
needed jewelry items of some kind. The 
marriages meant rings, wedding gifts, sil. 
verware, birthday gifts, anniversaries. The 
babies meant christening gifts and birth. 
day presents, and, naturally, a steady 
stream of gifts down the years, 

These sales and more to come in the 
future were waiting for the jeweler who 
would make the effort to go out after them, 
Repeating to his audience the fact that in 
the past few years they just had to sit jp 
their stores and wait for the customers to 
come to them to buy all that they had to 
offer; he reminded them that now, for the 
first time in six years that the public had 
a choice again. And now people would 
shop around more before they bought. 

“So you'll have to work to make those 
sales!” he added, “But remember, they are 
there to get! Use the business-building 
ideas which the manufacturers tell you 
about in their brochures and other litera. 
ture! Go to the local court house and get 
a list of the marriage licenses issued, 
Send letters and sales reminders to those 
couples. All of them need silverware, as 
well as other items! Or get a list of new 
residents in the neighborhood and send 
them sales reminders. Or drop in and chat 
with them for a few minutes. Let them get 
to know you, that’s the important thing; so 
that when they do need some item in your 
line, that their minds will immediately 
bring your store’s name to mind!” 

Mr. Friedman also stressed the im- 
portance of getting the right sales people 
on the staff, since they are the ones the 
public meets, and thus it is they who can 
make or break a store. 





Jewelry Industry Council 
Announces Date of Meeting 
The annual membership meeting of the 


Jewelry Industry Council will be held on 
Jan. 16, 1949—the day after the annual 


banquet of the Twenty-Four Karat Club 


of the City of New York. The council's 
meeting will be held at the Waldorf- 
Astoria Hotel in New York, starting with 
luncheon at 11:30 in the morning. 


The meeting will hear reports from off- 
cers and directors of the council on work 
done in 1948 and on plans for 1949 as well 
as reports on results of a mail election 
held to fill terms of officers and directors 
whose terms expired at the end of 1948. 


ette, richly stamped in gold. Naturally it comes in a nice, 


The BRIDE’S WORK BOOK is practical from first page 
to last . . . beautiful too, in rich binding of white leather- 


ivory individual gift box. It measures 10% x 8%”... and 


$5.00 


a fair and profitable retail price is 


® You just couldn't find a better item to head up an 
order for a $100 or $50 Assortment of the fast-selling 
GIBSON WEDDING MEMORY BOOKS. 


C.R. GIBSON & COMPANY —— 


Norwalk, Connecticut 
“Gibson - Norwalk” 
New York Display: 200 Fifth Avenue — Mail orders to Norwolk 


Plans Visit To Europe 


Budd Rosenberg, vice president of Gens- 
ler-Lee, prominent California jewelers, will 
visit Europe during January and February. 
During his trip abroad, he will, visit the 
important diamond centers in England, 
Holland and Belgium as well as some of 
the watch factories in Switzerland. 











THE JEWELERS’ CIRCULAR-KEYSTONE 


234 











Congress To Investigate PX Situation This Year 


American Retail Federation 
seeks Relief For Retailers, 
Outlines Four Major Issues 


The competition forced on America’s 
small business men by Army and Navy re- 
tailers is slated to become the subject 
of a congressional investigation in 1949. 

Both the Senate and House Armed Ser- 
vices Committees are expected to look into 
this all-important question to retailers and 
recommend legislation to clarify the areas 
of dispute between Army post exchanges 
and Navy ship stores on one hand and 
private retailers on the other. 

Meanwhile, the Munitions Board has be- 
gun an investigation of its own and is ex- 
pected to issue a report in the near future. 
The Munitions Board investigating group 
is particularly interested in finding out 
whether or not the military and naval 
stores can be reduced in number or be 
restricted as to lines of merchandise car- 
ried in order to avoid charges of unfair 
competition with private retailers. Army 
and Navy exchange sales are currently es- 
timated at about! $200,000,000 annually. 





Here's How You Can Combat 
Ships Store—PX Competition 


Are you, as a retailer, being hurt by 
unfair competition from Army post ex- 
changes and Navy ship stores? If you are, 
here are suggestions that may result in 
correction of this inequity. First, write 
your congressman. Second, write your 
senator. Third, write to both Senator 
Millard E. Tydings, Democrat, of Mary- 
land, chairman of the Senate Armed Ser- 
vices Committee, and Representative Carl 
Vinson, Democrat, of Georgia, chairman of 
the House Armed Services Committee, 
These last two members of Congress are 
slated to head the committees which are 
scheduled to study the problem next year 
and to recommend changes or clarification 
of existing law. 





The U. S. Chamber of Commerce and 
the American Retail Federation have been 
particularly active in seeking relief for 
small business from this type of compe- 
tition from the Federal Government. The 
board of directors of the Chamber of Com- 
merce has, for example, approved a report 
submitted by its Domestic Distribution 
Department Committee which outlines the 
problem as consisting of four major issues. 
This committee, headed by James W. 
Baker, president of Baker-Lawhon & 
Ford, of Shreveport, La., lists these four 
issues as follows: 

“I—Articles and services not properly 
classified as items of necessity and con- 
venience are sold in exchange and service 
stores contrary to the intent of Congress. 

“2—Special order procedures (unlimited 
as to unit value in the case of the Navy 
and up to $300 in the case of the Army 
and Air Force) permit the purchase of 
a wide range of merchandise not regu- 
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larly stocked by service stores and ex- The Chamber’s board of directors, has 
changes and not properly classified as endorsed the following six proposals all of 
items of necessity and convenience. (The which were recommended by Mr. Baker’s 
$300 limit applies to the cost price to the committee: 
exchange.) “1_-The Armed Service Committees of 
“3—Large numbers of non-military per- the Congress should investigate the opera- 
sonnel and other civilians acquire merchan- tion of Army post exchanges and Navy 
dise offered for sale in exchanges and ser- ship’s service stores to determine if they 
vice stores either directly or through are performing their proper functions with- 
friends and associates in the armed ser- in the applicable limitations imposed in 
vices in contravention of the intent of Con- Public Law 267, 80th Congress. 
gress and of military regulations. *“2—Congress should appraise the ex- 
“4——Military service stores have refused pansion of operations of Army post ex- 
to pay the 20 per cent retail excise tax on changes and Navy ship’s service stores in 
cosmetics, furs, jewelry and luggage. It terms of the unfair situation such expan- 
is claimed by officials of the National Mili- sion has created for retailing. In effect, 
tary Establishment that the government the operation of such stores forces the re- 
should not tax itself.” (Please turn to page 237) 
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MODEL R COMPLETE 
INCLUDES 2 STYLES OF 
LETTERING. $185.00 
F.0.8. NEW YORK. 


The NEW HERMES ing 
1S REVOLUTIONARY! 


®@ So simple — everybody can operate it 
@ Engraves names, initials, dates INSIDE ring 
@ Results are identical to hand engraving 
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Princess Ingud 


Our pattern sold under the name 
covered by 
124,975. 
Suits are being brought to enjoin 


Princess Ingrid is 


Design Letters Patent 
the manufacture and sale of 
imitative articles which we are 


advised are infringements. 


MERIDEN e@ CONNECTICUT 


Division of The Ellmore Silver Company, Inc. 




















Newsreel Audiences to See New Watch Styles 


The following stills from a newsreel se- 
quence show the latest styles in novel and 
sift watches. These watch sequences, which 
may be seen by newsreel audiences of 60,- 
000,000 from coast-to-coast, were filmed 
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This beautifully fashioned ruby, turquoise 

and diamond pendant containing a Swiss 

movement is the peak of chic with a touch 

of the practical. Note also the graceful 

ring-watch worn by this model, who shows 

the same timepiece in one of the newsreel 
sequences. 


with the cooperation of The Watchmakers 
of Switzerland and show timepieces of al 
types for gift purposes. They should en- 
able jewelers to capitalize on local merch 
andising tie-ins. ol 





Three practical uses of Swiss movements for 
gift purposes are shown above. These fra- 
gile looking, but sturdy timepieces add +o 
the value and appeal of the leather note- 
book and gold pencil. Another novel crea- 
tion of Swiss craftsmen is the movement in 
the platinum bracelet which opens to a 
hidden watch under one of the shells. 





17-jewel Swiss 

watch is placed in a gold lipstick case. And 

just to make sure of the time, this fashion 

actress also wears three other watches, dis- 

guised in a ring mounting, bracelet and 
hanging lantern. 


Time for lipstick. A tiny 





A gift for formal occasions is made up by 
combining a gold-edged Swiss movement 
with a leather cigarette case. A second 
gift combination is achieved by “hiding' a 
watch inside the gold and coral bracelet. 








Attention, Veterans: 
This May Interest You 


The Western Pennsylvania Horological 
Institute has a substantial number of book- 
lets for veterans titled “Education and 
Training.” Prepared and copyrighted by 
the Army Times of Washington, D. C., the 
booklet comprehensively and clearly an- 
swers the questions veterans ask about 
their educational rights and benefits under 
the GI Bill of Rights both in the United 
States and abroad. 

Any veteran desiring a free copy of this 
32-page booklet can obtain same _ by 
writing to the Western Pennsylvania Horo- 
logical Institute, 808 Ridge Ave., Pitts- 
urgh 12, Pa. 





‘Stop the Music’ Contestants 
Awarded Two Tissot Watches 


The Tilden-Thurber Corp. of Provi- 
dence, R. I., has been twice blessed. Two 
successive times the “Stop the Music” jack- 
pot was broken by a resident in that vi- 
cinity, to the tune of two ladies’ platinum 
and diamond-set Tissot watches with dia- 
mond bracelets, each valued at $3,000. 

Tissot’s participation on this popular pro- 
gram lasted 10 weeks, with the Hooper 
estimation of at least 15,400,000 listeners 
each week. The promotion was very well 
received by Tissot dealers the country over 
who tied-in locally with spot radio an- 
nouncements, newspaper ads and by dis 
playing counter cards. 
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pX Set-up to be Investigated 
(From Page 235) 


tail segment of the business economy to 
subsidize certain governmental responsi- 
bilities, such as welfare and recreational 
activities, to the personnel of the armed 
forces. 

“3 Army post exchanges and Navy 
ship’s service stores appear to have ex- 
ceeded their proper sphere of activities by 
offering merchandise and service for sale 
which have little, if any, relation to ‘neces- 
sity and convenience’ or ‘well-being and 
contentment.” The intent of Congress was 
to limit such merchandise to small items 
of personal necessity, convenience and 
comfort, particularly where military and 
Navy installations are located near estab- 
lished shopping areas. 

“4—Special order systems are particu- 
larly objectionable inasmuch as practically 
any item of merchandise, without regard 
to ‘convenience and necessity,’ may be pur- 
chased through exchange or ship’s store 
facilities and would seem to be clearly be- 
yond the intent of Congress. 

“5—Policing of purchases by unauthor- 
ized persons is an almost impossible task. 
The National Military Establishment is en- 
deavoring to lessen sales to unauthorized 
personnel, but the chances for evasion of 
regulations are almost infinite. The amount 
and effect of unauthorized purchases would 
be lessened substantially if merchandise 
stocked and sold in exchanges and service 
stores were limited to items of ‘conveni- 
ence and necessity.’ 

“6—Sales of merchandise at exchanges 
and service stores are sales ‘at retail’ and 





Providence Selected as Site 


For New Watch Case Company | 


Benjamin Ozaroff, a former top executive 
of one of America’s leading watch concerns, 
has formed a company in Providence for 
the manufacture of watch cases. He has 
leased approximately 10,000 square feet of 
floor space in the Rhode Island capital, and 
hopes to be in production shortly with an 
initial working force of 50 persons. 

The new company will be known as the 
Mercury Watch Case Co., Inc., with Ozaroff 
as president. Hermann Buerkle will be vice 
president and will have charge of the tool 
room, and Herman Albrecht will be secre- 
tary of the corporation and will serve as 
plant superintendent. Both Buerkle and 
Albrecht were formerly associated with 
Qzaroff. Ozaroff’s son, Richard E. Ozaroff, 
will be assistant manager. 

Providence was selected by the new com- 
pany after a survey of New England had 
been made. In his former work, Mr. Oza- 





seem clearly to be subject to the federal 
retail excise taxes. It should be noted that 
the 20 per cent federal retail excise tax ap- 
plies to sales of so-called ‘luxury’ items— 
cosmetics, furs, jewelry and luggage.” 
As far as the applicability of federal ex- 
cise tax is concerned, the Department of 
Justice has postponed issuance of a ruling 
on the question. Earlier, the department 
had been asked to rule on the question of 
whether or not the tax should apply to 
sales in post exchanges and ship stores. 
But the department now has decided to 
withhold its decision pending the outcome 
of legislative proposals. The Attorney 
General’s office is currently sending copies 
of this form letter in answer to inquiries 





from businessmen concerning applicability 
of the federal tax: 
“Dear Mr. — 

The Attorney General has requested me 
to acknowledge and thank you for your 
letter of regarding the application of 
federal excise taxes to sales by Army ex- 
changes and ship service stores. 

We have been advised by the Depart- 
ments of Treasury and Army that the re- 
quest for ruling by the Attorney General 
should be held in abeyance pending con- 
sideration of recommendations to be made 
to the Congress for possible legislation on 
the subject. In the circumstances, a ruling 
on the matter is not now contemplated. 

Assistant Solicitor General.” 











Matching plastic ring cases — ultra 
smart, exclusive, beautifully styled— 
typical of Dennison value and Dennison 
originality in design. 

This unique two-some will fill many 
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of your ring case needs. The smaller 
case— Number 7450X—holds a single 
ring, and the larger case—Number 
71501 X— holds either one or two rings. 
Both numbers are similar in design with 
sparkling, crystal-clear plastic bases 


distinctively undercarved to give added 
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—_ style leader for over a century 


luster — both -are adorned with exquis- 
itely embossed two-toned plastic covers. 
These striking cases come in a wide 
array of appropriate pastel colors with 
linings in many beautiful shades. Con- 
veniently packaged in individual cream 
packers —12 to a carton. 

Dennison leadership in Jewelry boxes, 
cases, findings and supplies is based on 
more than 104 years of outstanding 
craftsmanship and supreme values in 
every grade of merchandise. 


FOR MANUFACTURERS 


Dennison makes a wide range of specially 





Dennison makes a complete line of boxes 


roff was familiar with the New York and 
and cases in paper, metal, fabric and plastic; 


Waterbury, Conn., areas. After a study of 
the areas with which he was less familiar, findings; supplies. Sold by leading whole- 
| salers throughout the country. 


he decided upon Providence because he 


he said, due both to the availability of the 
right kind of labor and the availability of 
JEWELERS DIVISION 
FRAMINGHAM, MASSACHUSETTS 





designed paper jewelry boxes and cases for 
manufacturing Jewelers. Consult Dennison 


about your packaging problems. 





the right kind of machinery and equipment. 
Tooling operations are in progress. Pro- 
duction equipment is being installed pre- 
liminary to the inauguration of manufac- 
turing operations in the near future. 
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Federations Fund Drive 
Passes Half-Way Mark 


Leading figures from all sections of the 
jewelry industry as well as prominent rep- 
resentatives of the bench and _ pulpit, 
turned out to pay tribute to Jacob H. 
Schaeffer, of Shiman Bros. & Co., Inc., who 
was guest of honor at the Jewelry Manu- 
facturers’ dinner for the Federation of 
Jewish Philanthropies of New York on 
Thursday, Nov. 18. 

G. H. Niemeyer of Handy and Harman, 
Inc., W. Waters Schwab of J. R. Wood & 
Sons, Inc., Colonel Harry D. Henshel of 
the Bulova Watch Co., chairman of the 
Jewelry Division of the Federation, Rabbi 
Sidney S. Tedesche, and Judge Samuel 
Null, each expressed the gratitude of the 
industry and of the community for the 
long years of service that Mr. Schaeffer 
had rendered to the Federation and to all 
worthy causes. Milton Weill, Arrow Manu- 
facturing Co., associate chairman of the 
Federation campaign, brought the greet- 
ings of the Federation to Mr. Schaeffer. 
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Chairman of the Jewelry Division of the 

Federation of Jewish Philanthropies, Colonel 

Harry D. Henshel (right), presents a scroll 

to Jacob H. Schaeffer at a testimonial 

dinner to Mr. Schaeffer in New York on 
November I8th. 


Sidney Fiddelman of J. Fiddelman and 
Sons, chairman of the Jewelry Manufac- 
turers’ Committee, and Henry Peterson of 
the Feature Ring Co., Inc., and chairman 
of the dinner committee, announced that 
$65,000 was raised at the affair. Colonel 
Henshel pointed out that the results were 
a tribute to Mr. Schaeffer, as well as to the 
new strategy of the Jewelry Division of the 
Federation in the current campaign. 

The Jewelry Division has been organized 
on a decentralized basis, and separate 
drives are being conducted, under the 
chairmanship of Colonel Henshel, in each 
of seven principal sections of the industry. 

With the Watch Wholesalers’ and Manu- 
facturers’ Committee meeting immediately 
following the Jewelry Manufacturers’ tes- 
timonial to Mr. Schaeffer, another principal 
section of the Jewelry Division reached the 
high point of its activities in the current 
drive. 

Under the chairmanship of Simon 
Gershey, of the Gruen Watch Co., and 
Bernard M. Schmukler, J. J. Schmukler 
and Son, over 100 leading figures in the 
industry met and pledged all out support 
to the Federation and its 116 local hos- 
pitals and welfare institutions. 

At the close of the evening, Colonel 





Henshel announced that the Watch Co 
mittee and the General Wholesalers * 
raised $195,000. 

The Jewelry Division as a whole has no 
raised a total of $299,000, with the oon 
paign at the half way mark. Some $40,000 
has come in from the Diamond Group aa 
from the retailers, with the campaign jp 
these groups just begun. 

The Diamond Dealers’ Club enlisted the 
support of its membership of 1500 in the 
current Federation appeal. Jack Sigman 
the club president, presented a check 
$1,000 from the club treasury to Colonel] 
Henshel at a recent presentation cerem 


held at the club’s headquarters, ai 





Slogan of Swiss Watchmakers 
To Continue in ‘49 Advertising 


Based on a national survey of consumers 
and trade, and the results obtained from 
the advertising run last year, The Watch. 
makers of Switzerland advertising in 1949 
will continue to promote the buying of 
watches in jewelry stores for gift occasions. 

The heavily publicized slogan, “For the 
gifts you'll give with pride—let your jew. 
eler be your guide,” which has received 
the enthusiastic endorsement of the trade, 
will continue to popularize and promote 
the jewelry store as in 1948. The ad sched- 
ule will include important national maga- 
zines and newspaper supplements. 

The 1949 ads will continue to feature 
the work of famous American illustrators, 
such as Norman Rockwell (the extremely 
popular magazine cover artist). This cam- 
paign now will be supplemented by a spe- 
cial series illustrated by Swiss artists and 
photographers. 

Last month, The Watchmakers of Swit- 
zerland sponsored the largest concentra- 
tion of institutional advertising for the 
watch business in any Christmas season, 
dramatizing the watch as the ideal Christ- 
mas gift in national magazines and news- 
paper supplements in key markets. The 
advertisement also stated that jewelers now 
have a wide choice of watches, “achieve- 
ments of the skill of free craftsmen—of 
America and Switzerland, oldest democra- 
cies on two continents.” 

As a climax of the 1948 campaign, this 
ad had more than 100,000,000 reader im- 
pressions during December. Merchandising 
support was furnished jewelers throughout 
the country through direct mail and a spe- 
cial 3-piece window display. 

The consumer campaign throughout the 
year was backed up with advertising in 
10 jewelry publications, which will also 
continue into 1949. 

The campaign is directed by Foote, 
Cone and Belding International and pro- 
duced in both the New York and Swiss 
offices of the agency. 





Open New Jewelry Store 


Hundreds of people attended the formal 
opening of the Josephson and Lloyd Jewel- 
ry Co. held on Saturday, November 20th in 
Twin Falls, Idaho. Located in the Or- 
pheum Theatre Building, the new, modern 
store is jointly owned by Bill Lloyd and 
Jerry Josephson. 
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Mr. Siegel, president of the Murray 
Siegel Jewelry Co., located at 2 West 47th 
st, New York, is leaving on a six-week 
trip to Argentina and other South Ameri- 
can countries to call on his accounts. 

4 Mr. and Mrs. David Pfeffer of 108 Ful- 
ton St. New York, announced the engage- 
ment of their daughter, Estelle, to Howard 
Robert Turkell, son of Mr. and Mrs. 
Joseph Turkell. Estelle Pfeffer is now a 
student at New York University, and Mr. 
Turkell is a graduate of Queens College 
in Long Island. Miss Pfeffer’s father is 
president of David Pfeffer Co., Inc., manu- 
facturers of gold finding rings. 

4 The Philbern Ring Co., manufacturing 
jewelers, located at 216 East 45th St., New 
York, and the General Watch Case Co., 
manufacturing jewelers, located at the 
same address, both announced that they 
have opened showrooms at 62 West 47th 
St. to aid in the distribution of their 
products to the trade. 

4 The New York Guild of the American 
Gem Society met on Nov. 16 at 5 East 47th 
St, New York. Dr. Ralph J. Holmes, in- 
structor, explained the newly discovered 
method of obtaining the refractive index 
of cabochon stones. Laboratory practice 
followed. 

q The civic committee of the Diamond and 
Jewelry Exchange, 66-86 Bowery, New 
York, recently indorsed the construction 
of a Second Ave. subway as proposed by 
the Board of Transportation of New York. 
The jewelry group contended that the new 
subway would permit removal of the Third 
Ave. elevated, structure which, in turn, 
would heighten property values and do 
away with slums. 

q The 1011 merchants of the Diamond and 
Jewelry Exchange, one of the city’s oldest 
business centers, were again in the head- 
lines on Dec. 1 when they marked the 75th 
anniversary of the founding of the Ex- 
change. Benjamin Fabrikant, chairman of 
the organization’s diamond anniversary 
committee, announced the Exchange’s an- 
niversary. City officials, including Mayor 
O’Dwyer, inspected the Exchange during 
the celebration. The Exchange was founded 
Dec. 1, 1873, when a group of merchants 
established a small diamond and jewelry 
store at 72 Bowery. Since then the group 
has grown into one of the largest jewelry 
centers in the United States. 

q At their November meeting, held at the 
Hotel Roosevelt, New York, the Diamond 
Manufacturers’ Association of America 
changed the name of their organization to 
the Diamond Manufacturers’ & Importers’ 
Association of America, Inc. This was done 
in order to include a number of diamond 
manufacturers and importers who are not 
now members, but who have indicated their 
desire to join the association. Another 
reason given for the change was the desire 
on the part of the group to describe more 
accurately the composition of the member- 
ship and the activities of the association. 
4 The latest addition to the midtown cen- 
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ter of diamond and jewelry trading in 
New York was the formal opening of the 
Fifth Ave. Jewelers’ Exchange at 32-34 
West 47th St. on Dec. 15. The Jewelry 
Dealers’ Exchange Building, only recently, 
opened just across the street at 37 West 
47th St., and several other buildings in the 
block are now devoted almost exclusively to 
the diamond and jewelry trades. The new 
exchange has booths for 100 jewelers, 65 
of which are on the main floor and 35 in 
the basement. The building is sound- 
proofed and air-conditioned. 

q Present’s Jewelry Store has been opened 
at 31 North Main St., Jamestown, N. Y., 
following an extensive remodeling and ex- 
pansion program. 

q De Wares Jewelry Co., Inc., 322 S. 
Warren St., Syracuse, N. Y., has opened a 
new jewelry gift shop. 











GUEST SPEAKER 





At the December meeting of the Horologi- 
cal Society of New York, President Andrew 
Park (left) is shown introducing the fea- 
tured speaker, Paul A. Tschudin, director, 
Swiss Watch Repair Parts Information Bu- 
reau, Inc., who was invited to outline the 
latest developments and answer questions 
concerning the application of the new Swiss 
Watch Repair Program. Mr. Tschudin had 
just returned from a personal survey of the 
Canadian horological trade, preparatory to 
introducing the program in that market 
early this year. 


CORRECTION 


In the New York section of the Decem- 
ber issue an item concerning the first fall 
meeting of the New York Guild of the 
American Gem Society was partly incor- 
rect. The item stated that the Guild met at 
the Eastern headquarters of the American 
Gem Society and implied that G. R. Crown- 
ingshield was a director of the Guild. Mr. 
Crowningshield is director of education for 
the GIA Eastern headquarters. 

Actually, the American Gem Society does 
not maintain Eastern headquarters. The 
meeting was held at the Eastern office of 
the Gemological Institute of America which 
is an organization entirely separate from 
the American Gem Society. 
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WATCH MATERIALS— 


Parts for all makes of 
Swiss & American watches 
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Earrings in various patterns in 14 KT 

Green and Red Gold. 

St. Christopher Key—14 Kt in three 

sizes; also Bill Clips, Charms and 

Links to match. 

Love Knot Ring—14 Kt Red and Green 

Gold Combination in four sizes. Ear- 

rings, Cuff Links and Studs to match. 
Our comprehensive line of 
Gold, Platinum and Enam- 
el Nowelties, including 
Vanity, Cigarette and Card 
Cases are distinctive and 
have sales appeal. 


CLIFFORD A. MILLER & CO., Inc. 


Manufacturers 


64 West 48th Street 
New York 











TAG & STAMPING CO. 


CELLULOID 
PARCHMENT, ETC. 


Send for Catalog 
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ENCRUSTERS 


tone Engravers 
Ruby & Onyx 
Drilling 


Special Orders 


Braunfeld & Mehiman 
108 Fulton St., New York 7, N. Y. 
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Oppose Tariff Reductions 
(From page 232) 


He told of the industry’s contribution to 
the war effort during the recent war and 
of its preparation for an even greater con- 
tribution in the event of another national 
emergency. 

“The experience of the last war together 
with improved productive processes de- 
manded by the postwar markets have im- 
proved the industry’s war production poten- 
tial. There is now no question as to its 
part in any future emergency. 

“It is therefore not only in the cause 
of America’s peacetime living standard 
that this industry requests consideration at 


this time, but it is also because of the 
fact that its small part precision produc- 
tion proved so vital in the last war effort 


and will again be sorely needed in the 
event of another national emergency,” he 
said. 

Because the industry is currently bur- 
dened by government regulations and re- 
strictions; because the historic relationship 
between jewelry store sales and all retail 
store sales was disrupted in 1946, and 
because import restrictions of other coun- 
tries have severely cut into the industry’s 
export volume, Frankovich urged on_ be- 
half of the medium and low priced jewelry 
manufacturers of the country that: 

The situation be carefully studied and 
that tariffs be not further reduced, but 
that, in order to preserve the stability and 
competitive position of this domestic in- 
dustry, consideration be given to establish- 
ing the present tariff rates as a minimum 
below which it is impossible to adequately 
safeguard the American standard of living 
and the livelihood of upwards of 40,000 
American workers. 





SCHOOL WINS AWARD 





The Joseph Bulova School of Watchmaking 
in Woodside, N. Y., built to train disabled 
veterans, won a plaque in a recent contest 
sponsored by the Chamber of Commerce of 
the Borough of Queens. Arde Bulova, left, 
trustee of the school, was presented with 
the first prize award plaque by Frank S. 
O'Hara, president of the Queens Chamber 
of Commerce, at a banquet in the Hotel 
Commodore, New York, on December 7th. 
The school won first prize in the public build- 
ing classification “for excellence in design 
and civic value of this building.” 


Retail Jewelers of Seattie 
Take Action on Appraisals 


In an effort to end the practice of cus- 
tomers buying merchandise at one _ store 











and taking it to another to have its value 
assessed, the Seattle Retail Jewelers Club 
has adopted a resolution which reads: 

“We do not make appraisals of mer. 
chandise except for insurance or legal pur. 
poses.” 

The club urged that if the resolution js 
not displayed on a card in the stores that 
it at least become a principle of Operation 
It was pointed out that one jeweler met the 
problem by charging a fee of $2.50 for an 
appraisal, as a means of discouraging such 
requests. 


A PRINCELY GIFT 





The day following the birth of Princess 
Elizabeth’s son, a sterling silver spoon of 
unusual design was sent to Princess Eliza- 
beth with the compliments of S. Kind & 
Sons, Philadelphia jewelers. 

The spoon is a full-size, full weight 
sterling silver tea spoon, handle _ heavily 
embossed front and back in the design of 
a stork, suitably engraved in the bowl 
with the following data: Prince of Edin- 
burgh born, London, England; 9.14 P. M., 
11/14/48: 7 lbs., 6 oz.; 16 inches. 





St. Paul Watchmakers 
Elect Hundley President 


D. E. Hundley was elected president of 
the St. Paul Watchmakers Guild at the 
annual meeting of that organization held 
on November 10th. Robert E. Schenk was 
selected as vice president; John Book, 
secretary, and C. W. Gaskell, treasurer. 
Elected to the board of trustees were Elof 
Allen, Walter Keim, and Herb Witte. 

Elmer Apple, district sales representa- 
tive of the Elgin Watch Co., and guest 
speaker for the evening, spoke briefly on 
the purpose of the meeting. This was the 
second meeting he attended where the 
Elgin Co. has gone to the watchmaker to 
hear his comments and suggestions regard- 
ing Elgin watches and material. 
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BRISTOL DISTRIBUTES NEW SALES AID 





Bristol Seamless Ring Co., manufac- 
turers of wedding rings, located at 71 Nas- 
sau St.. New York, recently distributed a 
new type catalog. 

Realizing no dealer can stock the com- 
plete line of Bristol rings, the catalog was 
designed as a “Sales Portfolio” that serves 
the wholesale and retail jeweler as a “Sales 
Aid” as well as a “Buying Guide.” 

Unusually large page size made possible 
the presentation of the rings in good size 
and in beautifully designed layouts. The 
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retail jeweler can sell rings directly to 
the consumer from this sales portfolio as 
the rings are fully described and clearly 
illustrated. 
This book, 
styles of wedding rings set with diamonds 
all around, partway and a large selection 
of hand-carved and plain rings in gold 
and platinum, was created and produced by 
Irving Bernstein Advertising, New York, 
with the collaboration of Joseph Katz. 


which features numerous 





Jewelry Industry Council 
Receives Letters of Praise 


The Jewelry Industry Council, from time 
to time, has received congratulatory mes- 
sages from retailers on the excellent work 
the JIC is doing in promoting the sale of 
jewelry store merchandise. 

Recently the Council has published ex- 
tracts from two comments of jewelry whole- 
salers together with a comment from a 
company in another industry on the JIC’s 
national advertising campaign. 

Extracts of the letters received follow: 

From: James H. Hetzel, vice president, 
Eisenstadt Manufacturing Co., St. Louis, 
Mo.: 

“[ can’t help but notice what good prog- 
ress you and the organization have made 
in the last year with the method in which 
you are encouraging the retail jeweler to 
do more advertising, which naturally will 
tie-in with those beautiful outstanding color 
ads, copies of which were enclosed. Also 
the enclosure of the newspaper mats, which 
puts before the member the means by 
which he can immediately start adver- 
lising. 
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Ss. j. surnamer co. 


370 7th Ave., N.Y. 1, N.Y. 
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“| would like to have about four window 
cards each, which we will set up around 
our office, as this is the time of year when 
hundreds of retailers visit our establish- 
ment, and we will call their attention to 
what the JIC is accomplishing, and how the 
funds are being spent. If you could get 
all the other wholesale houses that are 
members to do a similar thing, | believe 
it would be very helpful.” 

From: A. C. Possin, A. C. Possin Co., 
Milwaukee, Wisc.: 

“Enclosed herewith is a check I received 
from one of our competitors, together with 
the application blank. 

“T want to mention that the job you are 
doing, in my estimation, is excellent.” 

From: William, Balch, ANSCO (Photo- 
graphic Material), Binghamton, N. Y.: 

“We have noticed and admired on several 
occasions your advertising campaign such 
as the recent full page ad in the October 
30th issue of the Saturday Evening Post. 

“Would it be possible for us to secure 
from you a brochure or portfolio of your 
advertising campaign? We in the photo- 
graphic industry are often confronted with 
similar problems and since the retail 
jewelry store has in most cases carried 
camera items, we should like to take a 
closer look at the splendid job you are 
doing.” 


——_—___——_ -—~ 


Purchase Store in Oklahoma 


Mr. and Mrs. Riley Goss of Kingfisher, 
Okla., have purchased Lee’s Jewelry store 
in Guymon, Okla., and have changed the 
name of the new business to Goss Jewelers. 

Mr. Goss was employed for the past nine 
years as manager and buyer for Zellers 
Jewelry store in Kingfisher. The new 
owners announced that they have installed 
new store windows, lighting fixtures, and 
display fixtures, and are remodeling the 
interior of the building. 





1110 Sansom Street, 





Toye & uality 


FOR OVER 50 YEARS 


More and more your cus- 
tomers are becoming con- 
scious of protection for their 


fine silverware. Reeve & 
Mitchell containers last a 
lifetime, are correctly styled 
in the modern manner. Your 
name on the label of each 
container is an everlasting 
advertisement—and one fre- 
quently seen. 


Our fifty years of continu- 
ous production insures the 
highest regard» for quality 
and design. Of course, prices 
too must be right. Nine 
beautiful colors and com- 
binations for your selection. 

May we have an oppor- 
tunity to work with you 
now? Liberal samples on 
request. 
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Reeve & Mitchell Co. 


1898 — 1949 





Reeve & 
Mitchell 


Kolls aud Gage 


Philadelphia, Pa 
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New Binocular Microscope 
Now Available From GIA 


the binocular microscope is inestimable as 
it affords the jeweler a means of showing 
the customer the exact quality of his pur. 


chase. Nothing gives the customer More 
confidence in the firm with which he deals 
than to be shown the mysteries inside the 
gemstone and to realize that his purchase 
is genuine. 

In the current rapid development of 
synthetics, the binocular microscope with 
its three powers and dark field illuminator 
feature is extremely valuable in their de. 
tection. The spherical gas bubbles of 
synthetics are often small enough that it 
is necessary to use 30x or 60x before they 
can be classified as to genuine or synthetic 
origin. 

Price of the binocular gemolite, with 
patented dark field illuminator, including 
stone holder, dust cover, and _ instruction 
book—110 volt, 60 cycle, AC, black 
crackle finish—is $365. 

Further information may be obtained by 
writing the Gemological Institute of 
America, 541 South Alexandria Ave., Los 
Angeles 5, Calif. 


A wide range of view, permitting a much 
greater area to be visible at a given magni- 
fication than is possible with any other 
form of magnification, is one of the many 
features of the binocular microscope made 
available for the first time to the entire 
jewelry industry by the Gemological Insti- 
tute of America. This new gem testing 
instrument, the GIA binocular gemolite, 
will prove of immeasurable value to the 
jeweler, for it is especially designed for 
accurate grading of diamonds, detection of 
synthetic gemstones, and examination of 
the nature of inclusions in genuine gem- 
stones. 

The stereoscopic vision afforded by the 
binocular system permits inclusions to be 
located definitely within the stone, and 
also offers a more natural vision both te 
the customer who is unacquainted with the 
method of viewing diamonds under magni- 
fication, and to the experienced loupe user. 
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Appointed Committee Chairman 


Albert R. Erskine, president of George 
T. Brodnax, Inc., jewelers of Memphis, 
Tenn., has been appointed chairman of a 
Chamber of Commerce committee on Postal 
Affairs. The committee, which will study 
postal costs, mail handling facilities, and 
mail service in the Memphis trade area, is 
composed of representatives of@some of the 
largest mail users in the tri-state area. 
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faceted gem with a minimum of surface e 
reflection. The light is thrown into the 
gem from the sides along the direction of 
the girdle, while the microscope is directed 
at a dark background. This eliminates all 
mirrorlike reflections from facets of gems 
which obscure vision into the interior of 
the stone. Imperfections appear as bright 
objects against the dark background. This 
method is unequalled for observation of in- 
clusions and other imperfections in dia- 
monds, although its use is not confined to 
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diamonds alone. It is equally effective 
with colored stones since its higher magni- 
fications often are essential for accurate 
determination of inclusions that separate 
the synthetic from the natural gemstone. 
In the promotion of sales, the value of 





WILLIAM HERTEL & CO., INC. 


Mastercraftsmen—Silvesmiths 


17 West 45th St. New York 19, W. Y. 


Est. since 1918 
AT THE SAME ADDRESS 








THE JEWELERS’ CIRCULAR-KEYSTONE 














Robert (“Bob”) Watson, production 
manager of THE JEWELERS CIRCULAR- 
KeysTONE, celebrated his 50th year with 


this publication on December 17th. He was 
presented with a gift from his fellow em- 
ployees at a simple ceremony held in the 
JC-K offices on that date. 

Bob started to work as a youngster with 
The Jewelers Weekly on December 17th, 
1898. Two years later, when that publica- 
tion was absorbed by THE JEWELERS’ Cir- 
CULAR, he went to work under Harry A. 
Robertson, the CrrCcULAR’s general mana- 
ger. Shortly afterward he became produc- 
tion manager, supervising advertising 
make-up of the magazine, a position he 
has held ever since. 

THE JEWELERS CIRCULAR-KEYSTONE of 
today, like the jewelry industry itself, is 
vastly different from the publication which 
Bob Watson ans in 1898. 





ADDRESS ANY PART 
OF OUR GUARANTEED LIST 
FROM 1,000 to 34,000 


réccunrate 


ADDRESSERS CORP. 
\1233 SIXTH AVE., 
r \.NEW YORK 19,N. Y. 

.. CIRCLE 5-5875 . 
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‘Bob’ Watson Observes 50th Year With JC—K 





"Bob" Watson, left, advertising production manager of THE JEWELERS' CIRCULAR- 
KEYSTONE, is shown being congratulated on his 50th anniversary with the firm by 
’ P. M. Fahrendorf, president of JC-K. 


For one thing, a number of other jewelry 
publications have been absorbed by JC-K 
during Bob’s career with the publication. 
They include The Jewelers’ 
Jeweler, The Watchmakers’, 
Silversmith’s Journal, and The Keystone. 


Then, too, Bob Watson has seen this 
publication swing from the weekly, news- 
paper-type publication it was in 1898, to 
the monthly merchandising magazine of to- 
day. News plays second fiddle now, but 
fifty years ago it was the magazine’s pri- 
mary reason for being. 

The magazine for which Bob Watson 
scheduled advertising in 1900 reached ap- 
proximately 5,000 people in the jewelry 
trade. Today (indicating the growth of 
both the industry and this publication), 
JC-K’s subscription list contains over 
18,000 names. 

At his desk on the first day of his 5lst 


year with JC-K, Bob Watson gave no indi- | 


cation that he considered the anniversary 
of any overwhelming significance. Instead, 
he worried over the January issue—this 
one. “When are they going to get those 
(censored) ad plates in?” he muttered— 
for probably the billionth time in fifty 
vears. 


Post Office Issues Ruling 
On Loose Diamond Shipments 


According to a recent issue of The 
Postal Bulletin, all shipments of loose 
diamonds must be inspected and sealed by 
the Collector of Customs at New York, 
N. Y., before being offered for mailing to 
a foreign destination. 


In the bulletin, postmasters were di- 
rected not to accept loose diamonds in any 
form (except cut gem diamonds) tendered 
for mailing to any foreign destination un- 
less they have been inspected by the col- 
lector of customs at New York. The new 
ruling, which went into effect December 
15, 1948, does not apply to diamonds form- 
ing a part of industrial tools. 
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Simplify. your work 
with the 


SECON 


PRECIOUS METALS WEIGHT CALCULATOR 


It rapidly calculates the 
exact weight of: 
Platinum 

Palladium 
Gold 
Silver 
in the forms of: 
Sheet—-Wire—Tubing—Discs 
¢ Operates like a slide rule. 
* Gives answer in Troy ounces. 


¢ Computes all sizes and thicknesses. 
¢ Saves time and avoids errors. 


Price: $5.00 — complete with instructions 


Write to: 
SECON METALS CORPORATION 


228 East 45th Street 


New York 17, N. Y. 
Telephone: Murray Hill 7-1594 


Suppliers of: 
PLATINUM 
METALS AND ALLOYS 

















LOWER PRICES 
BETTER WORKMANSHIP 

—— SERVICE 
I have REVISED WAYS AND MEANS enabling 
to do ~~. JEWELRY REPAIRING AND SPECIAL 
ORDER WORK at a REDUCTION of 25% to 50%. 
With Quicker Service and Better Workmanship! 
“Send Me Your Next Package.’’ 

. STERN 

Repairing of Jewelry & Special Order Werk 
61 Beekman Street New York 7, N. Y. 











en 





COMPLETE SUPPLY HOUSE FOR 


WATCHMAKERS 
WRITE FOR ! e CATALOGUE 


FREE ¢ LIGNE GAUGE 


e STATIONERY 
endeaae is HARD-TO-GET WATCH PARTS 


J. A. POLTOCK & CO. 
15 MAIDEN LANE * NEW YORK 7, N. Y. 








PINS § 


Pins _=s PINS $ PINS $ 


Club and Emblem Jewelry 
with that new “Hollywood Look”— for that new 


“profit look.” Your club pin customers today are 


your diamond customers tomorrow! Don’t overlook 
this important market. Send for illustrated folders, Nj 
price lists, discount information, etc. 

Write teday te Department J-C 


J. A. MEYERS & CO. INC. 


1031 West 7th Street 
Los Angeles 14, Calif 
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Star 
Napphires 





GATS EYES 
DIAMONDS 


In All Sizes 


Mounted Jewelry 
MEMO SELECTION ON REQUEST 


N. ZAIDENS CO. 


Importers of 
DIAMONDS & PRECIOUS STONES 
62 WEST 47th STREET 


NEW YORK 19, N. Y. 
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| Honolulu, Hawaii. 











| The West Coast 


4 Paul O. and Mildred C. Blacke have 


| bought the retail jewelry store at 453 


Alverado St., Monterey, Calif., from Her- 
man Yossem and have changed the name 
to Blacke Jewelers. For the past three 
years, Mrs. Blacke has been manager of 
Hirsh Jewelers of Salinas, Calif. 

q John Loman has opened a new retail 
jewelry’ store at 4343 Van Nuys Blvd., 
Sherman Oaks, Calif. For 25 years, Mr. 
Loman was owner of Malins Jewelry Store 
at 55201% Santa Monica Blvd., Hollywood 
but closed the store two years ago. 

q Courtney G. Johnson, formerly a watch- 
maker in Van Nuys, Calif., has just opened 
his own retail jewelry store at 18430 Ven- 
tura Blvd., Tarzana, Calif. 

q The Albert Nalick Co. of Los Angeles, 
Calif., has just announced the opening of 
an office and workshop at 1126 Alakea St., 
They specialize in fine 
jewelry manufacturing, designing, ap- 
praisals, and diamond setting. 

q Bill Clarke and William E. Lloyd have 
bought June Kelly's Jewelry Store at 1717 
“TT? St., Merced, Calif., and have changed 
the name to Clarke and Lloyd Jewelers. 
Mr. Lloyd is a graduate of the San Jose 
School of Watchmaking. 





| Club Changes Meeting Nights 


Meeting nights of the Jewelers 24 Karat 
Club of Southern California have been 
changed from the first Monday of each 
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—Now is the time to 
re-equip your casting 
plant for more effi- 

cient production and | 
greater profit in 1949. 











Wax injection equipment 
Program controls on your 
wax eliminator ovens. 


High frequency melting 
and casting machines. 


ALEXANDER SAUNDERS & CO. 


Successor to J. Goebel & Co. Est. 1865 


PRECISION CASTING EQUIPMENT AND SUPPLIES 


95 Bedford Street 


New York City 14 
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month to the second Tuesday with the 
meeting place still at the Elks Club. A 
membership drive for retailers to join the 
organization is headed by James A. Apfel, 
With Mr. Apffel heading the drive, many 
new members will undoubtedly be added 
to the rolls. 

Guest speaker for the evening at the 
last meeting was Lt. Col. Chas. I. Schott. 
land who was on General Eisenhower’s staff 
in Europe. His job was the repatriating of 
some 642 million displaced persons. Ameri. 
ca’s responsibility in this matter was set 
forth. 





Druxman Elected President 
Of Seattle Jewelers Club 


Electing officers for 1949, the Seattle Re. 
tail Jewelers Club named Hershel Druy. 
man president and Arthur Polachek first 
vice-president. 

Other officers chosen were: Richard 
Weisfield, second vice-president; Lester 
Berg, third vice-president; D. D. Stewart, 
Organization Service Bureau, secretary. 
treasurer. Dave Allan, Jr., serves as execu- 
tive secretary. Named to the board of 
trustees were: Ian Laing-Malcomson, Her. 
bert Rivkin, Ben Bridge, Clarence Rock, 
Jack Friedlander, Isaac Ovadia, Richard 
Burnett, Charles Larne, Ben Benton, and 
B. J. Burnett, the retiring president. 


Que —a ee 


First Four State Convention 
Announced by Evergreen Ducks 


Plans for the first four state conventions 
to be held in Seattle, Wash., on February 
27, 28, and March 1, have been announced 
by the Pacific Northwest Jewelry Travelers. 
This first gathering of jewelers from Idaho, 
Montana, Oregon, and Washington will be 
called the “Pacific Northwest Retail Jewel- 
ers Convention and Exposition,” and marks 
the initial invitation of jewelers from 
Idaho and Montana to exhibit their lines 
in one of the Evergreen Ducks’ conven- 
tions. 

Complete lines will be shown in sample 
rooms, but about 40 booths will also be 
available, designed to acquaint each jeweler 
attending with the representatives present. 





Watchmaking Institute 
Moves to New Location 


The California Horological Institute, a 
school of watch and jewelry repairing that 
offers day and night courses to veterans 
and private students alike, has recently 
moved to a new location doubling the 
amount of floor space formerly occupied. 

The school, formerly located at 345 
South Hill St., now occupies the entire 
upper floor of a two story building at 
346% South Spring St., Los Angeles. Five 
roof skylights have been installed at the 
new location providing students with natu- 
ral light which is advantageous in their 
work. 

The Institute is now in a position to 
accommodate more students and therefore 
will be able to relieve a growing waiting 
list. The school is directed and owned by 
Robert P. Alexandre, a former Veterans 
Administration officer. 
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Joe E. Brown Addresses Interfaith Group 





Joe E. Brown, well-known star of stage and screen, was guest speaker at the pre-Christmas 
luncheon of The National Conference of Christians and Jews held in New York on December 
6th. W. Waters Schwab, president of J. R. Wood & Sons and chairman of the Jewelers’ 


Division of the Conference, listens intently while Joe E. Brown makes a plea for better 


understanding and greater contentment. 


To further the fund raising campaign 
conducted to finance the ever widening 
activities of The National Conference of 
Christians and Jews, the Jewelers’ Divi- 
sion of the conference held its annual 
pre-Christmas luncheon on December 6, at 
the Waldorf Astoria, in New York. Over 
200 of the industry’s leaders attended and 
were inspired by a statement of aims and 
progress given by the president of the 
conference, Dr. Everett R. Clinchy. After 
Dr. Clinchy’s talk, W. Waters Schwab, 
Chairman of the Jewelers’ Division of the 
Conference, introduced Mrs. Laura Hob- 
son, author of “Gentleman’s Agreement.” 
Mrs. Hobson gave an _ interesting and 
touching account of her inspiring experi- 


Jewel Boxes for Milady 
Sell All Year-Round 


The popularity of jewelry, its acceptance 
as an essential of daytime and evening 
wardrobes, is evidenced by the steadily in- 
creasing demand for jewel boxes—those 
smart adjuncts to the dressing table. The 
consumer has, during the past few years, 
equipped herself with so many pieces of 
so many types of jewelry, that her old slap- 
dash system of storing it is no longer 
worthy of her collection. So, for some time 
now, she has been buying these efficient 
little boxes as fast as she could get her 
hands on them. 

Some jewelers have been slow to recog- 
nize the tremendous sales potentialities of 
jewel boxes. Yet, certainly, this business 
logically belongs to the jeweler, who has 
the first opportunity to make a sale at the 
time the jewelry is sold. 

An idea of the volume that is possible 
can be gained from the experience of 
Macy’s, in New York, which was reported 
in a full color presentation in the Decem- 
ber 13th issue of Life. The leather jewel 
box made by the Tory Manufacturing Co., 
Inc., of New York, was included in the 
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ences in Hollywood during the filming of 
her book. 

Joe E. Brown, the beloved comedian, 
who at that time was appearing in the lead 
role of “Harvey” on Broadway, spoke ex- 
temporaneously on better understanding 
and greater contentment; one the cause 
and the other the result of work such 
as that conducted by the Conference. 
Pledges were made by those who attended 
after hearing the speakers’ pleas for an 
enlarged fund needed to carry on the ac- 
tivities of the conference during the com- 
ing year. The address of the National 
Conference of Christians and Jews, Inc.., 
founded in 1928, is 381 Fourth Ave., New 
York 16, N. Y. 





The jewel box shown above, made by the 

Tory Manufacturing Co., Inc., New York, 

was included in a current Life picturization 

as one of Macy's 18 best-sellers for Christ- 
mas, 1948. 


picturization of the store’s 18 best-sellers 
for Christmas, 1948. Life showed merchan- 











dise ranging from handkerchiefs to records, | 
with the Tory box sharing the top honors. | 


And to take care of the holiday business, 


said Life, Macy’s bought no fewer than | 


17,000 of the boxes. 
This is good. But considering the ac- 


celerating tempo of sales in this field, it is | 


likely that the jewel box business will be 


even better during the coming year, par- 


ticularly for the retail jeweler. 
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AN Extra SALESMAN 
JEWEL-RE-CLEAN 


JEWEL-RE-CLEAN is a fast acting 
cleaner that does a thorough job 
with no effort. A small item that 
offers a great profit. .Why not 
strengthen your sales force with 
this repeat sales product. ‘four 
customers will thank you for sug- 
gesting JEWEL-RE-CLEAN .. . they 
will show their appreciation by 
sales in other departments. A 
fool-proof way of keeping your 
customers satisfied and making a 
profit at the same time. Read on 
for special offer. 


AT NO 
EXTRA 
CHARGE | 
Counter Display | 
with Each Dozen 
Jars AND 500 & 
Circulars Printed © 
with Your Name 
with Each Gross. 


No. 182503 


Per Dozen ....... 
a 


CLEANS IN TWO QUICK 
OPERATIONS 
IMMERSE AND WIPE DRY 


That's all there is to it. Dip and dry to a 
beautiful lasting glow. Use brush If espe- 
cially dirty. 


C. & E. MARSHALL CO. 
Box 7737, Chicago 80 




















ZIRCON 


RINGS FOR PROFIT 


GENTS RING 


One Carat Zircon 
10K Gold Shank 
14K Gold Top. 


$8 





LADIES RING 





10K Yellow Gold nga! 
Shank 2 ZN 
10K White Gold | ~ 
Setting. 
$4.75 





LADIES RING 
TWO Carat Zircon 
Two Baguette Zircons 
14K Gold. 





$11 
Also BAND TO MATCH 
WELL MADE, WELL SET MOUNTINGS. FULL 


MONEY BACK GUARANTEE. SAMPLES SENT 10 
RATED CONCERNS. OTHERS C.0.D. 


FIRST QUALITY ZIRCONS ONLY. 


ZIRCONART JEWELRY, Inc. 


545 5TH AVE. NEW YORK 19, WN. Y. 
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VETERAN EMPLOYEES OF GEMEX HONORED AT BANQUET 


em. ga. & 


Shown here are the newly inducted members of the Gemex Company's 20 Year Club who 
were honored at a banquet at the, Essex House in Newark, N. J. Pictured in the front row 
are, left to right: William Kiess (in light suit), Max L. Bitterle, Hugo Huber, Anna Rupprecht 
Malvina Fessler, and W. L. Lichtenfels, vice: president of Gemex. Standing in the rear left 
to right, are: Richard O. Piesche, Eugen Prestinari, president of Gemex, Christian Huebner 
John R. Zentz, John F. Bastian, John Polnick (admitted to the 10 Year Club), and Karl Endhols. 


E. S. Heller, Chicago representative of 
the Gemex Co. of Union, N. J., was hon- 
ored recently at a banquet at the Essex 
House in Newark, and presented with a 
fine watch commemorating his 25 years’ 
service to the firm. The banquet was at- 
tended by 315 employees of the firm who 
paid honor to Mr. Heller and to ten new 
members of the Gemex staff who were 
inducted into the company’s 20 Year Club. 

In making the presentation Eugen Pres- 
tinari, president of the Gemex Company, 
pointed out that in honoring Mr. Heller 
he and the officials of the company took 
pride in the fact that a great many mem- 
bers of their staff enjoyed long periods of 
service with the firm. Mr. Heller is one of 
three who have been with Gemex for more 
than 25 years; 18 have been with the 
firm for more than 20 years: and 53 for 
more than 10 years. He mentioned that 


this was of great significance for a firm ° 


such as theirs which specialized in the 
production of quality merchandise and as 
a consequence depended upon long experi- 
ence for the maintenance of their quality 
standards. 








Eugen Prestinari, left, president of the 

Gemex Co., is shown presenting a watch to 

E. S. Heller, mid-western representative, on 

the occasion of a banquet marking Mr. 

Heller's 25th year of service with the firm. 

W. L. Lichtenfels, right, vice president, 
looks on. 


The ten new members of the Gemex 
20 Year Club are: John F. Bastian, Max 
L. Bitterle, Karl Endholz, Malvina Fessler, 
Hugo Huber, Christian Huebner, William 
Kiess, Richard O. Piesche, Anna _ Rup- 
precht, and John R. Zentz. 





New Wedding Anniversary List 
Adopted By Canadian Jewelers 


The new wedding anniversary list re- 
cently adopted in the United States has 
now been adopted in Canada. 

The new list replaces the one created 
some years ago by the American National 
Retail Jewelers Association and was made 
public with their approval and that of the 
National Association of Credit Jewelers 
and the National Wholesale Jewelers As- 
sociation by the Jewelry Industry Council. 
In Canada the new list has been made 
public by the Canadian Jewelers Associa- 
tion. 

The new list, as did the old, includes 
products of other industries along with 
jewelry. Gifts for the first nine anni- 
versaries are gifts that help complete the 
household. They include, china, crystal 
and glass, electric appliances and silver. 

After the ninth wedding, personal gifts 
are suggested for a span of five years, be- 
cause by then children are usually out of 





babyhood and parents have more freedom 
to leave the house. Then, as growing chil- 
dren show an increased pride in their home 
as a place to entertain friends, gifts for re- 
furnishing the home are designated for 
the 16th to 19th years of marriage. Per- 
sonal gifts are again chosen from the 20th 
on, when the children of most married 
couples are at work, college or are married, 
and the parents are comparatively free to 
think of themselves. 

Gifts for the first nine wedding anni- 
versaries are: clocks, china, crystal and 
glass, electrical appliances, silverware, 
wood, desk sets and equipment, linens and 
laces and leather. Official suggestions for 
the 10th to 20th are: diamond jewelry, 
fashion jewelry and accessories, pearls or 
colored gems, textiles and furs, gold 
jewelry, watches, silver holloware, furni- 
ture, porcelain, bronze and platinum. The 
25th is the sterling silver jubilee; 30th, 
diamond; 35th jade; 40th, ruby; 45, sap- 
phire: 50th golden jubilee; 55th emerald; 
60th, diamond jubilee. 
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Collections of the 20 per cent retailers’ Reports from other industries, even those 
excise tax on jewelry declined approxi- not affected by a burdensome excise tax, 
mately 20 per cent during the month of indicate considerable reluctance on the 
September, according to figures supplied part of the consumer to spend as freely 
by the Bureau of Internal Revenue. as heretofore. The reason for the buying 

The tax collected on jewelry sales made public’s actions are not known but pre- 
in September, 1948, amounted to $13,201,- sumably the consumer is faced with the 
975.54, while that for September, 1947, problem of the high cost of essential items 
was $16,723,510.66. Thus, September, 1948 such as food and clothing, which leaves 
tax collections dropped $3,521,535.12 be- very little money to purchase items of a 
low those of the preceding month. non-essential nature. 

Compared with the preceding month, Since jewelers have until the end of the 
September, 1948 excise tax collections do month following a sale to submit their re- 
not appear so favorable—they dropped turns of the jewelers’ excise tax, and the 
$1,076,038.87. However, the jewelry indus- figures published by the Bureau of Internal 
try was not the only so-called “luxury Revenue represent collections of the tax 
trade” in which excise collections took a during the month concerned, it has been 
nosedive. Excise tax collections on furs, necessary to make allowance for this dis- | 
toilet preparations, and luggage also show crepancy. Data on the chart above has 
a considerable decline when compared with been corrected, and the figures indicated 
1947 collections. actually represent the tax paid on sales | 

It is evident the jewelry industry was made during September, although the tax | 
not the only trade to experience a slight was collected by the Government in 
business decline during the fall months. October. 

Wholesale Jewelers in Seattle Washington, Montana, Northern Idaho and 

Announce Recent Incorporation | “/aska. 

Due to war and defense spending 

The North Coast Jewelers of ‘Seattle, this area has increased tremendously, both 
Wash., founded by Hugo J. Lowe in 1932, in population and per capita purchasing 
has been recently incorporated with Mr. power. 

Lowe as president. After 16 years of steady The North Coast Jewelers have recently 
added more space in their Seattle office 
in order to enlarge their display room and 

HUGO J. LOWE the firm looks forward to continued ex- 

pansion in the near future. 
Acquires Good Business Site 
Francis Haas, a jeweler at Lancaster, 
Ohio, recently purchased one of the most 
centrally located business properties in that 
city known as the O’Gara Building. The 
merchant acquired the property from the 
heirs of Mrs. Will O’Gara. Haas’ store 
has been located in a three-story brick 
growth it is now a factor in the whole- building since he opened it at Lancaster 

sale jewelry and electrical appliance field nine years ago. His new property has a_ 

in its territory, which consists of Oregon, frontage of 21 feet and is 180 feet deep. 
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A distinctive 
EASTERN STAR RING 


This “GRAN” Eastern Star Ring 
offers you three styles and three 
prices. 

*% Enameled star—richly engraved. 


* Jeweled synthetic points with 
altar. 


* Five or six diamonds radiating 
beautiful stone colors. 


Each ring can be made with center 
plate for setting diamond or altar 
as desired. Gavels, too, can be ap- 
plied to make this an attractive 
Past Matron Ring. 


GIR AW 


AND COMPANY INCORPORATED 


Creators and Manufacturers of Fine Jewelry 


546 So. Meridian St. * Indianapolis 4, Ind. 














GEM STONE 
ENGRAVING 


FINE PORTRAITS - CAMEOS 
INTAGLIOS - SEAL ENGRAVING 
WARRIOR HEADS - REPAIR WORK 


¢ Original Designs Made to Order 


EWALD LEYENDECKER 
595 Fifth Ave., New York 17, N. Y. 

















LEWIS KIRSCHMAN COMPANY, Inc. 
501 MADISON AVENUE NEW YORK WN, Ye 
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Every box produced by 
Universal is truly the 
magic means of creating more sales 
across the counter. We're equipped 
to give you almost any type in all 
the popular fabricated materials. 
Our experts will be glad to help 
you design a packaging to fit 
your needs. Drop us a note. 
We'll be glad to tell you about 
our services, our packaging, 
our magic ways 
of getting you 
new business. 








\uo 














it 


i 
} 







i 





iin ite 


j 





i 
i 








init 






SS 







[/— 


| 


= — 


iinwensaaanene Case Co 


CuHicopee, MASSACHUSETTS 





FINE STERLING 
HOLLOWWARE 
and 
AUTHENTIC ANTIQUE 
REPRODUCTIONS 


7 es) 
72 K STREET 
BOSTON, MASS. 


eat , DIMES co. 





“, b nn 
pre ‘P 


yoo" 


TRS ANP 


o- 





ete 
Sold —_ direct to Retailers 


WELLS MFG. CO., ATTLEBORO, MASS. 





NICKEL SILVER 
PHOSPHOR BRONZE 
CO. 


THE SEYMOUR MEG. 


SEYMOUR. CONN. 








USE DIRECT MAIL 








@ Contact Mr. Grant of 
ACCURATE ADDRESSERS CORP. 
1233-6th AVE., N.Y. 19 
CIRCLE 5-5876 
Your direct mail addressed as low 
as $7.50 per 1000 to the largest, 
most accurate list of retail jewelers. 
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q Some 60 members of the Diamond Pea- 
cock Club met at the Parker House on 
Nov. 19 for their annual meeting and 
election of officers. The entire slate of the 
nominating committee was accepted, and 
all officers were re-elected, as follows: John 
F. McNamara, of E. H. Saxton Co., presi- 
dent; Robert Brennan, of Speidel Corp.., 
vice-president; David C. Percival, Jr., 

D. C. Percival & Co., secretary; William 
Selberg, of Elgin National Watch Co., 
treasurer. The following were named as 
directors: Vincent T. Chapman of the 
Jewelers Board of Trade; Bernie R. Smith 


of Smith & Zaff; Arthur Wright of 
Wolsheim & Sachs: Matthew Brown, of 
Scott Jewelry Co.; Bert E. Dehlin, of 


Handy & Harman; Michael Mahar, of Ma- 
har & Engstrom; Robert A. Abbott, of 
Wood Abbott Co.: William J. Murray, Sr., 
of W. J. Murray Co., and Harold Barry, of 
Barry & Epstein. Date for the annual 
spring dinner-dance was tentatively set for 
April 25, to be held at the Hotel Somer- 
set, Boston. Following the business meet- 
ing and dinner, there was an entertainment 
program. The following committees were 


named: Initiation, Dance, Reception, and 
Gift. 
q There were no meetings of the New 


England Guild of the American Gem So- 
ciety in November or December, the Jan- 
uary meeting being scheduled for Wednes- 
day, the 19th. This will take place at a 
new location, the Smorgasbord Restaurant, 
19 Province St. At that time, the sound 
motion picture, “What Makes a Fine Watch 
Fine,” which was to have been shown in 
November, will be put on, and “Dick” 
Chesley, the president, also hopes to have 
Richard T. Liddicoat, Jr., of the Gemologi- 
cal Institute of America, present as the 
chief speaker. 

q Clifton Lawrence Mooney, recent grad- 
uate of the Waltham Watch Co. school, 
has opened a new place known as Circle 
Watch Shop, 2003 Beacon St., Cleveland 
Circle, Brookline, Mass. 

q Just as this edition went to press, the 
third-floor Washington Building rivals for 
mayoralty honors were tying as the annual 
Christmas-eve election time approached. 
R. W. (Romey) Nathan, “Governor” of 
the floor, was sparring for a long-sought- 
for demotion to his old job as “‘Mayor,” 
while Herbert “Herb” Stranger was work- 
ing hard for re-election to that post, which 


he captured just a year ago. Meantime, 


“Bob” MacLaren of Strangers store was 
campaigning as a “City Councilor.” 
q New offices on the third flcor of the 


Thomas Long Company's store were com- 
pleted late in November and the retail 
bookkeeping department had moved up- 
stairs from the balcony section of the main 
floor. The balcony, which served during the 
Christmas holiday rush as a gift-wrapping 
section, will be used for other purposes 
later, it was stated. 

q Long-time friends of Fred Bird, who for 





NEW ENGLAND 


years was connected with the E. B. Hor 
store, 429 Washington St., are now wel. 
coming him across the counters at the 
Thomas Long Co. 

q A. Helman Bystrom, of Taft Jewelers, 
Brockton, Mass. (Campello section) was 
injured when he fell recently while pruning 
an apple tree. His fractured right arm was 
set at the Goddard Hospital. 

q Mrs. W. Earle Bullock, of Boothbay Har. 
bor, Maine, who has run the store for. 
merly operated by Mr. Bullock before he 
died, was in Boston recently with a Mr. 
and Mrs. Pratt, and it was announced 
that the latter will take over the manage. 
ment of the store before long, since Mrs. 
Bullock plans to retire. 

q Harold Logan, of 393 Washington St., 
Brighton, who not long ago purchased the 
Carl O. Nelson store at 269 Washington 
St., Newton Corner, has announced that 
he has given up the latter, confining his 
attention to his one store in Brighton. 


q Goodwin Bloomberg, owner of Pond 
Jewelers, Chelsea, Mass., opened a new 


store at 137 Merrimac St., Lowell, Mass., 
on Nov. 5, with an estimated 9000 attend- 
ing the event. James Bridges of Smith 
& Zaff, who was there for the big occasion, 
describes the new place as modern in 
every way, with glass-front and doors, and 
with the main floor devoted to jewelry and 
watches and a balcony to luggage and 
lamps. On the next day, Sunday, Nov. 6, 
the big front show window was accidentally 
smashed. 

q The Ross-Taylor Company of 717 Wash- 
ington Building, has taken over Rooms 
311-312 in the Jewelers Building to be 
used as a storage warehouse. 

q Employees and executives of D. C. Per- 
cival & Co. staged their annual winter 
dinner-dance in the Princess Suite at the 
Hotel Somerset on Nov. 10, with about 50 
present. Following cocktails and dinner, 
at which a limited number of informal 
talks were given, the evening was devoted 
to dancing. Phil Claff and his accordion 
entertained at dinner. The store took on 
several new workers for the Christmas 
season. 

q Others may head for Maine for deer 
hunting but Herbert W. Stranger, 306 
Washington Building, went to his usual 
place on Cape Cod. No reports as yet. 

q Guertin Brothers jewelry store at Hyan- 
nis, Mass., which had been located on a 
side street, was moved recently to larger 
quarters on the main street. 

4 Gilbert R. Rand, jeweler of Winthrop, 
Mass., who had a store on Bartlett St., 1s 
another who has moved to new and larger 
quarters, the new place being located on 
Somerset St., near Winthrop Square. 
Formal opening was held on Dec. 1. 

q.S. H. Grono of East Milton, Mass., 
cently completed an entire remodeling and 
renovation of his jewelry store. 

4 A black Buick sedan, owned by Harry 
Parritz of Harry Parritz & Bro., Washing- 


re- 
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ton Building, and containing $3,100 in 
gems, Was stolen at noon on Nov. 19 while 
the car was parked in the South End, 
Boston. Mr. Parritz had left his store about 
noon, and parked the car to telephone. 
When he emerged from the drug store 
where he had used the phone, the car 
was gone. The stolen items included rings, 
watches, and costume jewelry, and up to 
last reports police had not located the car 
and jewelry. : 

4 Roy S. Brooks of Mauran Watch Co., 
712 Jewelers Building, just completed his 
Christmas sales trip and reported good 
business. 

q Samuel A. Leavitt, formerly with Gor- 
don Brothers, Province St., has moved into 
Room 401 Jewelers Building, formerly oc- 
cupied by Mrs. Marie V. Foster, where he 
‘; now engaged in the diamond business. 
q Mahar & Engstrom Co. staged their 
usual Christmas party, with plenty of re- 
freshments for all callers on the night 
before. 

4 Among New Englanders designated as 
Registered Jewelers for the four-month 
period ended Oct. 15, by the American 
Gem Society were: W. F. Blanchard, Jr., 
Gloucester; Clarence B. Lund, of Lund’s, 
Boston; Clinton Chace, of Boyd’s, Fall 
River, and R. K. Stanley of Shreve, Crump 
& Low, Boston. 

4 The Malden Jewelry Store, 29 Pleasant 
St. Malden, recently added a second-floor 
radio and television department, and have 
included many national name electrical 
appliances. 

q Coming at about election time, it was 
appropriate that the arrival of little Jerome 
Sharfman Romm, at the home of Mr. and 
Mrs. George Romm of Romm’s, Inc., Brock- 
ton, should be announced in the form of 
a ballot. 

q Several of Boston’s better jewelry stores 
issued special Christmas gift booklets this 
year, depicting their various lines of mer- 
chandise. An attractive peep-hole covered 
pamphlet was entitled “It’s Christmas Time 
at Long’s,” issued by the Thomas Long 
Co. Another booklet, with gay green covers 
with silver decorative motif contained a 
special line being shown at A. Stowell & 
Co. 

4 More than $5,000 worth of jewelry was 
stolen from the Copley Jewelry Store, 
Huntington. Ave., on Saturday, Nov. 20, by 
a thief who smashed his way through the 
front door. Two jewelry cases were looted 
of watches and other jewelry. Mrs. Ruth 
Gay, of Brighton, is the proprietor of the 
store, which was locked at 9 p.m. Theft 
was discovered by police at about 10:30 
p.m. 


q Mrs. B. Raymond Hershman, of the Wil- 
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liam J. Orkin Co., 1003 Jewelers Building, 
a recent bride, is happy over the fact that 
her husband, Dr. Hyman Hershman, who 
just completed study at Hahnemann Medi- 
cal School, Philadelphia, has been accept- 
ed as an interne at the Cambridge City 
Hospital. 

q Santa Claus made his usual annual ap- 
pearance at the Nathaniel I. Goodman 
store, 1006-7 Jewelers Building, just in 
time to greet “Mrs. Nat” who had just 
returned from an extended New York trip. 
The store was gaily decorated for the 
occasion. 

q Along with many others, the I. Alberts 
Sons, Inc., store, 8th floor of the Jewelers 
Building, remained open on Saturdays 
through December. Special announcements 
were sent out for the Christmas trade. 

q Herbert A. Guiness, of Louis F. Guiness, 
Inc., 711 Jewelers Building, shot a doe in 
Cambridge, Me., bringing home enough 
venison for everyone. 

q Members of the Boston Jewelers Bowl- 
ing League—all 10 teams—have been roll- 
ing hard all fall, and finally brought the 
season to midway on Nov. 30, and then 
took a holiday through the Christmas rush 
season. Team standing at this point was 
as follows: Shreve, Crump & Low, top- 
ping the list; D. C. Percival & Co., second, 
and the rest in the following order: Thomas 
Long Co., E. H. Saxton Co., Bigelow, Ken- 
nard Co., Mahar & Engstrom Co., Frank 
A. Gendreau, A. Stowell & Co., Smith Pat- 
terson Co., and E. B. Horn Co. Then 
came the big event of the season, with the 
five top men in the Jewelers League taking 
on the five top men in the Waltham Watch 
Co. team in a match that was scheduled 
to be televized on Dec. 16—with each man 
wearing a special lettered sweater! Those 
who rolled for the Jewelers League were: 
Sam Robinson, of Kennard & Co.: Roy 
Clark and Chester Surette of the Thomas 
Long Co.; L. “Buster” Allen, of the Wash- 
ington Building, and Martin Walsh, of A. 
Stowell Co. Their white sweaters were 
lettered in blue. Top rollers on the Waltham 
Watch team were: Arthur Sawin, Joseph 
Delaney, William Donlan, Zene Nottebart, 
and Fred Marcell. Fred Marcell is presi- 
dent of the Waltham League: Edgar Leger 
the secretary, and James Walsh the trea- 
surer. “Bill” Marshall, of the Watch Co., 
planned the outfits for its men, white 
sweaters with black letters. Scores were 
not obtainable as this edition went to press 
—more about it later. On the Tuesday 
night before Thanksgiving, three members 
of the Jewelers League won free turkeys 
for their top three-string scores. They were: 
Sam Robinson, 354; Elliott Engstrom, 345, 
and Tom Marshall, of Bigelow Kennard 
Co., 326. 

q William T. Bryant of 360 Boylston St., 


Boston, died on Nov. 7. 





Blustein Remodels Quarters 


Blustein Co., Inc., wholesale jewelers 
located at 817 G St., N. W., Washington, 
D. C., recently remodeled their establish- 
ment and acquired additional floor space 
in the process. Additional space was neces- 
sitated by an increase in demand for the 
lines the firm handles. 
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CRYSTAL 
Graduated 
Necklaces 


Our special price for 
these fine, tin-cut 
Crystal Graduated 
Necklaces is only 


$1 300 
PER DOZEN 


Each well- strung, 
with a Sterling Silver 
Clasp . . . Length: 
18 inches. Will ac- 
cept sample order 
for '!/44 doz. or more. 
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© For The Trade 


SO¢ 


PER STRAND 


Plus 15¢ For The In- 
sured Parcel Post 
Package 
EVERY JOB IS CLEANED 


A Fine-Quality Job 
At A Low Cost 


Mail Orders 
Carefully Handled 
WE COMPLETE YOUR WORK 


THE SAME DAY IT IS 
RECEIVED 
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914 Walnut Street 
Philadelphia, Pa. 








WRITE FOR 
Our New 
COMPLETE CATALOG 


Materials, Tools, Watch 
Cases and Dials, Watch 
Attachments, Jewelry 


TILLMORE WATCHES 


CENTRAL WATCH MATERIALS 
& SUPPLY CO., Inc. 
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134 So. 8th St. Phila. 7, Pa. 








Prompt Mail Service 


GOLDBERG & POSSOFF 


124 S. 8th St., Phila. ee Pa. Dept. K 
DISTRIBUTORS 


Genuine SWISS & AMERICAN 
Watchmaker’s Tools & Materials’ 
Jeweler’s Findings & Supplies 
Everything to fill the 
Jeweler’s & Watchmaker’s needs. 


Crystal Cutting to fit your Bezel 


Complete Line Dennison Goods 


Boxes & Tags 











Philadelphia College of Horology 


SCHOOL FOR WATCHMAKERS, 
JEWELERS AND ENGRAVERS 


Broad and Somerset Streets 


PHILADELPHIA, PA. 
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BYARD F. BROGAN 


Manufacturer of Distinctive Diamond 
Mountings and Wedding Rings 


805 Sansom Street Philadelphia 














BOWMAN 


Technical School 


‘“‘Help Yourself to a Better 
Future’’ 
Courses for Success for 


Watchmakers 
Engravers Jewelers 


Write for free booklet, 
JOHN J. BOWMAN, Director 














60 Years’ Service 


Bowman Blidg., Lancaster, Pa. 
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q The City Line Section of Philadelphia 
and surrounding suburbs has a new shop- 
ping center. It’s between City Line and 
Haverford Ave., and 76th and 77th Sts. In 
this development of modern merchandis- 
ing establishments is Coronet Jewelers. 
The section opened Wednesday, Dec. 1, 
at 12 noon, following full page advertising 
in local newspapers. Local and national 
celebrities, including Mrs. America, and 
prizes every hour, attracted a throng of 
90,000 people, according to a spokesman 
for Ralph A. Hart, agency handling this 
promotion. Over 25,000 of these prospec- 
tive customers registered their names at 
the Coronet Jewelers hoping to get one of 
the many valuable prizes distributed at 
the Center’s hourly drawings, including a 
silver tea service donated by Coronet val- 
ued at $150, and a sterling carving set. 
One of the most pleasantly surprising in- 
cidents of the day, for Marvin Spiegle- 
man, owner of Coronet, was the sale of 
his entire Christmas stock of scatter pins. 
Mr. Spiegleman had bought heavily in 
these items anticipating a Christmas sea- 
son demand. By 4 P. M. the entire stock 
of scatter pins was exhausted. 

q A new, novel merchandising feature for 
1949 is being planned by Belmar Watch 
Co., a division of Louis Sickles Co. All 
Belmar franchise holders will be supplied 
with a complete watch repair kit, free of 
charge with the new 1949 Belmar model— 
to be announced at a later date. 

q At about 11 A. M. on a busy December 
morning police rushed into the store of 
Alfred Carlton at 135 S. 13th St. The 
owner was surprised, and the police were 
disappointed—no_ burglars! Apparently 
someone set off the alarm accidentally. 

q The Sansom Street Business Men’s Asso- 
ciation held no meeting in December. The 
next meeting will take place Tuesday, 
January 25th. Members will entertain 
themselves with a humorous quiz on the 
jewelry business. Mickey Orloff announces 
there will be prizes—for the funniest an- 
swers perhaps? This will be quite a 
change from the tone of the last, Nov., 
meeting at which Joseph Bransky of the 
Narcotics Division, U. S. Treasury, spoke 
on the methods used to stop the distribu- 
tion of narcotics, using sound films to illus- 
trate his talk. 

q Bailey, Banks and Biddle Co. will dis- 
play the cups to be awarded to winners 
at the Inquirer Charities Annual Indoor 
Track Meet to be held Jan. 2lst. “A yet 
unexploited tie-in awaits some alert jewel- 
er,’ says a spokesman for the Inquirer. 
The events will be timed with Longines 
Olympic Timers. 

q Saul Sadow, advertising manager of the 
Louis Stern Co., announced that their na- 
tional spring consumer advertising cam- 
paign will be the largest in their history 
and will feature the slogan, “the finished 
touch in fashion.” Lustern ads appearing 


* PHILADELPHIA 





in Harper's Bazaar, Vogue, Saturday Eye. 
ning Post, and Life will illustrate popu- 
larly styled gold-filled jewelry of good 
taste .. . and invite requests for a Lustern 
style brochure, suggesting fashionable ways 
of wearing jewelry. 

q At the regular monthly meeting of the 
Philadelphia Horological Guild, Tuesday 
Dec. 14 at the Franklin Institute, 0, £. 
Miller of the Baronian School spoke on the 
subject, “Watch Escapement” using a 
model he had built for illustration. At the 
meeting Jan. 11, a series of sound films 
will be shown. 

q Jewelers in Conshohocken joined other 
residents in backing the Borough Council 
taking steps to end the spread of dust and 
soot by local industrial concerns. It seems 
that the Donora incident gave emphasis to 
the nuisance of dust settling on merchan- 
dise, fixtures, and windows detracting from 
the appearance of jewelry and other shops 
and reducing the effect of displays. In 
Donora, near Pittsburgh, Pa., a score of 
residents were injured or killed by “smog” 
in November, caused by industrial fumes 
in the air. Industrial plant officials have 
agreed to install equipment to prevent the 
spread of dust in the Conshohoken area. 

q The Associated Barr Stores, Inc., one of 
Philadelphia’s leading jewelry establish- 
ments, opened the sixth store in their chain 
at 5th & Olney Avenues in Philadelphia on 
December Ist. 

q Mickey Orloff of 706 Sansom St. an- 
nounces that he will enlarge his sales force 
at an early date. 

q P. F. Pard of 2940 North Fifth St. is 
planning to modernize the front of his 
jewelry shop this year. 

q Albert H. West of Smith and West 
Jewelers is thinking of using the following 
heading for newspaper ads after the first of 
the year: “Buy your wedding ring from 
Smith & West—not a divorce in a thouw- 
sand.” He wants to assure continued 
customer interest after the Christmas rush 
is over. The Smith & West stores are 
located at 1538 Lincoln Liberty Building 
and in the Pennsylvania Suburban Station. 
4 Gurwood Jewelers of 817 E. Allegheny 
Ave., Philadelphia, have added a new 
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Bechtel’s Quarters Acquire That New Look 
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When Bechtel & Co., wholesale jewelers of Philadelphia recently acquired the second floor 

of their present location, they launched a program of extensive alterations. The newly ac- 

quired space now houses the general offices and stock rooms and a showroom where various 

types of clocks and silverware are featured. Note the modern show cases installed by the 
firm which provide an unobstructed view of the merchandise on display. 


A program of extensive alterations was 
recently completed at the quarters of 
Joseph B. Bechtel & Co., wholesale jewel- 
ers located at 729 Sansom St., Philadelphia. 
The firm, which celebrated its 50th anni- 
versary last year, has doubled the amount 
of former floor space by acquiring the en- 
tire second floor of their present location 
in the Bechtel Building. 

The newly acquired space has been com- 
pletely remodeled and now presents a most 
attractive appearance. A modern show- 
room featuring various types of clocks and 
silverware is now included on the second 
floor together with the general offices and 
stock rooms. 

Other features of the remodeling pro- 
gram were the installation of an elevator to 
facilitate the moving of merchandise to and 
from stock rooms and the building of a 
new stairway to connect the two floors. 

The Bechtel firm was founded by the late 
Joseph B. Bechtel in 1898 and steadily 


grew until it is recognized as one of the 





leading wholesale jewelry houses in the 
trade. Present officers of the firm are: 
F. Clarke Bechtel, president and treasurer; 
John C. Oberholtzer, vice president, and 
Earle S. Bechtel, secretary and assistant 
treasurer. 





Necessitated by the recent acquisition of 
the second floor of their present quarters, 
this stairway was erected by the Bechtel 
firm as part of their recent renovation. 





television section. Business in the televi- 
sion and major appliances fields has ex- 
ceeded the facilities available, so shortly 
after the first of the new year the store 
will be enlarged to accommodate the televi- 
sion and larger appliance department. 
While he’s at it, Allan Gurwood says he’ll 
build a completely new front on his store. 
q Herber’s Jewelers of 104 S. 13th St. 
have completed an inexpensive alteration 
on their windows which has multiplied 
many times the effect of their displays. 
Four box-like inserts were built in the 
lower part of the window which had 
previously been covered with black paint. 
Concealed fluorescent lighting and a simple 
velvet background completed the operation. 
The alcove-like units, one on each side of 
each window, are being used for large 
items such as silver and gift merchandise. 
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This frees the regular window display 
space for jewelry. 

q The following jewelers were nominated 
for offices in the Retail Merchants Credit 
Association after the meeting in November: 
Ellis Kurtz, vice president; S. S. Weissman, 
3rd vice president; Stanley Lefkoe, secre- 
tary; Jack K. Green was elected to the 
board of directors. Election will take 
place in December after this goes to press. 
They will take offices as of Jan. Ist. 

q Keane’s Jewelry of 2917 Kensington Ave. 
made more than enough direct sales to pay 
for the ads and gained a great deal of 
public attention recently, by running sev- 
eral 314 inch newspaper ads_ showing 
sterling silver identification bracelets at 
$7.75 and other items in this price range 
along with an order coupon. C.O.D.’s were 

(Please turn to page 255) 





























Genuine 
BULOVA 


Material 
Cabinets 


A $130 VALUE for only 





All steel 2 drawer cabinet—stain re- 
sistant. Steel drawers equipped with 


movable plastic dividers. Plenty of 
room for adding your present stock. 


Standard size, same size as Newall & 


Waltham Cabinets. 
540 Pieces of Material for 


5AB—6AH—7AM—7AK—8AE—8AH 
lOAE—!IOAK—10BA—10BC 


Contains 54 Parts for Each of the Models 
Shown Above 


And the 2-Drawer Fine Grain 
Steel Cabinet is Free! 


Genuine BULOVA 
Material Kits 


In Leatherette Cabinets, 
Complete with Charts 


PARTS ARE IN 
INDIVIDUAL SEALED ENVELOPES 


KIT OF 36 STEMS 


No. 3—To fit 101 dif- $1] 75 


ferent models 


KIT OF 34 STAFFS 


No. 4—To fit 97 dif- $13 75 


ferent models 
KIT OF 44 MAINSPRINGS 


No. 5—To fit 100 dif- $19 75 


ferent models 
KIT OF 83 CROWNS 


No. 6—To fit the com- $30 00 


plete Bulova line 
CABINET IS FREE 


JOS. B. BECHTEL & CO., INC. 
Wholesale Jewelers 
Established 1894 


729 SANSOM STREET 
PHILADELPHIA 6, PA. 
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“Our 1949 LINE... 





will be the best and most 
complete we've sent on the 
road in our 52 years as 
wholesalers." 


For values and 
variety it will not be 
surpassed. Wait for our 


salesman. 

















21 W. BALTIMORE ST. 


MARYLAND 





BALTIMORE I, 
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a 
Bad 
q Jenkins & Sons, Inc., wholesale jewelry 
firm, has occupied the remodeled two-story 
building at 25 East Adams St., Jackson- 
ville, Fla. The firm’s offices, showrooms and 
storage occupy a part of the first and sec- 
ond floor of the building. 

q Stanley Edgeworth, well-known jeweler 
of Myrtle Beach, S. C., has expanded his 
operations by opening a jewelry shop at 
Camden, S. C., with Herbert E. Garland 
as manager. 

q Garfield Jewelry Co., 345 King St., 
Charleston, S. C., recently celebrated its 
25th anniversary in business there. Louis 
Garfield is owner. 





_@M. Van, proprietor of a jewelry store at 


Dawson, Ga., has opened Van’s Jewelry & 
Gift Shop in Richland, Ga., with Mrs. Guy 
Watson as manager. 


_@J. B. Lacher, jeweler, has occupied new 











quarters at 23 College St., Greenville, S. C. 
q Maxwell L. Peele, who has a number of 
years experience in the jewelry business, 
has been named manager of Laurays 
Jewelers at 402 Central St. in Hot Springs, 
Ark. He formerly was with Duval Jewelry 
Co. at Jacksonville, Fla., and G. W. Taylor 


-and Son of Williamson, W. Va. 


q Records in the Office of the Secretary of 
State in Austin, Texas, show the recent 
incorporation in Houston of Sampson’s 
Jewelry Co. The company was chartered by 
J. B. Sampson, Harry B. Gordon, and Aron 
S. Gordon with $50,000 capital stock. 

q Myron E. Freeman and Bro., 103 Peach- 
tree St., N.E., Atlanta, Ga., announced the 
opening of two more new jewelry stores in 
Decatur, Ga., and Marietta, Ga. The stores 
had their formal openings Saturday, Nov. 


| 20. Frances Waring, of Decatur, will man- 


age the Decatur store, which is located at 
122 Clairmont Ave. Edith Dver, of Marietta, 
will manage the Marietta store, which: is 
located at 32 North Park Square. A total 
of 2000 lovely orchids were presented free 
with compliments of Freeman’s to the first 
2000 visitors to the Decatur and Marietta 
stores. The orchids flown in fresh 
from Hawaii especially for the opening of 
the two new jewelry stores. 


were 


Tennessee Watchmakers Seek 
State Licensing Legislation 


The Tennessee Watchmakers Associa- 
tion will make an effort at the meeting of 
the Tennessee state legislature this month 
to obtain legislation for regulation of and 
minimum standards for the watchmaker’s 
profession. A proposed measure for intro- 
duction was recently read and discussed 
by Ed Cochran of Nashville, chairman of 
the legislative committee of the association, 
before a group of the legislators who were 
in unanimous agreement on support of the 
measure. 

The proposed law would set up a five- 
man licensing board, appointed by the 
Governor, with a paid secretary. A $10 
licensing fee would be paid yearly by 
journeyman watchmakers and apprentices 
would be charged a fee of $5. All prac- 

















THE SOUTH 


ticing watchmakers at the time of the bill’ 

.; $ 
passage would be licensed without exami 
nation. 


o—___.__.» 


SAIL THE OCEAN BLUE 





R. E. Huesgen, vice president of the Bau. 
man-Massa Jewelry Co., St. Louis, Mo., is 
shown aboard the Queen Elizabeth with his 
wife. Mr. and Mrs. Huesgen recently re. 
turned from Europe where they visited the 
diamond markets of Antwerp, Amsterdam 
and London as well as some watch factories 
in Switzerland. According to Mr. Huesgen, 
prices of diamonds were firm and rough 
quality merchandise was rather scarce. 





Shaw's Hold Formal Opening 
Of Newly Remodeled Store 
Formal opening of the enlarged and re- 


modelled Shaw’s Jewelry store, at 203 East 
Houston St., San Antonio, Texas, took 


place on December 2nd, just in time for 


the holiday season. 

Store space has been practically doubled 
and all departments have been enlarged as 
well as modernized. Ceilings in the dif- 
ferent store shops have been tinted in 
pastel shades of blue, green and chartreuse. 
Walls have been finished to harmonize in 
blue-gray, gray-green and tangerine. 

Lighting has been improved with the 











EXPERT REPLATING 
AND REPAIRING 


By Sterling Silversmiths Since 1885 


QUICK SERVICE FAIR RATES 
SPLENDID WORKMANSHIP 


Estimates Gladly Given 


THE A. G. SCHULTZ CO. 
423 E. Lombard St., Baltimore 2, Md. 
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ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
e JEWELRY ° 
S HOPKINS PLACE, BALTIMORE, MO. 
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stallation of both flush lighting and spot 
“ hts, providing for daylight illumination 
aa the high-lighting of special displays at 

ime. 
ca has been completely re-fur- 
nished in bleached mahogany. An unusual 
feature of the remodeled store is the 
‘nstallation of three separate heating and 
air conditioning units to provide tempera- 
ture control in all parts of the store. 

A new and modernized Houston St. front 
completes the renovation of the store, which 
‘, now one of the largest retail jewelry 
establishments in all San Antonio. 





Jewelers in San Angelo, Texas, 
Take Action on Auction Sales 


At the request of jewelers in San Angelo, 
Texas, the City Commission there recently 
passed an ordinance containing more rigid 
restrictions on auctioneering of jewelry. 

The ordinance increases an auctioneer’s 
bond from $1,000 to $5,000; shortens the 
period of a license from one year to six 
months; raises the fees from $5 to $10 
daily the first three days and fixes it at $5 
daily thereafter, and increases the penalty 
for violation from $1 to $200 to $10 to 
$200. 

In addition, pending an appeal, the 
judge of the corporation court may sus- 
pend a license, and the commission may 
revoke a license after a hearing. 

The auctioneer must attach to his appli- 
cation for a license an itemized inventory 
of all jewelry to be offered for sale, giving 
the wholesale cost of each article and 
showing its kind of character and whether 
new or old. 


_—-——— 


Jewelry Industry Council 
Mails Ballots to Members 


In accordance with its by-laws, the 
Jewelry Industry Council has sent to all of 
iti membership a mail ballot calling for 
the election of six retailer directors and 
six supplier directors. 

Individuals named by the Council’s 
Nominating Committee in the retailer divi- 
sion for a two-year term as director are: 
Myer B. Barr, Barr’s Jewelers, Philadel- 
phia, Pa.; Myron Everts, Arthur A. Everts 
Co., Dallas, Texas; John P. Fix, George R. 
Dodson, Inc., Spokane, Wash.; George 
Gerber, Gerber’s, Inc., Providence, R. L; 
Richard Jessop J. Jessop and Sons, San 
Diego, Calif., and A. N. Slavick, Slavick 
Jewelry Co., Inc., Los Angeles, Calif. 

Individuals named by the Council’s Nom- 
inating Committee in the supplier division 
for a two-year term as director are: Charles 
G. Brown, Stein & Ellbogen Co., Chicago, 
Il. ; Leen J. Engel, J. Engel & Co., Balti- 
more, Md.; James H. Hetzel, Eisenstadt 
Mfg. Co., St. Louis, Mo.; Edward O. Otis, 
Jr, Otis Co., Providente, R. I.; Gerald 
esnbineer Com Inc., Peesbienee, R. L, 
and Leonard Shiman, Shiman Mfg. Co., 
Newark, N. J. 

Members of the Nominating Committee 
were: G. H. Niemeyer, Handy & Harman, 
Inc, Chairman; Charles G. Brown, Stein 
& Ellbogen Co.; Walter E. Butler, E. W. 
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Reynolds Co.; Hyman A. _ Goldberg, 
Cooper’s, Inc.; R. M. Kant, Hamilton 
Watch Co.:; Victor A. Lambert, Lambert 


Bernard G. Rudolph, Rudolph 
William G. Thurber, Tilden- 


Bros., Inc.; 
Bros., Inc.: 


Thurber Corp., and Raymond L. Wells, | 


Wells Mfg. Co. 

The hold-over directors of the Council— 
directors whose terms do not expire until 
the end of 1949 are: 

Retailers—Maurice Adelsheim, Jr., S. 
Jacobs Co., Minneapolis, Minn.; Hyman A. 
Goldberg, Cooper’s Inc., Portsmouth, Va.; 
Leo D. Kind, Reid, Inc., Trenton, N. J.; 
Cecil D. Kaufmann, Kay Associates, Wash- 
ington, D. C.; Victor A. Lambert, Lambert 
Brothers, New York; H. Victor Paul, Wiss 
Sons, Inc., Newark, N. J., and Bernard G. 
Rudolph, Rudolph Brothers, Inc., Syracuse, 
me Be 

Suppliers—Gordon Howard, Elgin Na- 
tional Watch Co., Elgin, Ill.; Henry I. 
Jacobson, Jacobson Brothers, New York; 
Craig D. Munson, International Silver Co., 
Meriden, Conn.; G. H. Niemeyer, Handy 
& Harman, Inc., New York; W. Waters 
Schwab, J. R. Wood & Sons, Inc., New 
York, and Ray F. Warren, Bulova Watch 
Co., New York. 

Results of the mail ballot will be an- 
nounced by tellers at the Council’s annual 
membership meeting which is to be held 
at the Wedgwood Room at the Waldorf- 
Astoria Hotel in New York, on Jan. 16 at 
11:30 a. m. 

At the same meeting, the membership 
will hear reports from Cecil D. Kaufmann, 
Kay Associates, chairman of the Council, 
and from the Council’s executive director, 
Albert E. Haase. Immediately following the 
annual membership meeting, a meeting of 
the board of directors will take place at 


0d ——EEE——— 





which officers for 1949 will be elected by | 


directors of the Council. 





Cincinnati's Year-Round Santa 
Helps Poor Kids Enjoy Life 


Marion Dowers is  Cincinnati’s 
round Santa Claus! 

An employee in the jewelry manufactur- 
ing plant of A. Sauer and Company, 329 
East Eighth Street, Mr. Dowers for many 
years has worked at his avocation of help- 
ing underprivileged children by securing 
them clothing, toys, free tickets for motion 
picture shows, swimming pools and other 
places of entertainment. 

Troubled about children playing on the 
streets after school, Mr. Dowers is now 
trying to get the Board of Education to 
keep certain schools open after regular 
hours so the children will have a safe 
place in which to play. 

All of which requires considerable tele- 
phoning, but that’s all right with Mr. 
Sauer, who allows Mr. Dowers to use the 
company phones during business hours. 


vear- 





Washington Wholesalers Move 
The Advance Watch & Jewelers Supply 


Co. wholesale jewelers, are now completely 
settled in their new and attractive quarters 
at 520 10th St., N. W., Washington, D. C. 
The firm, which occupies the entire second 
floor at their present location, have also 
installed new fixtures. 








CRAFTSMEN 


in the art of RESTORING 
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ANTIQUE and MODERN 


¢ REPAIRING ¢ REFINISHING 
¢ REPLATING LACQUERING 
¢ SPECIAL ORDER 


Write for Price List 





Serving the Trade since 1892 
The House of Mastercrafismen 


LOUIS J. MEYER, Inc. 


SILVERSMITHS & PLATERS 
JEWELRY REPAIRING & ENGRAVING 


205 S. 9th St. Philadelphia 7, Pa. 














For rapid turnover—Wee Cherub Didy Pins have 
irresistible sales appeal. These beautiful creations 
make a lovely gift for the new baby. Unique, 
practical, and a treasured keepsake. Wee Cherub 
Didy Pins are available in Sterling Silver, Gold 
Plated, and solid 10K Gold. Packaged in attrac- 
tive gift box. Available for immediate delivery. 
Memorandum selection on request. 

WEE CHERUB MANUFACTURING COMPANY 

2016 Travis Street Houston, Texas 











7 JEWELRY REPAIR 


Cngnouiug 
JG. 1. avProven) 


' Prepare NOW! Our Master 
* Course covers everything 
-. needed for high-salaried 
f. positions in Jewelry Field. 





ing available. 
Warren, O. and P’gh, Pa.) 
Catalog FREE. 


c™oOe 
A.W. THACKER ACADEMY FOR JEWELERS 


* 423 Federal St. + Pittsburgh 12, Penna 


Dept C 








WATCH DISTRIBUTORS 


We sell SWISS WATCHES & MOVE- 
MENTS of popular makes & sizes at 
very reasonable prices. 


HONIG WATCH CO. 
323 W. 5th St., Los Angeles 13, Cal. 
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Gold=Siiver 
PLATING 


“ASK ABOUT” 


HODANIZE 


TRAOC MARK REG. VU. 6 PAT. OFF 
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EPAIRED & PLATED LIKE NEW 





Swartz & Co. 


EST. 1917 
10 S. Wabash Ave., Chicago 3 CENtral 6089 

















LOST 


“Valuable time, detail- 
ed accuracy, and indi- 
vidualized identity be- 
cause I failed to use 
the NEWALL-IZED 
4 ‘Finger-Print’ System in 
selecting Swiss Watch 
Material.” 


Don't let this happen to you! Ask 
your jobber today about the many 
benefits from the NEWALL-IZED 
“Finger-Print” System. 

THE NEWALL MFG. CO. 


Chicago 2 Illinois 














WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 
Complete Line Watch Cases and Dials 
MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bldg., Detroit 26, Mich. 











CENTRAL WATCH (CO. 
WATCH REPAIRING 


to the trade 


EXPERT WORKMANSHIP 

AT REASONABLE PRICES 
ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 











MAYNARD LEVY 


Leading Jewelery Auctineer for le- 
gitimate jewelers. Write for date and 
information. 

PHONE BUTTERFIELD 1100 
5200 BLACKSTONE - CHICAGO 15 














MASTER Watchmahing 


“Famed the World Over 
as the School of Quality’”’ 


CHICAGO SCHOOL OF WATCHMAKING 
Founded in 1908 by Thomas B. Sweazey 
1608 N. Milwaukee Ave., Dept. 228 Chicago 47, Ill. 
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q Plans for the annual meeting of the 
Illinois Retail Jewelers Association to be 
held at the Hotel Abraham Lincoln in 
Springfield on February 20th are well ad- 
vanced. Two headline speakers have al- 
ready been announced: W. Waters Schwab, 
president of J. R. Wood & Sons, a leader 
in the industry, and Dr. W. D. Shipton, of 
Washington University, St. Louis, an au- 
thority on gems. A profitable and enjoy- 
able meeting is promised all who attend, 
with plenty of entertainment for the ladies. 
q The Chicago Jewelers Bowling League 
took a vacation during December and will 
resume schedule on January 7th. At this 
time, teams representing J. Milhening, Inc., 
and Benj. Allen & Co. are tied for first place 
with 21 games won and 12 lost. Others 
follow in order, M. F. Lenz Co., 19-14: 
Swartchild & Co., 17-16; Olsen & Ebann, 
16-14: Newall Mfg. Co., 16-17; The Ball 
Co., 13-20 and Jos. Hagn Co., 6-24. Indi- 
vidual high average is held by Al Tellefsen 
of Newall with 187 and Rudy Brichke, Lenz 
Co., second with 185. The Milhening team 
hold high series with 2944 and high game 
with 1058, the Lenz team a close second 
with 2905 and 1029. High three games by 
Tellefsen with 640 and second by Dave 


| Newman of Allens with 638. 
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Four Chicago Jewelry Firms 
Join New Business Assn. 


Four of Chicago’s quality jewelry stores 
have enrolled as charter members of the 
North Michigan Avenue Association which 
recently opened offices at 664 North Michi- 
san Ave. and embarked on a long-range 
program to develop the area north of the 
Chicago River to Oak St. and west from 
Lake Michigan to State St. as a “center of 
fashion, commerce and fine living.” 

Gordon Lang, president of Spaulding & 
Co. and president of the association, an- 
nounced that charter membership rolls in- 
clude: Spaulding & Co.: Trabert & Hoeffer, 
Inc.-Mauboussin: Sobel and_ Drielsma: 
and Lackritz Jewelers. 

Membership in the association involves 
a three-year support of the program with 
annual dues ranging from $2,500 maximum 
to $50 minimum.~ Also enrolled are more 
than 100 of the city’s leading merchants, 
property owners, realtors, bankers and 
others. 

Among the first activities of the Asso- 
ciation will be to acquire signatures to a 
voluntary property owners agreement 
limiting the types of business coming into 
the area to those that will contribute to its 
character, Lang explained. 

Lang also announced that studies would 
start immediately on needed _ improve- 
ments in public transportation and parking 
facilities and that other committees would 
begin work on plans already formulated to 
landscape and beautify the district served 
by the Association. An aggressive program 
to enhance and intensify the reputation of 
the area is already under way and will be 


CHICAGO 


executed on a national and international 
scale, he said. 


——— 


Set Up Scholarship Award 
For Ex-Merchant Marines 


The Chicago Institute of Watchmaking 
has set up a scholarship award for mep 
who served in the Merchant Marine during 
World War II, according to an announce. 
ment by Paul Leeds, director of the schoo] 
who was chief of Veterans Administration 
Rehabilitation Information in Chicago be. 
fore founding of the school. 

Those who saw service in the Merchant 
Marine are not eligible for education bene. 
fits under the G.I. Bill of Rights as are 
veterans who served in the Army, Navy 
or other military branches, therefore the 
scholarships have been set up for veterans 
of the Merchant Marine. 

The first scholarship to be given wil] 
have an approximate value of $1,150. | 
will consist of a $750 complete scholarship 
to the Chicago Institute of Watchmaking, 
comprising tuition for the full year course 
in watchmaking, and $400 worth of shop 
equipment, including bench,  jeweler’s 
lathe, etc., enabling a man to go right into 
the watchmaking profession with his own 
tools upon graduation. 

Award for the scholarship is to be given 
on the basis of war record and desire to 
go into the watchmaking profession. 

Applications should be sent to the Chi- 
cago Institute of Watchmaking Merchant 
Marine Scholarship, 7 S. Pulaski Rd., Chi- 
cago, as soon as possible. 


nD 


C. L. Goulding Retires 
After 56 Years in Business 


On January Ist of this year, C. L. Gould- 
ing, head of the jewelry firm of E, H. 
Goulding’s Sons Co., Alton, IIl., one of the 
oldest jewelry firms in the Middle West, 
retired from active management of the 
store after 56 years’ service. Mr. Goulding 
will be succeeded in the firm by his son, 
Robert L. Goulding. 

The Goulding store, which was estab- 
lished in 1852 by E. H. Goulding, was 
taken over by C. L. and Ed P. Goulding 
upon their father’s death. <A_ few years 
later C. L. Goulding purchased his brother's 
interest, and the firm was incorporated in 
1907. Robert L. Goulding will be the 
third generation of the same family in 
charge of the business over a period of % 
years when he takes over management of 
the store. 
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STOP SILVER TARNISH 


One simple application of Pro-Tex- | 
Sil will protect beautiful silver from 
tarnish for many weeks. 


FREE TEST SAMPLE 


WELMAID MANUFACTURING CORP. 
1737 N. Campbell, Dept. 30, Chicago 47 
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Philadelphia 
(From Page 251) 

ted where engraving was not ordered. 
4 Despite the busy season and . distance 
many members live from the meeting place 
of the Philadelphia Guild of the American 
interest and attendance have 
made 


accep 


Gem Society, | enc 
to optimistic predictions 


kept up 
aie this season by officers of the organ- 
“ation. The next meeting will take place 


January 18th at the Franklin Institute. 
Nicola D’Aszenzo, the regular instructor, 
will continue with his lectures on gem 
stones and laboratory work identifying 
stones will be carried on. . 

4 Harry L. Brown of 5017 N. Sth St. who 
has been advertising “Diamond rings can 
be seen right in your own home without 
obligation” for some time, finds there is 
comparatively little demand for this service. 
He has recently decided to stress in the 
store sales where customers are subjected 
to the atmosphere of the store and to 
displays of other merchandise. 

4 The Retail Merchant’s Credit Association 
are running a series of half column ads 
in local newspapers explaining regulation 
W and urging the public to continue to 
make wise use of credit privileges. 

4 Due to the Christmas seasonal rush 
there was no meeting in December for the 
Retail Jewelers Association. The next 
regular meeting will take place Tuesday 
Jan. 25th at a place to be announced later. 
4 The ever popular Benjamin Toll of 1421 
W. Susquehanna has acquired the former 
“Sid” Richmond store in Roxborough. 

q Tucker’s of Darby, Pa., and) 4233 Lan- 
caster Ave., Phila., are planning to rebuild 
the entire store on Lancaster Ave. soon 
after the first of this month. 

q “Joe” Dalton, Watchmaker associated 
with Louis E. LeWinn of 1810 Market St. 
spent two weeks in November doing his 
work at his home in Camden. Six children, 
including a brand new infant, didn’t seem 
to interfere with the quality of his work, 
said the owner of the store. It seems that 
he was drawn on jury duty and spent his 
days in court, piecing evidence together, 
his nights at home piecing watches to- 
gether. 

q The Greenbergs of 218 S. 52nd St. will 
spend Jan. and part of Feb. on vacation. 
First Mrs. Greenberg will spend three weeks 
in California, then Mr. Greenberg will 
rush off to Florida for four or five weeks, 
when she returns. 


ANTHONY J. GREGORY 
AUCTIONEER 


Serving legitimate jewelers for 


20 years 
6956 North Ashland Ave., Chicago 26 
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Our work costs no more 
than ordinary work 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 
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q Bud Ringgold is writing a weekly news 
column for the Beacon, “biggest free cir- 
culation of any weekly in North Philadel- 
phia,” he claims. His reason for writing— 
well, he just likes to do it, he says, but 
he also adds, it pays to get your name 
before the public.” 

q A. Fisher Charles recently announced 
that he is now covering the Philadelphia 
area for the French Jewelry Co., manufac- 
turing jewelers located at 137 S. 8th St., 
Philadelphia. 





Recently Remodeled Store 
Gutted by Thanksgiving Fire 


A short circuit in electrical wiring was 
responsible for a fire which swept the store 
of Morris Credit Jewelers and resulted in 
loss and damage estimated at $150,000. The 
blaze, which originated in a panel holding 
switchboards and meters in the basement 
of the hotel lobby in which the jewelry 
store is located, was discovered at 3:30 
A. M. Thanksgiving Day by hotel em- 
ployees who smelled smoke. Firemen were 
called by the night clerk who switched on 
the hotel fire alarm and aroused the hotel 
guests. 

Edward Morris, store owner, said that 
inventory on hand at the time of the fire 
was valued at between $300,000 to $350,- 
000. He pointed out that the store con- 
tained a peak stock for the Christmas 
trade. The management also announced 
that they will re-open on the fire-damaged 
site. Contractors were consulted imme- 
diately after the fire on renovating the 
store. Approximately $35,000 was spent by 
the owners recently on remodeling the store. 





WPHI President and Wife 
Book Passage to Switzerland 


William O. Smith, president of the West- 
ern Pennsylvania Horological Institute, 
Pittsburgh, Pa., and his wife have booked 
passage to Switzerland for February, to 
visit members of the Watchmakers of 
Switzerland. 

Mr. Smith will take with him his copy- 
righted “Esembl-O-Grafs” containing thou- 
sands of photographs and drawings, show- 
ing a step-by-step simplified method of 
taking apart and assembling approxi- 
mately 115 chronograph and complicated 
watches. 

The “Esembl-O-Grafs” have just been 
completed in the WPHI research labora- 
tories. Nearly one hundred thousand dol- 
lars and almost 18 months of effort were 
spent by artists, draftsmen, photographers, 
photolithographers, printers, and chrono- 
graph technicians from Switzerland and 
the United States, until they could be prop- 
erly perfected and copyrighted. 

The “Esembl-O-Graf” course is for grad- 
uates of watchmaking schools and veteran 
watchmakers, and is needed to service mil- 
lions of chronographs in this country, and 
millions more being made in the United 
States, Switzerland, and other countries. 

It would be almost impossible for watch- 
makers to memorize all the parts, etc., for 
different chronographs in existence. There- 
fore, the “Esembl-O-Grafs” will play an 
important part in the future watch repair- 


ing field. 
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Chicago Institute 


of Watchmaking 


is pleased to announce a six months’ course 
in Jewelry and Advanced Watch Repair 


A few benches are available in our 
regular one year course in watch repair 


& 
Chicago Institute of Watchmaking 


Approved for Veterans. 
Accredited by U.H.A.A. and Certified by H.I.A. 


Dept. JC-1, 7 S. Pulaski Rd., Chicago 24, Ill. 
Telephone Sacramento 2-6680 
































24 Hour Service 
WRISTWATCH and CARMEN 
EXPANSION BRACELETS 
REPAIRED 
LIKE FACTORY NEW 


Finest Watch Crystal Fitting 
Jewelry Repairing and Ring Sizing 
ALL WORK GUARANTEED 
Send for Our Price List 


M. MARTIN & CO. 


Rm. 418 5 S. Wabash Ave. 
CHICAGO 3, ILL. 

















FREDERICK J. ESSIG & COMPANY 


Importers G Cutters 

Precious & Semi-Precious Stones 
— Established 1869 — 

7 W. Madison St., Chicago 2, Ill. 
LAPIDARY WORK 

Drilling — Cutting — Encrusting 
Specializing in Zircons, 
Opals and Star Sapphires 














“THE PATHWAY TO SUCCESS" 
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o <4 neg aaa wee. reais fs Th 
WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 


BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, Ill. 











LEWIS KIRSCHMAN COMPANY, Inc. 


501 MADISON AVENUE NEW YORK WN, Y. 
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PROMPT SERVICE ALWAYS 


GERWE-BROWN CO. 


Wholesale Jewelers 


CINCINNATI 
NEW ORLEANS 














We SPECIALIZE... 


in special ovdee mow 4 ae us your 
specifications. W. id submit a design 
atthout obligation. 





SCHUMER BROTHERS CO. 
Manufacturing Jewelers 


5 EAST THIRD STREET - CINCINNATI, OHIO 


DIAMOND-CUTTING 


EXPERT WORK 
FAST SERVICE 


LITWIN & SONS 
114 West 6th Street. Cincinnati. Ohto 


$ 





DISTINCTIVE 
JEWELRY 
WATCHES 


DIAMONDS 


THE D. JACOBS SONS CO. 


Wholesale Jewelers 


811-13 RACE STREET 
CINCINNATI 2, OHIO 
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700 EAST MCMILLAN ST. 


CINCINNATI 6, OHIO 
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q The Town Criers, this city’s 12-year-old 
organization of manufacturers’ and whole- 
salers’ jewelry salesmen, held its annual 
holiday luncheon party in the Cincinnati 
Club on December 30; while the annual 
dinner and business meeting of the group 
was set for January 11 at 6:30 p. m. in 
the Alms Hotel. Officers for the coming 
year were to be elected, and the nom- 
inating committee includes Reed Botts, Al 
Gebhardt, Thomas J. Hummel, Al Wehry 
and Donald Knight. The retiring presi- 
dent is Clarence Loeb. 

q Charles E. Richter of the Richter Jewel- 
ry Co., retailer at Sixth and Main Sts., is 
distributing to local policemen a new 
mimeographed booklet on criminal law, 
which was written by Police Captain Ray- 
mond E. Clift of the Highway Safety Bu- 
reau. Mr. Richter has long been interested 
in police work and frequently assists the 
local department in its activities. 

q Harry Flotemersch has been elected 
president of the Cincinnati Guild of the 
Ohio Watchmakers Association. Other new 
officers are: Vice president, Frank Flynn: 
recording secretary, Roy Duttenhoffer: 
treasurer, Joseph Besse; corresponding 
secretary, Fred Foegler; sergeant-at-arms. 
Charles Stross; legal advisor, Edward Mit- 
tendorf, and members of the executive 
board, Elmer Kaising and Frank Foegler. 
q Seymour Baum, owner of the Strauss 
Jewelry Co., 4027 Hamilton Ave., has 
changed the name of his store to Baum 
Credit Jeweler. During the Christmas sea- 
son, Mr. Baum broadcast appropriate mu- 
sic from his store, and he also assisted 


| other Northside retail merchants in _plac- 

















ing street decorations and sponsoring a 
Santa Claus in the various neighborhood 
stores. 

q A six-cents-an-hour wage increase, paid 
holidays and a union shop are features 
of a new contract between Local 156. 
Upholsterers’ Union (AFL) and _ the 
Herschede Hall Clock Co., McMillan St. 
and Essex Place. The contract, retroac- 
tive to September 1, runs to May 1, 1950, 
and provides for reopening wage negotia- 
tions in May, 1949. Covering 325 em- 
ployees, the contract is the first negotiated 
between the union and the company, and 
follows a National Labor Relations Board 
collective bargaining election held last Au- 
gust, in which the workers approved a 
union shop. 

q William Kappes, former watchmaker for 
Carroll’s Jewelers, Fifth and Main Sts., 
and his wife and baby, visited with friends 
in this city during November. This was 
their first visit here since moving two and 
one-half years ago to Coral Gables, Fla., 
where Mr. Kappes is a watchmaker in the 
Carroll store in that city. 

q Thomas Atkinson, representative for the 
Oneida Community Silver Co., has been 
transferred from the Denver to the Cin- 
cinnati territory, effective February 1. He 
was being introduced to the local trade 
during January by Fred Lounsbury, former 





local Oneida representative, who js being 
transferred to the Kansas City territory, 

¢ An attractive, — eight-page rotogravure 
section was run in the Sunday Enquirer 
on November 28 by George H. Newsted; 
and Co., retailer at Fourth and Race Sts. 
A wide variety of holiday merchandise 
suitable for Christmas gifts was featured 
and pictured in the section. 

q Because several allegedly stolen rings 
hidden in his shoes made running difficult, 
James E. Lewis, 21, of Winona, W. Va., 
was captured by police who charged him 
with being one of three men who robbed 
the store of the Getz Jewelry Co., 6092 
Montgomery Road, of jewelry valued at 
$422, and the R. K. Welling Co. store, Mill 
and Dunn Sts. in suburban Lockland, of 
jewelry valued at $200. Lewis was held 
for Grand Jury investigation under $2,500 
bond, while another of the trio was turned 
over to authorities in Waynesville, Ohio, 
where the three were charged with robbing 
a filling station. 

q A novel and effective way of showing 
and selling jewelry is being demonstrated 
by Mrs. A. C. Updike, retailer in the Lyric 
Building, who is staging jewelry displays 
at parties arranged by hostesses in their 
homes. Mrs. Updike delivers a lecture and 
demonstration on the correct jewelry to 
wear on stated occasions, and then permits 
inspection of the jewelry she has brought 
with her. The hostess receives a watch 
for arranging the party. 

q Theodore Knoebbler and Edward H. 
Wubbolding of the jewelry manufacturing 
firm of T. Knoebbler and Co., 811 Race 
St., have announced that they have pur- 
chased the lapel button back business of 
the Gebhardt Brothers Co. The business 
will be operated separately as the Victory 
Button Back Co. at the Race St. address 
as a partnership. 

q Carroll Seghers, proprietor of Carroll's 
Jewelers, recovered sufficiently from an op- 
eration performed on October 28, to return 
to his store prior to the late Christmas 


a 





G.W. SEIFRIED CO. 


REFINERS SMELTERS ASSAYERS 


WE REFINE— FILINGS - 
SWEEPINGS - OLD GOLD - SILVER 
AND PLATINUM. . sacar 
WE SELL—FINE GO! 
PLATINUM - ALLOYED GOl 


CHLORIDE GOLD - 
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mush. Early in January, Mr. Seghers left 
for a Florida vacation. 

Charles B. Perry, William L. Garrett and 
Pat Patterson, salesmen for the Harry 
Greenwold Co., wholesaler at 18 West Sev- 
enth St., visited the office during the holi- 
day period and then returned to their re- 
tive territories. 

4 Various phases of their 1949 program 
were discussed by members of the Greater 
Cincinnati Retail Jewelers Association at 
q dinner meeting on January 5 in Hotel 


spec 


Sinton. 

4 Miss Marilyn Chaliff, bookkeeper for 
the H. R. Greenwald Jewelry Co., retailer 
at Seventh and Vine Sts., and William M. 
Knox, violinist with the Cincinnati Sym- 
phony Orchestra, were married on De- 


cember i. 

4 The Gruen Watch Company paid a quar- 
terly dividend of 35 cents per share on its 
common stock on January 1. Like distri- 
butions had been made quarterly last year. 
4 Victor Kaufman, sales manager for the 
Victor Corp., manufacturer in the Enquirer 
Building, has returned from an extended 
business trip to West Virginia cities. 

4 Lawrence Hundmer, proprietor of the 
Deer Park Watch Shop, 7714 Blue Ash 
Ave., has recovered from a minor operation 
and has returned to his store. 

4 Doyle J. Gooch, retailer of 239 Elm St. 
in suburban Ludlow, Ky., entertained those 
in his neighborhood during the holiday 
season with broadcasts of Christmas carols 
daily at noon and 9 p. m. 

4 Effective November 1, James Eichholz, a 
former serviceman, became proprietor of 
the retail jewelry store at 534 Vine St.. 
which he purchased from Leo G. Koelker. 
4 George H. Newstedt and Co. has in- 
stalled a beautiful new clock on the outside 
of their retail store at Fourth and Race 
Sts. The Gruen clock of solid bronze is 
a Lackner design. 

q Returned recently from buying trips to 
New York City and Providence, R. I., were 
Robert Rau; Raymond Frommeyer and Al- 
bert Wehry of Klien Brothers, wholesalers 
in the Enquirer Building, and James Held- 
man and Julian C. Schwab of A. G. 
Schwab and Sons, wholesalers at 229 East 
Sixth St. 

( Foster Shields has changed the name of 
his retail store at 3122144 Reading Road 
from El-Jon’s to Foster Shield’s Jewelry. 

q Albert Wallenstein of the Wallenstein 
Mayer Co., wholesaler of 31 East Fourth 
St. was on the arrangements committee of 
the Variety Club for their annual Christmas 
party for orphans on December 18. 

4 Miss Helen Koch, a member of the firm 
of Mecklenborg and Gerhardt, manufac- 
turers of 811 Race St., is recuperating from 
an operation and was expecting to return 
to the office early in January. 

( Orville E, Fuller of the E. and J. Swi- 
gart Co., suppliers of 34 West Sixth St., 
has been nursing two badly cut fingers, 
which resulted from an accident on his 
farm. 

4 George Brown of the Gerwe Brown Co., 
wholesaler in the Temple Bar Building, 
has returned from a buying trip to New 
York City. 

(Jewelry valued at approximately $500 
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Tie-In Advertisement 
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The Greater Cincinnati Retail Jewelers As- 
sociation ran this attractive five-column ad- 
vertisement during the pre-Christmas season 
in two afternoon newspapers effectively ty- 
ing-in with the Jewelry Industry Council's 
current national advertising campaign. The 
tie-in was achieved by use of a drawing that 
the Council featured in one of their four- 
color ads appearing in leading national 
publications. The Cincinnati ad, of an 
institutional nature, stated that "Christmas 
couldn't be merrier—when it's something 
from the Jeweler's,"’ and concluded with the 
names and addresses of the 50 members of 
the association, listed in alphabetical order. 





was stolen on December 2 from the J. Eng- 
lish Jewelry Co. store at 41 East Fifth 
St. by a thief who smashed a display 
window. 

q Frank Garrett, retailer at 504 Broadway, 
has erected a new Gruen clock sign, 12 feet 
high, outside his store. 

q Abe M. Breines, retailer in the En- 
quirer Building, celebrated his twentieth 
year in business on November 27. 

q Clock Service Center for the repair of 
all makes of clocks, has been opened 
at 1532 Madison Road by Walter J. 
Herschede, Jr., a son of the president of 
the Herschede Hall Clock Co. 

q George Tucker, watch repairer of 1424 
Beacon Ave., reported to police on Decem- 
ber 2 that he was stabbed in the back by 
two robbers who took his wallet and $8 in 
cash. 


Distribute Novel Folder 


An attractive folder, titled “The Store 
that Service Built,” has been gotten out by 
Carroll Seghers, proprietor of Carroll’s 
Jewelers, Fifth and Main Streets, and is 
being distributed by mail and from a neat 
plastic holder on a display case just inside 
the main entrance to the store. 

The folder describes the merchandise 
and various services offered by the store, 
and contains exterior and interior photo- 
graphs of the store, and one of the service 
shop on the fourth floor, which is com- 
pletely equipped for jewelry designing and 
alterations and watch repairing. 





GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 




















SCRAP GOLD 


We are buyers and refiners of Gold, Silver and 
Platinum offering the following prices for your 
scrap gold and gold-filled: 

22K $1.48 per dwt. or $29.60 per oz. 

18K 1.21 per dwt. or 24.20 per oz. 

14K .94 per dwt. or 18.80 per oz. 
10K .67 per dwt. or 13.40 per oz. 

Gold-filled optical 1.00 per oz. 

20 yr. G.F. watch cases 1.25 per oz. 

25 yr. G.F. watch cases 2.00 per oz. 
Silver and Platinum at current prices. Small 
or large lots. Prompt and reliable service. 
All shipments held subject to your approval. 
Ship your next lot of scrap to us. 


A & A GOLD REFINERS 


Scrap — Filings — Sweeps 


323 West 5th St. Los Angeles, Calif. 














USE DIRECT MAIL 









@ Contact Mr. Grant of 
ACCURATE ADDRESSERS CORP, 
1233-6th AVE., N.Y. 19 
CIRCLE 5-5876 
Your direct mail addressed as low 
as $7.50 per 1000 fo the largest, 
most accurate list of retail jewelers. 








PLASTIC BEADS . . . for Every Purpose! 


TELL Plastic Beads are made in a 
variety of spheres, shapes, colors and 
finishes. Write for samples and prices. 
TELL MANUFACTURING CO., INC. 
202 So. Jefferson St., Orange, N. J. 














TAKE TOPFLIGHT 


More and more new uses and users every day 
make self-adhesive cellophane advertising strips 
by Topflight, tops in this field. Easy to apply. 
Costs less per day. 


TOPFLIGHT TAPE CO. YORK, PA. 
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Where to Buy 
China and Glass 














PAUL A. STRAUB & CO., Ine. 
19 East 26 Street, New York 


Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Merrey Hill 38-5460 

















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 

















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 

















MADDOCK & MILLER, INC 


English China and Earthenware 
CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S ironstone Ware IRISH BELLEEK 

COALPORT Bone China and Earthenware 
ROYAL CAULDON Bone China and Earthenware 
WELLINGTON Bone China Teaware 


129 Fifth Avenue, New York 3, N. Y. 














JUSTIN THARAUD & SON 


INC. 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 
MYOTT'S 
English Staffordshire Ware 








TEDMAN IMPORTING CO. 
225 Fifth Ave., Room 829 Tele.: MU 5-5324 
New York 10, New York 


ENGLISH BONE CHINA 


Tea, After Dinner and Breakfast Sets, Smoking 
Articles, Toby Jugs and Lustreware 














: importers of 
.7 ENGLISH CHINA 
.% and 
EARTHENWARE 


Stoek and Import 


Ap A tlle & CO., INC. 


49 Fifth Ave. New York 10, N. Y. 
AL. 4-0104 

















ROYAL DOULTON 


Snugliskh Bone China and Barthenware 


DOULTON and CO., Ine. 
Successors To 
wm. 8. PITCAIRN 5 - 
12 Fifth Ave. 


New Yerk, M. Y 
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COMING EVENTS 


January, 1949 


8—Chicago Jewelers Association, 75th 
Annual Banquet, Stevens Hotel, Chicago, 
Il. 

10-14—-Pittsburgh Glass & Pottery Ex- 
hibit, William Penn Hotel, Pittsburgh, Pa. 

10-14—Keystone China & Glass Show, 
Fort Pitt Hotel, Pittsburgh. 

10-14—New York Lamp _ Show, 
Yorker Hotel, New York City. 

15—The 24 Karat Club of the City of 
New York, 46th Annual Banquet, Waldorf- 
Astoria Hotel, New York. 

17-21—Mid-Winter Market Week, Parker 
House, Boston, Mass. 

18-21—Southeastern China, Glass & Gift 
Show, Municipal Auditorium, Atlanta, Ga. 

23-28—California Gift Show, Brack 
Shops, Merchandise Mart, Alexandria Ho- 
tel, Los Angeles, Calif. 

25-28—Mid-South Gift & Jewelry Show 
and Mid-South Variety Fair, Hotel King 
Cotton, Memphis, Tenn. 

31—February 11—Chicago Gift Show, 
Palmer House, Chicago, III. 

31—February 11— Merchandise Mart 
Gift Show, Merchandise Mart, Chicago, Ill. 


New 





February 


1-2—Indiana Jewelers Association, Mid- 
Winter Convention, Lincoln Hotel, Indian- 
apolis, Ind. 

6-10—New York State Gift & Art Show, 
Hotel Statler, Buffalo, N. Y. 

6-10—Western Merchandise Exhibitors 
Gift, Toy & Housewares Show, Civic Audi- 
torium and Western Merchandise Mart, 
San Francisco, Calif. 

13-17—Kansas City Gift Show, Municipal 
Auditorium Exhibition Hall, Kansas City, 
Mo. 

13-17—Pacific Northwest Gift & Art 
Show, Olympic and New Washington Ho- 
tels, Seattle, Wash. 

19—The Golden Roosters of Chicago, 
Annual _ Dinner-Dance, Hotel, 
Chicago, II]. 

20—Illinois Retail Jewelers Association, 
Annual Convention, Springfield, III. 

20-23—Portland Gift & Art Show, Port- 
land Hotel, Portland, Ore. 

20-23—Ohio State Spring Gift Show, 
Deshler-Wallick Hotel, Columbus, Ohio. 

21-25—-New York Gift Show, New 
Yorker and Pennsylvania Hotels, New York 
City. 

21-25——-225 Fifth Avenue Gift Show, New 
York City. 

27-March 1—Pacific Northwest Retail 
Jewelers Convention and Exposition, Seat- 
tle, Wash. 

27-March 2——Denver Gift & Jewelry 
Show, Hotel Albany, Denver, Colo. 

27-March 3—Detroit Gift Show, Statler 
& Book Cadillac Hotels, Detroit, Mich. 





Congress 


March 


6-11—Allied Gift & Jewelry Show, Hotel 
Adolphus, Dallas, Texas. 

6-11—Dallas Gift Show, 
Dallas, Texas. 

7-11—Boston Gift Show, Statler Hotel, 
Boston, Mass. 

7-11—Parker House Gift Show, Parker 


House, Boston, Mass. 


Hotel Baker. 


21-25—Philadelphia Gift Show, Benj. 
min Franklin Hotel, Philadelphia, pg a 
26-30-—Baltimore Gift Show, Lord Balt 


more Hotel, Baltimore, Md. 


April 

3-7—Pittsburgh Gift Show, William Penn 
Hotel, Pittsburgh, Pa. 

3-9—Spring Market Week, Kansas City 
Merchandise Mart, Kansas City, Mo, 

7-11—Minneapolis Spring Show, Radis. 
son Hotel, Minneapolis, Minn. 

9-11—Nebraska Retail Jewelers Asgogiq. 
tion, Annual Convention, Hote] Paxton 
Omaha, Nebr. ; 

25—Diamond Peacock Club, Annual 
Spring Dinner-Dance, Hotel Somerset, Bos. 
ton, Mass. 

May 

1-2—Maryland-Delaware-District of (p. 
lumbia Jewelers Association, Annual Cop. 
vention, Emerson Hotel, Baltimore, Md. 

15-17—New York State Retail Jeweler 
Association, Annual Convention, Statler 
Hotel Buffalo, N. Y. 

15-20—New York Stationery Show, Ney 
Yorker Hotel, New York City. 

19-22—United Horological Association of 
America, Annual Convention, Sherman Ho. 
tel, Chicago, Ill. 


—_—_—_—_—_____ 


News Series on Watchmaker 
Arouses Interest in Trade 


Considerable interest has been created 
among Cincinnati jewelers by a series of 
stories in the Enquirer, morning news. 
paper, regarding the exploits of Richard 
Clayton, who, according to City Directories 
of the 1830’s was a watchmaker on Syca. 
more St. between Front and Second Sts, 

According to records of the Ohio His. 
torical and Philosophical Society, Clayton, 
a pioneer balloonist, advertised in a Cin- 
cinnati newspaper on July 2, 1835, that two 
days later he would take off in a “new and 
stupendous airship, bound for the Atlantic 
seaboard, if the winds be favorable,” and 
would carry a mail bag and newspapers. 

Clayton inflated his balloon in an amphi- 
theater on Court St. and his takeoff was 
witnessed by 4,000 persons. The next day, 
however, he landed a hundred miles east of 
Cincinnati and deposited his mail and news- 
papers in the Post Office at Waverly, Ohio, 
quite a distance from his goal. However, 
it was the first recorded delivery of mail 
by air. 

Joseph Garretson, the Enquirer column- 
ist who wrote the stories, reports that his 
family owns six teaspoons which had been 
purchased in Clayton’s jewelry store in 
1840. 


Re-elected to Chairmanship 


Howard R. Collins, a jeweler of Wil 
mington, Del., has been re-elected chair 
man of the Retail Merchants Section of 
the Chamber of Commerce of that city. 

















SWEDISH CRYSTAL 


Kosta Alsterfors 
DANISH CERAMICS (Bing and Grondahl) 


D. Stanley Corcoran, Inc. 


7 West 30th Street New York 1, N.Y. 
LOngacre 4-7851 
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OBITUARIES 


Pau. W. Buzsee, 42, president of the 
Busbee Jewelry Manufacturing Co., Los 
Angeles, Calif., died December 7th. He is 
survived by his widow, a son and a daugh- 
— E. FreHt, 43, a jeweler at 
York, Pa., died suddenly of a heart attack 
at his home there. He operated his own 
business for 16 years, and was previously 
associated with Archie K. May, jeweler, 
also of York. Surviving are his widow, a 
daughter, and his mother. 

Crorce H. Frencu, 87, retired jewelry 
manufacturer at North Attleboro, Mass., 
died December 6th. He was associated for 
many years with the firm of Riley and 
French, and later joined the W. & S. 
Blackinton Co. He is survived by his 
widow, and a daughter. 

A. Homer HAawkIns, 69, veteran jeweler 
and optometrist of Hendersonville, N. C., 
died suddenly of a heart attack December 
ond. Mr. Hawkins’ father, W. H. Haw- 
kins, established a jewelry business at Hen- 
dersonville in 1880. The deceased was as- 
sociated with that firm, W. H. Hawkins & 
Son, for a number of years. Some years 
ago he disposed of his interest and the 
frm name was changed to O. E. Bass, 
Jeweler, but Mr. Hawkins continued his 
optometry, engraving and watchmaking 
business in the same store. Surviving are 
his widow and a daugher. 

Crarence M. Hay, 72, veteran jeweler 
of Coshockton, Ohio, died November 23rd. 
Mr. Hay’s death resulted from a fall which 
he suffered last May, when he broke his 
hip and shoulder. He started his first store 
in 1898 and prior to that time worked for 
seven years learning the business. The firm 
celebrated its golden anniversary last year. 
Surviving besides his widow are one son 
and one sister. 

Wirttram HowarbD, 73, dean of the busi- 
ness men of Rochester, Ind., died at his 
home in Rochester on November 20th after 
a short illness. He had operated a retail 
jewelry store in Rochester for over 50 years 
and retired two years ago. He is survived 
by two Sons. 

EverETT J. JENNISON, 66, a jeweler in 
Framingham, Mass., for more than 25 years, 
died suddenly of a heart attack on De- 
cember 19. A native of Westboro, he was a 
member of the Masons and Odd Fellows. 
He is survived by his widow, a son, Norman, 
and three sisters. 

Max Kincorr, 66, jeweler of Greenville, 
S. C. who was associated with Morris 
Jewelers, died November 25th after an ill- 
ness of five days. He was a native of Rus- 
sia, but had been a resident of Greenville 
for the past 35 years. His widow and 
three daughters survive. 

Jutius OrtMaAN, 76, founder of the firm 
of J. Ortman, dealers in jewelry and sil- 
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verware located at 10 East 47th St., New 
York, died December 11th at his home in 
that city. Mr. Ortman, who retired in 1933 
as head of the firm, was one of the foun- 
ders of the Jewelry Center on the Bowery. 
He is survived by his widow, a son, James 
Ortman, present head of the business, and 
five daughters. 

F. Senior PicktEs, 65, prominent jeweler 
of St. Louis, Mo., died in November in that 
city. Mr. Pickles, who was a native of 
England, came to the United States more 
than 40 years ago and worked at the Hunt 
Glass Co. in Corning, N. Y. before going 
to St. Louis. He had been president of 
the Robbins Jewelry Co. in St. Louis for 
33 years. During his career he made 20 
trips to Europe to buy diamonds. 

CLARENCE W. ScHAUMBURG, 59, owner of 
Schaumburg’s Jewelry store at Greenport, 
N. Y., died November 9th. The store was 
established in 1873 by Mr. Schaumburg’s 
father. 

Harotp A. ScCHIFFMAN, 52, secretary- 
treasurer of the Schiffman Jewelry Co., 
Greensboro, N. C., died at his home there 
November 27th. Surviving are his widow 
and a son. 

BLANT SHACKLETTE, 63, operator of 
jewelry stores at Elizabethtown and Hod- 
genville, Ky., died November 24th at his 
Hodgenville home after a long illness. Sur- 
vivors include his widow and three sons. 

JOHN SILVERMAN, 65, president of the 
jewelry manufacturing firm bearing his 
name, died at his home in Providence, 
R. I., on November 14th. Mr. Silverman 
was a native of Austria. He is survived 
by his widow and a son. 





New Jersey Watchmakers 
Re-elect All Officers 


All officers of the Watchmakers’ Asso- 
ciation of New Jersey were re-elected for 
the ensuing year at the annual convention 
of the organization held at the Olympic 
Banquet Hall, Irvington, N. J., on Sunday, 
November 21st. 

Officers re-elected for the coming year 
were: L. H. Hayenga, president; Thomas 
Buckner, vice president; Paul S. Stanoch, 
secretary; Robert Halpern, treasurer, and 
Emil Haller, trustee. Directors who will 
continue in office are Andrew Stroehlien, 
Charles J. Milles, Peter Bea, and Eugene 
Jung. 

The meeting began with a business ses- 
sion at 2:00 P. M. which was opened by 
the annual report of the president. In a 
prompt review, all other officers made a 
complete and accurate report of the prog- 
ress made during the past year. 

Henry B. Fried, executive secretary of 
the Horological Society of New York, was 
the principal speaker at the afternoon ses- 
sion. He delivered an interesting address 
on “Hairspring Vibrating” which was well 
received by those attending. 

The evening was given over to a cocktail 
party and reception followed by the annual 
banquet, featured by an entertaining floor 
show and the distribution of a large num- 
ber of exceptionally attractive door prizes. 
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Studding a Hairspring 


Continuing the series on vibrating, this chapter takes up the 


fastening of the hairspring to its stud. The various operations 


are explained here as well as the several types of studs in use. 


by HENRY B. FRIED 


Executive Secretary 


The Horological Society of N. Y. 


(Drawings by 


Avree the hairspring has been vibrated and 
its working length ascertained, it must be fasiened to its 
stud at a point near its outer terminal. This operation is 
called “studding.”” When the vibrating point has been 
found, it will eventually become the part of the hairspring 
which is gripped between the regulator pins. Therefore 
an extra length or section must be added beyond the 
vibrating point so that the end of this length may accom- 
modate the stud as shown in figure 49A. 


VIBRATING 





Fig. 49. This type bridge is designed so that the stud 

is 90° to the vibrating point. The length "A" is added 

to vibrating point to provide for the stud. The extra 

length beyond stud is left for possible future adjust- 
ment. 


a 


If the hairspring is to remain a “flat” one, about %% 
of a coil is added to the vibrating point, depending upon 
the style of the balance bridge. In figure 50 is shown 
a bridge where the stud hole is 45° beyond the (vibrat- 
ing point) regulator. Such-a bridge does not require 
more than 14 extra coil beyond the vibrating point. The 
bridge in figure 49 has the stud hole at right angles (90° ) 
to the regulator. Such a bridge would suggest that the 
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the author) 


spring extend about %g beyond the vibrating point. This 
would leave ' of a coil protruding beyond the stud. The 
purpose of this surplus is that it acts as a reserve length 
to be utilized in case the vibrating was miscalculated or 
for the later re-adjustment, should it be needed. 


(inl) 
a, 
s 14 ® 
f er : 





Fig. 50. This type bridge is designed so that the stud 
is only 45° from the vibrating point. 


In a Breguet hairspring, no extra length is advisable 
beyond the stud because any bit of spring extending 
freely out of the stud will only catch upon the section of 
the spring which ascends from the lower to the upper 
coil. This fault is shown in figure 51. 

The actual operations of removing the old section of 
spring from the stud is very much the same as that em- 
ployed in clearing the collet hole. However, the stud s 
easier to manipulate because it is at the outermost part 
of the hairspring and therefore more accessible. Holding 
the stud for the removal of the old pin and section of 
the spring may be done with the stud held in the bridge 
to which it will eventually be secured (figure 52), held 
in a pinvise, (figure 53) or in a special studding “table” 
shown in figure 54. 

The balance bridge may be used to hold the stud for 
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the studding job when it is large enough to be handled 
or when the stud has a very irregular shape as shown in 
figures 52, 60, 61. Otherwise the stud may be held in 
the devices previously described. 


EJECTING THE OLD PIN 
The old stud pin is ejected with the point of a steel 


needle pushing the pin out from the thin end toward the 
thick end. When the pin-ends are flush with the sides 












al 





Fig. 51. In a Breguet hairspring, no extra length out- 
side the stud is advisable because this may touch the 
rise in the overcoil as shown by the arrow. 


of the stud hole, it may be assumed that the thin end is 
at the side of the stud from which the spring end emerges. 
When small bits of the hairspring stud-pin still extend 
from both sides of the stud, it may be ejected by bracing 
one point of a strong pair of tweezers upon the thin end 
of the pin and the other tweezer point braced against the 
side of the stud. Squeezing the tweezer points together 
will loosen the stud pin so that it can be removed as 
shown in figure 55. 

The studding table shown in figure 54, while used 
primarily in mass production work and by professional 











Fig. 52. The studding may be done in the bridge, espe- 
cially if the stud is an odd shape. The stud shown 
here is mushroom type. 


hairspring vibrators is a very handy tool, making the 
studding job much easier. The table consists of a plat- 
form “A,” a steel piece “B” dovetailed into the front 
edge of the platform into which is cut a few notches of 
varying sizes to accommodate studs of different dimen: 
sions. “C” is a strong steel spring which is used to clamp 
the stud against the notches in the piece “B.” The spring 
is fastened to the table by two screws or one steady pin 
and a screw. The lever “D” pushes the spring outward 
and open to release the stud or to provide space when 
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securing it. In this way, the stud, head down, jis 
for the operation of having the spring threaded ; 
and fastened. 


ready 
nto it 


HAIRSPRING STUDS 


There are various types of hairspring studs, coming jn 
many shapes and sizes, as well as a variation in the means 







at ee | | 


we : 





Fig. 53. Stud held in g 
pinvise. 





by which they become secured to the balance bridge, 
Some of these are pictured in figures 56, 57, 58, 59, 60, 
61,62. In figure 56 is shown a conventional round type 
of stud. This is by far the most popular style used. The 
longitudinal “V” groove is used to seat the stud (set) 








Fig. 54. Studding table is used here to hold the stud 
while it is pinned. 


screw keeping it from shifting around in its hole in the 
bridge and causing the hairspring to become de-centered. 
A form of triangular stud is shown in figure 57. This 
is used in some American and Swiss watches. The tr- 
angular shape seated in a form fitting hole in the bridge 
prevents it from shifting. 
Figure 58 shows a pentagonal stud. Its shape is de- 






Fig. 55. Removing 


ae ull the old stud pin. 


signed to keep it from shifting and its angle, blunter than 
that in figure 57 assists the stud screw in seating it better 
in the stud hole. 

The stud in figure 59 is one met with in cylinder and 


(Please turn to page 266) 
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New I[elechron clocks 
consumer tested for sales 





An alarm 
with charm! 


STARLET .. . Telechron’s most recent 
creation, trim and tiny. Ivory plas- 
tic case with stylish tieback curtain 
effect. Brown numerals. On-the-dot 


alarm. To retail at...... $4 Q5 


Plus Taz 


A hang-up 
that’s bang-up! 


DECORATOR . . . Something new in 
wall clocks for kitchen, bathroom or 
game room. May be hung or recessed 
to make plastic numeral band flush 
with the wall. Choice of dial colors. 


TO TERA ls ccccccceeces $5.95 


Plus Taz 





Ws KNOW that these new Telechron time-tellers 
will be fast-sellers. They have the style appeal that 


Telechron . .. the first and favorite electric 


means quick sales and profits—for you. clock , . . provides right time for every room. 
And here’s even more convincing proof. Both newcomers Smart alarms, occasional, kitchen clocks and 
were consumer tested. Both got high acceptance awakening devices make profits for you. Prices 


, ’ - , and specifications subject to change without 
ratings in major markets. People who saw them liked them anit 


and said they would buy them. 

And here’s another important plus that all your 
salespeople should know. Being Telechron clocks, these 
new models enjoy a ready-made reputation for i 
accuracy and dependability. They never need winding, oiling, , 
or regulating ... they can’t run fast or slow. Order now 7 PAT OFF 
from your local Telechron distributor. Telechron Inc., ee on ae Oe on SO On, 
Ashland, Mass. A General Electric Affiliate. 
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| Seerrwerne GRAVERS—Maybe I would be called 


old-fashioned, but I prefer gravers made of plain 
carbon or tool steel, for staff work. Since the last war 
started, | have had trouble buying gravers of temper to 
cut hubs in removing staffs from balances. Can you 
advise anything about rehardening gravers, or name any 
make of gravers that would be reliable for this purpose ? 
(Question No. 6098) R. S. O. 

A nswer—tThe quality and temper of tool-steel gravers 
on the market for sale, does vary. Once in a while 
among the gravers one uses, there may be found a tool 
that will be noticed holds up unusually well in turning 
hardened and tempered steel, steel of the “blue temper” 
that is mostly used for balance staffs. Should a graver 
like this (one that does not need continual resharpening 
when used on staffs) turn up among your supply, it is 
well to mark this tool so that it may be kept especially 
for cutting staff hubs or shoulders in removing staffs. 
One of these especially well-tempered gravers is apt to 
be found in any lot of almost any maker’s product. 

But if you wish, you may try your skill in rehardening 
and tempering any graver, instead of selecting one as 
suggested above. The most important thing is to heat 
the steel exactly to the correct degree before quenching 
it. This is a matter of experience resulting in a “trained 

eye’ for judging heat as indicated by color. Heat the 
steel until it becomes bright red; but not until it is “white 
hot.” Overheating is indicated when “blisters” begin to 
appear on the steel. Heating should cease before this 
stage is reached. On the other hand, a dark-red color 
is at too low a heat for good results. In judging heating- 
colors, it is important to do the work always in the same 
light. In bright sunlight, you may overheat, since white- 
hot may appear to be only bright-red; and in a dark 
place, dark-red appears brighter than it should. Light is 
most uniform at all times at a window that opens toward 
the north. After the steel reaches a clear bright red 
color, plunge it quickly into cold water. Nothing is 
better than cold water for this, in spite of all the nos- 
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WORKSHOp 
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AND 

ANSWERS 








trums and mixtures often recommended. After quench. 
ing, scour the steel clean with an emery-stick and slowly 
heat it just until is assumes a very light yellow color, at 
which temper it should easily cut blue-tempered steel, 
and keep its edge without frequent resharpening. 


ALANCE TRAVEL—How far will a watch run, in 
24 hours? I saw this explained somewhere but | 
cannot find the paper. Want to use it in advertising. 


(Question No. 6099) M. 

Answer—We will understand your question “how 
far will a watch run in 24 hours” to mean “how far will 
a point on the balance run, in 24 hours?” For this, 
taking the diameter of the average 16 and 18 size bal- 
ances as % of an inch, and assuming the customary 
18,000 beats per hour, this would figure out that a point 
on the balance will cover a distance of 17 and 1/22 miles 


in 24 hours. 
VORY SPOTS—I want to know how to remove dark 


spots on an ivory toilet set, that cannot be taken off 
because they seem sunken into the ivory. (Question No. 


6100) B. T. S. 

Answer—We assume that the “ivory” is in goods 
made of the material known as pyralin. The dark stains 
found on these are generally caused by drops of pet- 
fume. The alcohol in the perfume penetrates more or 
less deeply into the pyralin so that the stains are not 
just on the surface of the goods. To remove these stains, 
it is necessary to “grind” them out and then repolish 
the surface. The grinding may be done with any sort of 
abrasive powder like emery, either on a felt buff in a 
jewelers’ lathe or on a felt hand-buff. This grinding will 
either soon show that the stains are not deep and they 
will disappear or that they are too deep to grind out 
without making a noticeable depression in the surface, 
in which case there is no way to remove them unless the 
sunken surface is preferred to the stain. After grinding, 
for which a rather coarse abrasive may have been used 
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upon request. Watch and 
Jobbers in- Clock manu- 
quiries invited. facturers. 


These and many other letters from customers prove our service. 


Just a few lines to let you know that | appreciated your quick service 
and expert workmanship of vibrating my hairspring. It was "'ON 
THE NOSE" as they call it, didn't have to touch it at all. | am 
sure my future work will be handled by you only.—L. Genjian, 1444 
Bellaire, Denver, Colo. 


lf we weren't already ‘'sold'' on your work we sure would be for 
the way you handled our last job. One of the boys ruined a collet by 
trying to open it and we sent the spring on to you in hopes you 
could put in a new collet and when it came back marked ‘'no 
charge", that did it. We sure do appreciate your kindness and 
whatever we get in will be yours. Fox's Timing Service, 104 E 
Congress Lane, Savannah, Ga. 


| appreciated the very quick service and the quality of your repairs. 
The machine says It's perfect—and in beat! I'll send all repairs, 
hereafter, to you. J. P. Cavanagh, 74 Fairbanks St., Brighton 35, Mass. 


Recently | have been sending you all of my vibrating jobs which 
are not too many. However, | would like to say that your work is 
super. | have a Watchmaster and the timing is always very close. 
I'll look forward to your fine service in the future. R. Paterson, 1!22 
Main St., Danielson, Conn. 


HAIRSPRING VIBRATING CO. 
CHARLES THOMAS 


P. O. Box 330 406 32nd St. Union City, N. J. 
Formerly in charge of Hairspring Dept. for Bulova Watch Co. 
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to work quickly, the surface may be polished with a buff 
using finer abrasive, putty powder or rouge. 


EGGING PIVOT HOLES—After cleaning watches, | 
P have been pegging out the pivot holes with orange: 
wood dipped in Paco Solvent denatured alcohol. Is this a 
good method? Another question: I always oiled the 
loop of verge in clocks, that contacts the pendulum wire, 
but recently a man who learned the trade in Europe told 
me this should not be oiled. What is your opinion? 


(Question No. 6101) R. E. L. 


Answer—wWe do not see anything in your method to 
criticize or suggest changes in, except that it would be 
better not to dip your pegwood into “Paco” alcohol for 
pegging out the pivot holes, after plates, bridges, etc., 
have been cleaned. If the cleansing has been well done, 
all the foreign matter has been removed from the pivot 
holes and the customary pegging out is for the purpose 
of removing any slight film left by the evaporation of 
the last solution used. If you wet your pegwood with 
Paco solvent, there will be some of this left in the hole 
to evaporate after the pegwood is withdrawn, which may 
leave a slight film. Dry pegwood should be used. 

About oiling the verge loop where it touches the pendu- 
lum rod, most workmen oil this, but some do not. and 
there have been endless arguments about this between the 
two factions, neither one able to demolish the conten- 
tions of the other. This is one of those things in which 
there is no one best way. The most sensible decision 
seems to us to be to oil this place in all ordinary circum- 
stances, but if a clock is for use in some unusually dusty 
surroundings, then do not oil the loop, as foreign mate- 
rial from the atmosphere would too quickly nullify the 
lubricating effect of the oil. 


UST ON HANDS—Do unbreakable watch crystals 
cause rust on the watch hands? (Question No. 6102) 
C. W. 

A nswer—tThe answer to your query is that unbreak- 
able crystals made of the materials customarily used in 
them today do not rust watch hands. The earliest un- 
breakable crystals were made of celluloid, which did 
cause rust. But we believe that none of the manufac- 
turers of these crystals now use celluloid in them, and 
that any unbreakable crystals furnished now will not 
cause rust. 





Studding a Hairspring 
(From page 262) 


similar watches. It is called a “Friction” stud because 
it is secured to the bridge by its thin post which fits fric- 
tion tight in the hole in the bridge. It has no stud-set 
screw to bend it. 

Studs in figures 52, 60, 61, 62 fall into the category of 
floating studs—so called because they are attached to 
the balance bridge (with the hairspring) after the balance 
is in the movement and the bridge secured in place. The 
stud, attached to the spring is eased into its “dock” or 
“pier” and then locked in place with a set screw or a 
clamp screw. Figure 60 shows this floating stud attached 
to the bridge. A screw passes through the bevelled hole 
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Figs. 56 and 57, above, and 
figs. 58 and 59 below show 
the conventional type studs. 























in the top of this stud and screws into the threaded hole 
in the bridge. This type is called a Right Angle and 
sometimes a Box stud. 
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The “Mushroom” or “Collar-button” stud shown in 
figure 61 is shown in detail in figure 52. This stud fits 
into the bridge by having its neck go into the slot in the 
bridge. It is clamped in place by a stud cap and the two 
screws fitting over the “mushroom” of the stud. Figure 
62 shows the Waltham type of stud. A clamp screw 
secures it in place and a part of this screw head acts as 
the third or retaining wall (of a triangle) to hold the 
stud in place. 

(To be continued) 
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individual instruction; enroll any time. Six modern 
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Speed up your FACETTING production on rings and 
bracelet parts with our new LAPPING MACHINE. 


e Using emery paper disk, in 
the center for fast cutting. 


* One rod only to quide 
your QUADRANT very easy 
to adjust. 


e Gives your rings or brace- 
let parts a_==—mirror finish, 
which is unequalled, by us- 
ing our lapping alloy, which 
is fused on the outside rim 
of the large wheel. 


| Specialists for the jewelry in- 
dustry. Cail Flushing 3-6125 


ALKA "PRECISION TOOLS & EXP. WORK 
22-44 122 STREET COLLEGE POINT, L. I., N. Y. 

















DIAMONDS ror EXPORT 
BARBER axo SLUIS 


ST. ANDREW'S HOUSE 
32/34 HOLBORN VIADUCT 


RO) | D1 @) \ fa enn 
CABLES: SLUBAR -LONDON 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
FROM: 


LONDON, ANTWERP. ano AMSTERDAM 


FOR JANUARY, 1949 
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Nolo tmmetalesialsts 
“salesman” 
to your staff 


* 





MILLICENT 


The popular 
**grandmother 
ot its charming 
best. 70” high. 
Retails for $195 
plus tax. 


A Revere Chiming Clock, operating in your 
store, sells more than itself. Its authentic 
Westminster Chimes, its eye compelling 
beauty tell an impressive story about your 
excellence in selections, your awareness of 
today's trends. Strengthen the claims of your 
store as an outstanding shopping center by 
featuring these distinguished clocks. There 
are floor, grandmother, and mantel models— 
all Westminster Chiming — a selection that 


answers every gift or room problem. 





Send for catalog showing the 
wide range of designs. 


West Coast Prices slightly 
higher. 


R-951 is the stunning mantel 
clock illustrated. Retails for 
$42 plus tax. , 


*%& CHIMES OF 7 ey WESTMINSTER 


THE REVERE CLOCK CO., CINCINNATI 6, OHIO 


NEW YORK OFFICE: 37 West 47th Street 
CHICAGO SHOWROOM: 1422 Merchandise Mart 
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Nicholas Anitole New Sales 
Manager For Ostby & Barton Co. 
W. Irving Wolf, president of Ostby & 


Barton Co., recently announced the appoint- 
ment of Nicholas Anitole as Sales Manager 
succeeding Ralph Sperry. 


ae 


NICHOLAS ANITOLE 





Mr. Anitole travels the Eastern Seaboard 
and the Southern States and has a wide 
acquaintance with the wholesale trade. 

Mr. Wolf, at the same time, announced 
he was!’ happy to report that Mr. Sperry, 
who has been seriously ill, is now well on 
the road to recovery and will remain with 
the company. 


New Pearlman Catalog 


A new 48-page catalog of R. Pearlman, 
83 Canal St. and 62 West 47th St., has just 
come off the press. It contains hundreds 
of items, such as chokers, necklaces, all 
14-kt. gold. Exquisite platinum watch cases 
{6r five and five and a half ligne move- 
ments, and a great variety of watch and 
bangle bracelets. 

Pages are also devoted to wedding rings, 
cocktail rings and ladies’ platinum or 14-kt. 
gold mountings; also men’s rings and lapel 
emblems—a complete line of men’s jewelry, 
novel charms, lockets and chains. 

For a copy of this catalog, write R. 
— Inc., 83 Canal St... New York 2. 


New Sport Charm Catalog 
J. M. Fisher Co. of Attleboro, has just 


issued a catalog and suggested selling price 
list, covering their extensive line of sport 
charms and emblems. It has been released 
at this time because of the jewelers’ cur- 
rent interest in lines which will provide 
additional profit. Copies of the catalog will 
be sent upon request addressed to the 
Fisher factory, Pearl and James Sts., At- 
tleboro, Mass. 


Flex-Let Manufacturers 
Change Corporate Name 


A change of name from F. & V. Mfg. Co.., 
Inc., to Flex-Let Corporation was an- 
nounced recently by the makers of Flex- 
Let watch attachments, East Providence, 


Flex-Let’s expanding trade and national 
advertising campaigns are establishing the 
phrase “Flex-Let Watch Attachments” in 
the minds of retailers and their customers 
so company officials believe the name, 
Flex-Let Corporation, will result in quicker 
identification of the manufacturing concern 
with its products. 
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New "Masterpiece" Settings 
By Baker 


The fourth of four new series of illusion’ 


settings, named “The Masterpiece Line,” 
was recently announced by Baker & Co., 
Inc., Newark, N. J. 

The new settings intended to hold dia- 
monds from three through 50 points, are 
available in iridio-platinum, jewelry palla- 
dium and gold. Patents are pending on 
the design, described by Baker as follows: 
“Baker Series 597 is the ultimate achieve- 
ment in our ‘Masterpiece’ setting. It is of 
the high illusion type with a four-petaled 
reflector made to advance the design ini- 
tiated in Series 596, 595, and 594. Most 
popular and distinctive use will be as a 
central part of a solitaire mounting. 

“In the Masterpiece line the diamond is 
held securely in four prongs and away 
from close contact with the surrounding 
metal. Although the graceful modeling is 
delicate in style the setting is so designed 
that wide variations in diamond sizes can 
be set without changing the setting.” 





~ 


Wyler Watch Agency Announces 
Winners in National Contest 


The high spot of interest in the wide- 
spread $5,000 Wyler Watch Contest was 
reached recently when the 71 winning an- 
swers to the Contest question, “Why is the 
Wyler Incaflex watch best for country liv- 
ing?” were announced by Alfred Wyler, 
President of the Wyler Watch Agency, 
Inc., of New York City. 





Winner of the first prize of $1,000 was 
G. J. Grieshaber (left above) of Lockland, 
Ohio. The second prize was won by Agnes 
Hunger of Madison, Ind. These, and 69 
other prizes were presented to the win- 
ners through Wyler authorized dealers. 


—— ee 


Swank Signs For Television 


J. C. Bagnall, Sr., Executive Vice-Presi- 
dent of Swank, Inc., recently announced 
that Swank has signed for television in 
four cities. The television program, Mr. 
Bagnall said, is Swank’s initial venture 
into this field, and is being made to de- 
side the company’s future plans for this 
medium. 

At least two stations in each of the cities, 
New York, Philadelphia, Baltimore and 
Washington carried film strips featuring 
Swank loop cuff links and the Swank 
pin klip, each one shown in a stop motion 
technique and a “you can’t believe your 
eyes!” demonstration of how they work. 











New Hadley Display 


_ A new Luxury Display Tray {or each 
individual watch attachment is one of th 
features of the Hadley line of °49. : 





George A. Ingelby, President of The 
Hadley Co., of Providence, R. I., said, “Ip 
specifying our requirements to the de. 
signer of our new Individual Display Tray, 
we insisted that it have a clean functional 
line and be capable of mass production 
at a nominal cost.” We believe our new 
design fulfills all these requirements. 


---— ee 


New Herschede And 
Revere Clock Catalogs 
The Herschede Hall Clock Co. has 


recently made available to the trade two 
new catalogs of its products—one covering 
chiming floor clocks and the other its line 
of Revere chiming electric clocks. Each 
catalog is 12-pages, 842 by 11 inches in 
size and printed in three colors on heavy 
coated paper, on which the _ illustrations 
stand out in sharp detail. 

In the catalog of chiming floor clocks 
are illustrated five new models in addition 
to six models previously available, together 
with detailed specifications of each clock 
and of the Westminster, Canterbury and 
Whittington chimes incorporated in_ the 
clocks. 

Of the 20 floor and mantel models illus- 
trated in the catalog of Revere chiming 
electric clocks, nine are new models, while 
the others are standard models that have 
been popular for a number of years. De- 
tailed specifications of each model are 
viven. Herschede will supply copies to 
jewelers upon request. 


New Benstock Catalog 


Wholesalers of men’s rings have a sur- 
prise in store for them, according to Mel 
Benstock, whose Benstock Ring Mfg. Co., 
Inc., has just published its first catalog. 
Bound by a cherry red, black, and gold 
colored cover featuring a startling design 
—the Buffalo, N. Y. firm’s catalog is a de- 
parture from convention. 

A pictorial story illustrates each step 
in the manufacture of a ring from the de- 
signer’s board to the show case. Oversize, 
full-color illustrations of each ring of the 
Benstock line make for greatest ease m 
ordering. The colors of the illustrations 
are set off by solid color backgrounds, and 
accompanying copy is limited to barest 
essentials, 

The first copies of this catalog will soon 
be mailed to all wholesalers of Benstock 
rings who will provide copies to retailers. 
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MR. JEWELER... 


: — the Jewelers to 

y : begin to realize 
that the auction 
is a big live is- 
sue in the jew- 
elry trade. That 
is when _ there 
are men of abil- 
ity behind the 
hammer. It is 
time to realize 
that the Evans 
management can 
bring to you 
what it has 
brought to 
Others in the 
last three dec- 
ades. Here is 
your golden op- 
portunity to 
raise cash so you 
can pay your 
bills and still have a comfortable balance in the bank. 
An auction sale will do it all. Yours for success. 


RICHARD EVANS 


America's leading jewelry auctioneer 
622 Franklin Blvd., Absecon, N. J. 


Write for a book Sales conducted in any part of 
United States or Canada. 





RICHARD EVANS 


Write or wire. 
on auction. 


7% 











ENLARGES Stone- 
set and Diamond-set 
Rings 
4 


VY 





Only Precision Ring 
Sizer with Controlled 
Pressure for easy, ac- 
curate performance. 


2 
WAIT 
for your 


KAGAN 


MASTER PRECISION 
RING SIZER 
representative! 


|. KAGAN & CO. 


220 W. 5th St. 
Los Angeles 13 
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em ELECTRIC: CLOCK OIL > 






on the market 
PWILLIAM F° 


VU. 


NEW BEDFoRp . 








MASS. 


FINEST OILS SINCE 1844 


FOR JANUARY, 1949 
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Luminous 
Alarm Shut-Off Knobs 

. . . a little thing but a mighty 

powerful sales feature. Knob glows 

softly in the dark — a practical 

convenience appreciated by many 

alarm clock users. 





Beas 


BE ing 
Bae 


(luminous dials and hands also available) 


A guaranteed 40-HOURS of accurate time- 
keeping with each full winding is another reason 
why customers prefer Gilbert alarm Clocks. 

In style, utility and dependability, Gilbert of- 
fers the extra values that bring steady sales and 
fair profit. 


Distributed thru the Wholesaler 


THE WM. L. GILBERT CLOCK CORP. 


clock makers to the nation since 1807 


WINSTED, CONN. LACONIA, N.H. 
551 Fifth Ave — New York 
141 W. Jackson Blvd. — Chicago 
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Proctor Achievements 
Recognized 


The growth and development of the 
Proctor Electric Co. featured in the October 
8th issue of Tide magazine, will be the 
“case” studied by approximately 1,000 
young men and women of the Junior 
Achievement of Chicago, Ill., according to 
T. M. Pendergast, executive director. 

The company will be cited at leadership 
conferences as a case example of the op- 
portunity and advantages existing in the 
American systems of competitive enterprise. 


Stonewall Sales Aid 


Stonewall Products Co., Inc., is making 
available a_ leather-like, blue grosgrain 
lined, display selector for the sale of 
Stonewall watch bracelets. 





it is given free with the dealer’s first 
purchase of 18 watch bracelets. Lined with 
blue grosgrain, the case makes an effec- 
tive display. 


Mechanical Tong (Dop) 


The Princeton Mechanical tong is the 
first major improvement in over 300 years 
in the ancient craft of diamond cutting, 
according to I. Kassoy, Inc., 7 West 45th 
St., New York 19, exclusive distributors of 
the device. Apprentices can manage the 
most difficult of cuts within a ten-day work- 
ing period. This amazing tool sets all 
angles and facets mechanically, thus guar- 
anteeing the greatest amount of light re- 
fraction (so called fire) of the stone. 





The semi-automatic feature is a mechani- 
cal stop which prevents any facet from be- 
ing larger or smaller than its neighbor, 
thus preventing spoiled stones. The grain 
finder is an additional feature which facili- 
tates the cutting of the diamond by keep- 
ing the stone in its proper grain position 
at all times. This eliminates wasted efforts 
of hit and miss trial and error hand meth- 
ods usually employed. The distributor in- 
vites inquiries. 
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Fraternal Creations 
By Leif Brothers 


This LB karat gold shrine ring is de- 
signed to look like twin rings joined to- 
gether. A platinum shrine, studded with 11 
fine diamonds, is mounted on a_ black 
enameled background. Flanking are 
enamelled emblems of camel, fez, square, 
campass and 32nd degree. 





The shrine pin set with 12 diamonds, in- 
cluding an imposing center diamond, is 


another new LB creation. Platinum pin has 
a 14K post and back. 

LB can supply any style of fraternal pins 
or rings mounted or unmounted in popular 
price ranges. For information and catalog 
write Leif Brothers. 2 W. 47th St., New 
York 19, 


oe——_—_—_ —_—_-— 


New Low-Priced 
Feature Lock Set 


In order to meet the rising consumer 
demand for a lower priced matched inter- 
locking diamond bridal ring ensemble, 
Henry Peterson, President of Feature Ring 
Co., 126 West 46th St., New York, an- 
nounced that a Feature Lock ensemble to 
retail at $50 will be available for early 
spring. Mr. Peterson added that this is 
possibly the first time that interlocking 14- 
karat gold rings have been offered at this 
price. 

“However, it is important to remember,” 
Peterson said, “that Feature Lock rings 
can be worn separately since the lock dis- 
appears and is unnoticeable. Either match- 
ing unit can be purchased at any time by 
the consumer.” | 


New Display Standard 





The Electric City Box Co. of California, 
136 San Fernando Road, Los Angeles, has 
introduced a new and different display 
standard. It has three separate units which 
may be used assembled, or as three sepa- 
rate display pieces. The plateuas are re- 
movable, finely tailored and easily recov- 
ered. The 24 in. size is $50.00, the 36 in., 
$75.00. 








Faithful to Visit Dealers 


Herbert E. Faithful, sales Manager of 
Bayer, Pretzfelder & Mills, wil] leave N . 
York late in January on an extended h * 
ness trip visiting Imperial and Glycine rs 
tributors throughout the country. ™ 

Consumer and trade _ interests in th 
Imperial line of watches has been hei * 
ened by the firm’s national advertisin 7 , 
the distinctive new “Crown” mi. in 
created to symbolize the 100th enaiianaal 
of Imperial watches. ” 


In- and Outdoor Thermometer 


Duo-Temp, the only fully mechanical 
dial type indoor-outdoor thermometer has 
been completely redesigned and restyled 
its manufacturer, Jas. P. Marsh ing 
Dept. 24-R, Skokie, Ill. According to th, 
Marsh organization the new changes gregt. 
ly enhance the appearance of the instru- 
ment and improve the visability of temper- 
ature readings. 


rtm erences ne 
. 








tial 


The upper (outdoor) scale reads from 
-—30° to +110°, the lower (indoor) scale 
from +50° to +90° F. Speedometer- 
type pointers clearly indicate the tempera- 
ture reading so that it may be read ata 
glance. 

Installation of the Duo-Temp is simple. 
The sensitive metal bulb is fastened out- 
side the building on the bracket provided 
with the instrument, and the armored 
capillary tubing is small enough to pass 
between the sash and casing of a window. 


Tech Grinding-Polishing 
Dust Collector 


Sturdily built, attractively finished in peb- 
ble natural aluminum. 

Tech Grinding & Polishing Dust Collector 
has a 14-hp. electric motor, 3450 r.p.m., 110 
volt, 60 cycle, single phase, inclosed ball 
bearings that do not require lubrication, 
Torrington air rotor blower wheel, replace- 
able fiber-glass air filter, lighting by 6-in. 
fluorescent tube, can be used with 6-in. 
wheels and buffers or smaller, air duct de- 
sign, assure air-stream efficiency, extra 
length oa spindle to stop motor by hand, 
length 25 in., height 12% in., shipping 
weight 50 Ib., $139.95 f.o.b., Houston, Tex. 

Information at material dealers er The 
De Maria Co., Inc., 711 Main St., Houston 
2, Tex. 
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Frank Smith Silver Directors 
Officers, Plan for 1949 


1eeting of the Board of 
Directors of the Frank Smith Silver Co. 
held at Garner, Mass., on December 14, 
nv. R. Hotchkiss was re-elected President 
and General Manager, and Charles B. Al- 
ling, Jr., was elected a Vice-President, and 
nlaced in charge of sales and advertising. 

A general sales meeting under Mr. 
\Jling’s direction will be held at Gardner 
ee January 7. At this meeting, R. D. 
Northrop, John Stone and L. E. Kingman 
of tag R. D. Northrop Co., Inc., Boston, 
advertising agency, will present advertis- 
ing plans for 1949. These include an ex- 
anded schedule in national and trade pub- 
lications, plus dealer helps and point of 
sale material based upon a new concept 
in the selling of sterling silver. 


Reelect 
At the anual n 
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Sanger Now Camfield 
Sales and Ad Manager 
The Camfield Mfg. Co., Grand Haven, 


Mich., recently announced the election of 
A. C. Sanger as Vice-President in charge 
of Sales and Advertising. 


A. C. SANGER 





Identified for 15 years with the General 
Electric Co., where he ultimately became 
manager of sales of the entire Appliance 
Divison of that company, Sanger is well 
recognized as a leader in the appliance in- 
dustry. 

“To insure the continued splendid ac- 
ceptance for Camfield toasters,’ Sanger 
said, “we have in the making an exten- 
sive dealer promotion for the spring which 
will be supported by a very comprehensive 
consumer advertising schedule.” 





—_— 


Double-Postage Back 
Guarantee on Mail List 


An extensive mailing list of jewelers is 
now available. The list which has been 
used for many years by a leading organi- 
zation selling direct to the retail jeweler. 

A survey undertaken by the mailing list 
company has proven that responses were 
exceptional in the number of actual de- 
livered, non-returned pieces. As a result 
any mailer is offered a Guarantee Bond 
assuring him double his postage back for 
any mailing piece returned undelivered for 
any reason, says the company. 

The list is available four ways: by states, 
by population in five categories, by five 
different credit ratings, and by credit or 
cash store. Cost per 1,000 addressed is as 
low as $7.50, with zoning and mailing 
handled at competitive low rates. 

Address inquiries to Mrs. Grant, Accu- 
rate Addressers Corp., 1233 Sixth Ave., 


New York 19, N. Y., or phone Circle 
9-5875, 


FOR JANUARY, 1949 





Woody Herman "King of Cort" 


Woody Herman, (left below) noted 
bandleader and instrumentalist, has been 
awarded the “King of the Cort” citation of 
merit for outstanding performance during 


1948. 





The presentation was made at the Royal 
Roost restaurant—nightclub on Broadway, 
in a special ceremony at a dinner party 
sponsored by Almin Epstein (right), presi- 
dent of the Cort Watch Co., under whose 
auspices the awards are made each year 
to various leaders in the cultural arts and 
music field. Present at the fete was Her- 
schel Krasnow, president of the Music Hall 
Jewelers, of 6th Ave. and 5lst St., Manhat- 
tan, well known retail jewelry executive. 
Joan Bennett, the famed film actress, re- 
ceived the “Queen of the Cort” citation 
for the distaff side. 


British Create 
New Ring Idea 


“Companion bracelet-rings,’ two rings 
worn on different fingers but linked with 
decorative chains, is a new idea created by 
British jewelry craftsmen. 

One of the designs links a palladium 
wedding ring with a twin-shanked little- 
finger ring. Another creation is a delicate 
sold finger sheath for the first finger stud- 
ded with blue stones and brilliants chained 
to an even more elaborate band worn on the 
second finger. 

Hand ornaments are becoming more 
fashionable than ever, it was revealed in 
designs entered in a national competiton at 
the Goldsmith’s Hall. In addition to the 
double bracelet-rings, the rings tend to be 
Jarger and more important in design, with 
clusters of many stones rather than single 
gems. 

Palladium, the rare white precious metal, 
is becoming increasingly popular; currently 
palladium is selling at a quarter of the 
price of platinum in England. 


? 
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"“Emblematic-Art" Advertising 


Mark Spicker, president of Fulton- 
Nassau Jewels, Inc., located at 95 Nassau 
St., New York 7, N. Y., recently announced 
the launching of an extensive advertising 
campaign introducing the “Emblematic- 
Art” process of inlaid gold to manufacture 
jewels. This newly improved method of 
“flush-level” setting of gold emblems in- 
laid in synthetic ruby, blue spinel, and 
onyx covers a wide field. Mr. Spicker 
says, “it is our plan to manufacture inlaid 
stones with emblems for fraternal orders, 
colleges, high schools, etc. Each emblem 
is hand-soldered for permanency and is 
precision set. Available in all sizes. 





Vulcain Cricket Imports 
Catch Up to Demand 


The arrival of a shipment of Vulcain 
Cricket alarm wrist watches via air express 
from Switzerland was recently announced 
to the trade. In 1947 when the Cricket was 
first introduced, the demand so far ex- 
ceeded the supply during the Christmas 
season that Purchase Certificates had to be 
printed and distributed, instead of alarm 
wrist watches. 

The gifts which were “Cricket” certifi- 
cates Christmas morning 1947 couldn’t be 
converted to watches until February 1948. 
It was not until late summer that the 
quantities of the Vulcain Cricket alarm 
wrist watch arriving in this country were 
adequate to meet the increasing call for the 
watch, according to Bernard S. Lippman, 
president of the Vulcain Watch Co., “From 
here on we anticipate full, regular ship- 
ments,” 


New Grantly Sunglasses 
With Gold Fashioned Glamor 


Grantly announces a complete line of 
the new gold color metal trim plastic frame 
sunglasses. Priced at $3.00 each, these 
glasses in varying styles and shapes, bring 
the popular sunglass style to a mass dis- 
tribution level. 





The gold metal has fine French piercings 
and variations without piercings. Lenses 
are tested for optical safety to protect 
against ultra-violet and infra-red rays. The 
standard Grantly line includes a complete 
assortment of fashion sunglasses in cos- 
tume colors and rhinestone effects, to retail 
at $1.00 and $1.50. 





New Jig Saw For 
Light Metals 


An entirely new method of jig sawing 
light metals is made possible by an inex- 
pensive precision unit they recently de- 
veloped accerding to the maker, Lamonte 
Mfg. Co., Bellflower, Calif. The Lamonte 
jig saw attachment obtains double duty 
from a driss press, for it will cut in any 
direction with no limitations as the blade 
can be mounted in four directions. Ordinary 
jig saw blades are used. 


October Air Express 
Gains 7.2 Per Cent 


Air express shipments handled in nation- 
wide domestic airline service in October 
increased 7.2 per cent over October, 1947, 
the Air Express Division of Railway Ex- 
press Agency reported recently. 
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Anson “Forty-Niner" Line 


In remembrance of the Gold Rush of 
“Forty-Nine,” Anson is presenting a new 
style: of men’s jewelry which exemplifies 
the rugged individualism of the old *49er 
and offers for today’s modern *49er the 
same rugged individualism in the “Forty- 
Niner” style of Anson men’s jewelry. 





Above is shown a pair of “Forty-Niner”’ 
Kuff-Loop links, links that completely en- 
circle French cuff shirts—they snap open 
and snap shut. Thy are easy to put on or 
take off. 

These Kuff-Loop links, retailing from 
$3.50 up, plus tax, herald the first showing 
of the “Forty-Niner” style of men’s jewelry 
of which there will be tie slides, key 
chains, money clips, ete. 


Silex Prepares for ‘49 


The Silex Co. announces the launching 
of an extensive promotional drive through 
its new advertising agency, Alley & Rich- 
ards, New York and Boston. New plans 
are built around what the company terms, 
“The great advance in coffee maker de- 
sign since Silex originated the glass vac- 
uum coffee maker.” 

Plans are now in preparation for the 
promotion of the entire Silex line, includ- 
ing the Silex Duolectric steam iron. Sam 
Del Russo, Silex Advertising Manager, sees 
the new drives as exemplifying the empha- 
sis on basic merchandising thinking geared 
to current market conditions. 


Zippo Sales Helps 


A new group of selling aids for dealers 
is currently being offered by the Zippo 
Mfg. Co. of Bradford, Pa., makers of Zippo 
pocket and table lighters. The promotion 
material, available to retailers, consists of 
a series of newspaper mats in varying sizes 
that promote the personalized lighters as 
gifts. 


Hamiltons in Jackpot 


‘Two diamond-set platinum Hamilton 
watches were awarded to winning contes- 
tants of “Stop the Music” jackpots on two 
consecutive Sunday evening broadcasts. 

Winner Kenneth Crosbie’s prize Hamil- 
ton was presented to him by the House of 
Baber, Jewelers, Fort Wayne, Ind. Mr. 
Baber, an énterprising merchant, tied in 
with the national broadcast by sponsoring 
a radio program of his own. 

Ben M. Peterson, the second winner, 
broke the second jackpot, so in Miami, 
Fla., the Sutton Jewelry Co., 72 West Flag- 
vf St., presented the $2,000 Hamilton to 

im. 
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Swiss Watch Repair Parts 
information Bureau Popular 


Since the opening of the Swiss Watch 
Repair Parts Information Bureau, last fall, 
over 60,000 letters have been received from 
watchmakers and jewelers in connection 
with the introduction of the new repair 
program and the repair and service of 
watches with Swiss movements in general. 

In addition to correspondence, there have 
been countless local and long distance tele- 
phone inquiries and personal visits to the 
Bureau’s new headquarters at 730 Fifth 
Ave., New York 19, N. Y. 

Paul A. Tschudin, director of the Bu- 
reau and the Official Swiss Watch Repair 
Program said that the Watchmakers of 
Switzerland “‘were delighted with the pop- 
ularity of the Bureau. We hope,” he add- 
ed, “that our ability to serve as a source 
of information for the thousands of jewel- 
ers, watchmakers and material distributors 
will continue to warrant their use of the 
Bureau’s facilities during 1949,” 

A large percentage of the mail received 
by the Bureau covered the requests for the 
Official Catalogue of Swiss Watch Repair 
Parts (Part J). 

The work of the Bureau does not in- 
volve the sale or stocking of parts, but it 
goes beyond the answering of mail in. 
quiries in trying to serve the watchmakers. 

Another step in the program which has 
sustained the heavy volume of mail is the 
publication of the Official Dictionary of 
Watch Parts, illustrating 700 parts and the 
nomenclature of each part in four lan- 
guages. The Dictionary can be ordered 
through THE JEWELERS’ Ci1rCULAR-KEY- 
STONE. 


Elgin American Sponsors 
Elaborate TV Show 


Al Gellman, President, Elgin American 
Co. (right) listens in as Edward H. Weiss, 
President, Weiss & Geller, Inc., Chicago- 
New York ad agency, who conceived and 
produced the Elgin American “Holiday Star 
Vanities,” demonstrates that TV commer- 
cials can be beautiful. During the star- 
spangled, two-hour Thanksgiving Day tele- 
cast over the ABC-TV network, and later 
to be shown by film in all cities throughout 
the country which have television facili- 
ties, these lovely models displayed the El- 
gin American line of compacts, cigarette 
cases and accessories in 10 one-minute, 
15-second commercials spotted throughout 





the show. Here Mr. Weiss shows the three- 
some one of the compacts and explains 
the idea of the commercials. The telecast 
was emceed by George Jessel. 





Wallace Golf Queen Crown 


This sterling silver crown j 
: 5 S conside 
by Wallace Silversmiths of Wallingfot 
Conn., to be one of the most striking pieces 
of silver they have produced. 





The crown, which is all sterling except 
for the gold-plated golf ball on top, and 
the engraved sterling silver plate which 
accompanies it was made in six days jp 
the company’s exhibition workshop at the 
Eastern States Exposition in Springfield, 
Mass. Both pieces were presented to Miss 
Grace S. Lenezyk, National Women’s Ama- 
teur Golf Champion, by Governor James 
C. Shannon of Connecticut. 


—_—— — 


New Precision Wing 
Backs by Niash 


The Niash Refining Co. of 116 Nassay 
St.. New York City, has just announced a 
new precision wing back for cuff links, 
Mr. Oldak, President of the company, said, 
“This back will find its place as one of 
the foremost and unique types of jewelry 
findings in the trade.” 





He claims that since there are two 
springs, neither of which is made of steel. 
the possibility of faulty action and breaking 
is almost completely eliminated. The back 
is also constructed with a streamlined ef- 
fect. The plant is in operation night and 
day, to meet the demand. 


Ollendorff Branch 
Office in Pittsburgh 
Ollendorff Watch Co., Inc., New York, 


makers of Gotham watches, announces the 
opening of a branch office in Room No. 3lo 
in the Clark Bldg., Pittsburgh, Pa. Philip 


H. Caplin will be in charge. 


THE JEWELERS’ CIRCULAR-KEYSTONE 








Kreisler's Circlette 
in New Package 


Circlettes are now in a unique new pack- 
age. The Kreisler watch bracelet with the 
rigid “sculptured curves will be featured 
in a luxurious twin-hinged package in 
which the Circlette 1s mounted against 
delicate white lace in the center of a cerise 
hackground, This ultra-feminine package 
provides a sophisticated setting which dis- 
plays the Circlette to best advantage. 





Kreisler also released the information 
on their coverage of “Giveaway” radio pro- 
crams. Featured on three major networks 
and two “Class <A” television stations, 
Kreisler accessories are presented on a to- 
tal of nine shows every week. These pro- 
srams cover all the giveaway types, and 
the appeals vary according to the time and 
the medium. The daytime women’s mar- 
ket; the evening family appeal; and the 
high-priced TV market are covered with 
“Whiz Quiz.” Saturday night, “Ladies, Be 
Seated” and “Welcome Travelers,” Monday 
through Friday afternoons, on the ANC 
network. “Winner Take All,” Monday 
through Friday afternoons and Saturday 
evening, and “Give and Take,” Saturday 
afternoon, presented over the CBS network. 
MBS features “Take A Number,” Saturday 
evening. Added to this is the TV program 
“Winner Take All.” Wednesday evening, 


WCBS-TY. 





Another Generation 
of Rodman's 


Harry Rodman, president of Harry Rod- 
man, Inc., announced that his nephew, 
Arthur Rodman, son of Ben Rodman, trea- 
surer, has joined the firm and will carry 
on the tradition of Samuel Rodman, foun- 
der, watchmaker and craftsman in his own 
right. The tools he used are the most 
precious possessions of the firm, which he 
established in 1890. 





Harry Rodman, Inc., is the sole Ameri- 
can representative of Lonville watches 
made by Langendorf of Switzerland, which 
company just celebrated its 75th anniver- 
sary. 


Expand Crystal Systems Line 


In continuing the development and ex- 
pansion on the Watch-Craft Crystal Sys- 
tems, the C. & E. Marshall Co. has intro- 
duced the Watch-Craft Moulded Crystal 
Systems at new low prices. 

These systems are available in four dif- 
ferent combinations, all in a_ six-drawer 
mahogany finish, steel Add-A-Unit cabinet 
which is furnished without charge. 

The complete units have one each of 
from 408 moulded crystals to 102 moulded 
crystals and are offered at from $157.00 
to $51.00. A complete set of labeled boxes 
for additional crystals is supplied with 
each cabinet. 

With each system is a chart showing 
types of crystals and the watches they fit. 

Additional information from C. & E. Mar- 
shall Co., Box 7737, Chicago 80, Il. 











Three New V.P.'s For Ronson 





The election of three new vice-presidents 
(Frederick W. Osgood, Alfred R. Nathan 
and William D. Brown) was recently an- 
nounced by Ronson Art Metal Works, Inc. 
of Newark; Osgood in charge of Sales, 
Nathan in charge of Advertising and Brown 
in charge of Purchasing. 

On this occasion, Alexander Harris, 
President, cited the outstanding records of 
each of the new officers and acknowledged 
the many years of meritorious service each 
had devoted to the company’s welfare. 

Above, standing before a portrait of the 


FOR, JANUARY, 1949 





Aronson, the officers of 


founder, Louis V. 
Ronson Art Metal Works, Inc., greet the 


three newly appointed vice-presidents. 
Reading from left to right: Frederick W. 
Osgood, newly appointed Vice-President in 
charge of Sales: Benjamin Zuckerman, Sec- 
retary; Alexander Harris, President; Alex- 
ander H. Aronson, First Vice-President and 
Treasurer; Alfred R. Nathan, newly ap- 
pointed Vice-President in @harge of Ad- 
vertising, and William D. Brown, newly 
appointed Vice-President in charge of 
Purchasing. 





Giant Gruen at Chicago 
Institute 


Students of the Chicago Institute of 
Watchmaking, 7 S. Pulaski Rd., were re- 
cently provided with an opportunity to 
examine a giant wrist watch which was 
made by the Gruen Watch Co. and recently 
displayed at the school whose director is 
Paul Leeds. 

The movement is about one hundred 
times the area of a normal wrist watch, and 
valued at $25,000. 


PERSONNEL... 


Philip H. Caplan, Ollendorff Watch rep- 
resentative in the Pittsburgh area, will be 
in charge of the branch office opened in 
the Clark Bldg., Pittsburgh, where the 
complete line of Gotham merchandise will 
be handled. 


Ed Schriever of 29 East Madison St., 
Chicago, is representing Sheffield, Inc., in 
the Mid-Western and Southern states. 


National Silver Company’s General Sales 
Manager, Walter Jacobs, recently an- 
nounced the appointment of William Jo- 
seph Burns to their Chicago sales staff. 

Prior to joining the National Silver Co., 
Mr. Burns was associated with the Hilton 
Hotels Corp. in an executive capacity as 
assistant to the Vice-President. 

In his affiliation with the National Silver 
Co., Mr. Burns will serve as assistant to 
Harry Tyler, Midwestern Sales Manager 
in charge of the firm’s Chicago sales office, 
in the Merchandise Mart. 


National Silver Co., through their Gen- 
eral Sales Manager Walter Jacobs, recent- 
ly announced the appointment of Nathan 
Bernard Portnoy to the sales staff of the 
firm’s Detroit sales office, Lafayette Bldg., 
Detroit, Mich. 

Prior to joining the National Silver Co.., 
Mr. Portnoy managed Haywin Jewelers in 
Detroit. Previous thereto he held the posi- 
tion of Department Manager of Jewelry at 
Sears. Roebuck & Co., in Highland Park, 
Mich. 

Mr. Portnoy will service accounts in De- 
troit and the State of Michigan. 


Edward L. Taylor, Vice-President of the 
Camfield Mfg. Co., Grand Haven, Mich.. 
manufacturers of the Camfield automatic 
toaster, Fluor-o-Shield light diffusing equip- 
ment, Camfield serving travs and other 
formed plywood products, today announced 
his resignation from the company... Mr. 
Taylor stated that his future plans will be 
announced shortly. 


\ppointment of Earl D. McConnell, 38, 
of Rochester, N. Y., as director of indus- 
trial relations of The Gruen Watch Co.., 
was announced by Benjamin S. Katz. 
President. 

Formerly connected with Bausch & Lomb 
Optical Co.. Rochester, Mr. McConnell 
worked in all phases of the industrial re- 
lations program. 


Cort Watch Co., New York, announces 
the appointment of Wayne R. Deacon, Pine 
Bluff, Ark., as sales representative for the 
States of Arkansas, Kentucky, Mississippi 
and Tennessee, effective January 1, 1949. 

Cort Watch Co. (Ace Watch Co., Inc., 
New York), recently announced the ap- 
pointment of Robert N. Rivkin as Western 
representative for the sale of the Cort line 
of watches to the retail jewelry trade. 
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Special Notices 


“Situation Wanted”—Regular type only $1.25 
first 25 words; additional words, 5 cents per 
word, 

“Help Wanted’—*‘‘Lines Wanted” and “Side 
Lines”’—regular type $2.50 first 25 words. Ad- 
ditional words 10 cemts per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word. 


Under all other headings—regular type $5.00 
first 25 words; additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 


Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of recommendations. 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 


——, —_ — 








MASTER salesman; expert window trim- 
mer. Address “K., 2149,” care J C-K. 





CALIFORNIA connection wanted by store 
manager of top administrative ability. 
Address “C., 1833,’ care J C-K. 





WELL experienced watchmaker wants 
job in a well established material house ; 
must be permanent; best of references. 
J. W. Nagel, P. O. Box 3, Momence, III. 





EXPERIENCED order and repair clerk, 
female; thorough knowledge with all 
details in wholesale ring and diamond 
firm. Address “‘N., 1993,’’ care J C-K. 





SALESLADY, experienced in diamond 
jewelry, available to reputable retail or 
wholesale establishment; will locate in 
2 Address “R., 2176,” care 





SALESMAN, expert diamond, watch and 
high grade jewelry salesman; accus- 
tomed to better class jewelry store; pre- 
fer West Coast; permanent. Address 
“A., 2136,” care J C-K. 





DIAMOND setter, engraver, over 10 years’ 
experience, wants steady position and 
bonus; prefer West or Southwest: write 
full particulars first letter. Address “M., 
2107,” care J C-K. 





WAT@HMAKER, salesman, clock and 
jewelry repairman; chronographs; Bow- 
man Technical graduate; 20 years’ ex- 
perience; sober, best of references. Ad- 
dress “B., 2117,” care J C-K. 





YOUNG man, single, nice appearing, cap- 
able salesman, experienced in all phases 
of cash and credit jewelry store opera- 
tion and management. Address “A., 
2114,’ care J C-K. 





DEPENDABLE woman, executive ex- 
perience, desires position in sales ca- 
pacity with reputable concern dealing 
in diamond jewelry; no preference to 
location. Address ‘“‘T., 2177,” care J C-K. 





SALESMAN, sales promotion experience, 
calling on jewelry jobbers, wholesalers ; 
New York, Philadelphia, Baltimore, 
Washington, Boston, desires connection. 
Address “A., 2211,” care J C-K. 





EXPERIENCED factory office worker, fe- 
male, familiar with casting and stamped 
merchandise; formerly with top con- 
cerns, desires position; best references. 
Address “B., 2200,” care J C-K. 





RETAIL diamond and watch salesman, 
seven years’ experience, fine background, 
wishes to connect with reputable store; 
41 years old, married. K. B. C., 3126 
Reynolds St., Fort Wayne, Ind. 





SALESLADY, six years with two well 
known jobbers selling flatware and hol- 
lowware; at present selling costume 
jewelry, retail; capable of taking 
charge. Address “E., 2194,” care J C-K. 





SALESLADY, experienced in diamond 
jewelry, desires to locate in or near 
Cleveland with reputable retail or 
wholesale concern; familiar with office 
detail. Address “V., 2178,” care J C-K. 





WATCHMAKER-salesman, 38, thoroughly 
experienced in all repairs and casing; 
own tools and car; is interested in posi- 
tion with importer or wholesaler. Ad- 
dress ‘“‘A., 2112,” care J C-K. 





WATCHMAKER, 15 years’ experience, 
Watchmaster watchmaker’s certificate ; 
age 35; single: permanency desired. 
Address Bernard Horn, 156 N. Charles 
St., Red Lion, Penna. 





WATCHMAKER;; fine workmanship; age 
47; 33 years’ experience; sober, indus- 
trious, conscientious, seeking position; 
salary $100 week. Address “H., 1625,” 
care J C-K. . 





JEWELER: age 29; 14 years’ experience 
in fine platinum work, gold and jewelry 
repair; capable taking full charge; Los 
Angeles preferred, but not necessary. 
Address “F., 1883,” care J C-K. 





CAPABLE, efficient, young lady, very ex- 
perienced all phases mountings, stone 
rings; has been in complete charge of 
department, stone buyer, outside con- 
tracting, office manager. Address “M., 
2072,”’ care J C-K. 





NEED more time for more important 
things; get someone with 13 years’ of 
jewelry jobbing experience, who can 
care for mail, interviews, orders and 
customers. Address ‘“H., 2150,” care 
J C-K. 





SALESMAN, young, experienced retail, 
credit and wholesale jewelry; sold dia- 
monds, watches, costume jewelry, ap- 
pliances, wants inside position, New 
a Address “H., 2146,” care 





WATCHMAKER Jr., two years’ experi- 
ence, also graduate from accredited 
watchmaking school, single, seeks ‘‘on- 
the-job” training; own tools; honest, 
ambitious and willing to learn. Address 
“B., 2212,” care J C-K. 





WATCHMAKER, with Watchmaster, 
seeks large volume repair job or buy- 
ing into business: age 38; sober; ef- 
ficient; large family, has to work; cen- 
tral or west Texas. L. L. Colvin, Box 
340, Phone 51-J, Iraan, Texas. 





OPPORTUNITY for reputable chain or 
individual to acquire immediate services 
top flight, enviably experienced store 
manager ; results absolutely guaranteed ; 
finest references. Address “B., 919,” 
care J C-K. 





BOOKKEEPER, full charge; 15 years’ 
diversified experience in large organiza- 
tions; all ledgers, payroll, taxes, cor- 
respondence, typist; accustomed to re- 
sponsibility and detail; personable, 
educated: excellent references. Address 
“B., 1999,’ care J C-K. 





THOROUGHLY experienced watchmaker, 
seeking position in store where only 
first class work is expected; sober, con- 
scientious; can also do some jewelry 
repairing and ring sizing; salary $100 
per week. Address “K., 2076,” care 
J C-K. 





WATCHMAKER: graduate Western 
Pennsylvania Horological Institute; two 
years’ experience, also experienced in 
using Watchmaster and cleaning ma- 
chines: “G.I.”; prefer position in the 
East. Anthony Faldowski, 1308 Orchard 
Ave., New Kensington, Pa. 





MANAGER, retail credit jewelry stor 
possesses over 25 years’ diversified - 
perience in jewelry industry; thorough 
knowledge every phase and operatin 
of a modern retail credit jewelry ipiens: 
excellent trade reference. Address “f' 
2158,” care J C-K. 7 





etre. 

MARRIED man, age 45, 25 years’ experj 
ence in all phases of the jewelry busi- 
ness; have held executive positions for 
the past 15 years; am at present man- 
ager of a retail store; interested jp 
making a change. Address “K., 2208” 
care J C-K. 





arr. 
WATCHMAKER; 12 years’ experience 
estimator; pleasing personality; pres’ 
ently employed as a watch inspector 
for nine railroads, desires connection 
with pleasant surroundings; will ap. 
preciate particulars in first letter. Aq- 
dress “T., 2132,’ care J C-K. 








WATCHMAKER,; fine workmanship all 
makes of watches, close timing: Z00d 
references ; 25 years’ experience, capa- 
ble of managing repair department: 
age 48; conscientious, seeking position: 
rex f $90. Address “C., 2213,” care 





CERTIFIED watchmaker; trained in 
Bowman Technical School; 23 years’ 
experience in watchwork, 15 years man- 
ager of watch repair department: best 
of references; age 41, married; have 
two children; seven years’ service with 
present employer. Address “K., 2130,” 
care J C-K. 








YOUNG, married veteran, desires op- 
portunity to learn diamond setting; has 
attended jewelry school for past 12 
months; has some experience in setting 
and repair work; willing to go any- 
where for right opportunity. Douglas 
Montague, 640% W. 27th St., Los An- 
geles 7, Calif. 





ee 


BU YER-salesman-manager for fine retail 
jewelry or department store, thorough 
knowledge of diamonds and precious 
stones; acquainted with all sources 
loose goods and manufacturers; excel- 
lent appearance; 35 years old; best 
references; go anywhere. Address “B., 
2144,” care J C-K. 





TOPFLIGHT jewelry man now avyail- 
able; complete knowledge of in- 
stallment jewelry business, buyer, 
merchandiser, credits, collections, 
sales promotions and general man- 
ager; 12 years with large New York 
chain. Address “W., 2109,” care 
J C-K. 





WATCHMAKER, salesman, 31, married, 
wants proposition in following: watch- 
maker, watchmaker-salesman, in retail 
store, salesman on the road; what have 
you that you and I can make some 
money at; watchmaker’s position, vicin- 
ity of Seattle, Tacoma area; salesman’s 
job, Pacific northwest area; references. 
P. O. Box 722, Tacoma, Wash. 





MAN, 35 years old, capable of assuming 
complete charge of wholesale jewelry 
business, with 15 years’ experience and 
thorough knowledge of diamonds and 
precious stones; can select and grade 
stones: road experience has given in- 
sight into retailers’ needs; exceptional 
correspondent. Address “A., 2143,” care 
J C-K. 








SALESMAN, experienced and capable in 
retail selling, desires position in good 
store where ability and conscientious 
application are appreciated ; thoroughly 
familiar with all departments of retail 
store; no preference on location; will 
go to any city. Address “Circular 123, 
Room 1415, Heyworth Bldg., Chicago 2. 








PROFIT-making season just completed ; 
skilled buyer, merchandiser and sales- 
man, desires advancement to larger Or- 
ganization in any section of the coun- 
try; accurate knowledge of diamond, 
watch, jewelry, radio and appliance de- 
partments; college graduate; age 29; 
married ; further details furnished upon 
eit request. Address “‘D., 2141,” care 
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SITUATIONS WANTED—Continued 
ae ————————————_ 
n > efficient young lady, very ex- 
CAPABY Ad all phases handling mount- 
a: has been in charge of complete 
ge department many years, experl- 
“- ce includes buying, styling, examina- 
~ 0 merchandising, and all yes of 
ee cept; available imn ately, 
oes York : excellent references. Ad- 
aress ~ 1932,” care J C-K. 
Dee 
ifi aster watchmaker, age 36 
ertified master wat ’ 36, 
* “ years’ experience on — grades 
‘atches: jewelry repairing, plain en- 
were : employed, but de- 


ving; presently 
~ change; family man; presentable, 
cober, industrious ; fast, accurate work- 
' complete charge repair depart- 





n; . 
aaet: top salary required ; best of ref- 
erences. Address “G., 1985,’ care J C-K. 

————— 


MANAGER: 11 years’ experience in re- 
tail jewelry business, seven years with 
gemi-installment store and four years 
with installment store; 51 years old, 
married and have one child ; experienced 
buyer, good salesman and window trim- 
mer: have supervised optical and 
camera departments; presently em- 
ployed in city of 300,000 and super- 
vising 10 employees. Address “C., 2138, 


eare J C-K. 








MANUFACTURING jeweler wishing to 
liquidate own business, desires position 
with large wholesale, or retail chain 
organization; thorough knowledge of 
manufacturing, buying and diamond 
mounting ; 25 years in jewelry business ; 
age 41; married; will consider posi- 
tion offering a minimum starting salary 
of $10,000 per annum. Address “D., 
1791,” care J C-K. 





SUPERVISING-manager, presently charge 
retail division nationally known ring 
manufacturer; shrewd executive, ver- 
satile, exceptional ability; experienced 
all retail outlets, including large de- 
partment stores, diamonds, watches, 
silverware, all types jewelry, kindred 
items; creative, highly productive; in- 
valuable to any manufacturer, whole- 
saler, volume retailer; available after 
February 1; $12,000. Address “I.., 
2106,” care J C-K. 








Lines Wanted 





ae a? 





SALESMAN; traveling East and Middle 
West, desires complete ring line; large 
following. Address “Y., 2118,” care 
J . 





CALLING on New England retailers, 
many active accounts; side line wanted; 
prefer watches or compacts. Address 
‘J., 2069,” care J C-K. 





SALESMAN in Western States needs 
companion line to go with high grade 
watch line, already established. Ad- 
dress “N., 2174,” care J C-K. 





PACIFIC Coast salesman, desires stone 
ring line of the better grade; commis- 
sion basis; 20 years following ; best ref- 
erences. Address “G., 666,” care J C-K. 


PACIFIC Coast jobbers’ lines, established 
representation, Los Angeles office; will 
consider only those of integrity and 
merit: I am particular. Address ‘‘A., 
2052,” care J C-K. 











OHIO representative, 10 years following 
among jewelers, department store buy- 
ers, Wants strong volume line; car; ex- 
cellent references. Address “C., 2192,” 
care J C-K. 


SALESMAN, wide following; desires 
jewelry line to jobbers and wholesalers 
in New York, Philadelphia, Baltimore, 
Washington and Boston. Address “D., 
2121,” care J C-K. 


PACIFIC Coast representative, calling on 
better grade stores over 20 years; have 
line, desire another; diamonds, plat- 
inum or 14K goods; best of references. 
Address “J., 665,” care J C-K. 














SALESMAN, experienced; open for manu- 
facturer’s line ; wide acquaintance 
among watch importers, jewelry and 
matérial jobbers; New York and the 
east. Address “S., 2015,’’ care J C-K. 





SALESMAN, to represent manufacturer's 
line direct to retail jewelers metro- 
politan area and New Jersey; long ex- 
perience; well acquainted with better 





retail trade; travel by car. Address 
“M., 2073,” care J C-K. 
SALESMAN, experienced Metropolitan 


New York, desires reputable manufac- 
turer’s line to sell exclusively: aggres- 
sive, neat, educated ; highest references ; 
available January 1. Address “G., 2196,’ 
care J C-K. 





REPRESENTATIVE; following jobbers, 
Chicago, Middle West, desires strong 
line gold filled rhinestone jewelry or 
other volume line. Address “Circular 
120,"° Room 1415, Heyworth Bldg., Chi- 
cago 2. 





SALESMAN, desires top grade watch line 
sold direct to dealers ; commission only ; 
can satisfactorily handle established 
accounts and open new ones: can fi- 
nance self. Address “L., 2173,” eare 
J C-K, 





PACIFIC coast wholesale jeweler, top 
rating, excellent coverage, Oregon, 
Washington, Alaska, desires mod- 
erate price lines and Alaska novel- 
ties, exclusively; details first letter. 


Address “G., 2102,” care J C-K. 





ESTABLISHED, West Coast representa- 
tive, wants top nationally advertised 
line, sold exclusively to jobbers; have 
valuable following among wholesalers: 
thorough experience in jewelry field 
and proven sales ability. Address “G., 
2203,” care J C-K. 





SALES representative, Middlewest terri- 
tory, desires manufacturer's quality line 
for jobbing trade, department stores 
and large outlets; thorough territory 
coverage ; Chicago resident : many years 
sales background. Address “V., 2133,” 
care J C-K. 





REPRESENTATIVE, with large per- 
sonal following in seven western 
states, desires several reputable fac- 
tory lines selling direct to retail jew- 
elers and immediate correspondence 
invited. Address “Y., 2184,” care 
J C-K. 





SALESMAN, fine retail trade Chicago and 
suburbs, 75 mile radius, now handling 
fine gold-filled costume jewelry, job- 
bers’ line, wants smart, unusual gold- 
filled or low-priced gold line in earrings 
and also ladies’ fashionable jewelry 
items; manufacturers only. Address 
“W., 2087,” care J C-K. 





SALESMAN ; long experience with excel- 
lent following among wholesalers, ex- 
porters, chains, desires connection for 
manufacturer’s strong line; now carry- 
ing gold rings, Greater New York ter- 
ritory ; straight or side line; can also 
use diamond line: highest references. 
Address “M., 2078,” care J C-K. 





WATCH line wanted; never sold a watch 
in my life but willing to stake my pres- 
ent $10,000 a year job for chance to 
substantially increase earnings; fully 
conversant with needs of retail jeweler 
on Pacific Coast and have wide ac- 
quaintance in trade; for more informa- 
tion Address “P., 2175,” care J C-K. 





SALESMAN, thoroughly familiar with 
all top watch importers, also with 
A-1 jewelry jobbers for the past 25 
years; only those who have a sale- 
able line that can assure an income 
from $10,000 will be considered; 
New York territory exclusively. Ad- 
dress *“J., 2161,” care J C-K. 





PACIFIC Coast manufacturers’ agents to 
the jobbers’ and jewelers’ supply com- 
panies, established accounts of long 
standing, wants factory lines of cos- 
tume jewelry, watch cases, novelty sil- 
ver items, watch attachments of all 
kinds, rings, 10K and gold filled, mount- 
ings. Address “E., 1957,” care J C-K. 





WELL established, experienced man 
desires securing manufacturing jew- 
elry lines or items; would also like 
to hear from a manufacturer of em- 
blems, buttons and pins, for Pacific 
Coast and Northwest territory; no 
jobbing lines considered. Address 


**A., 2185,” care J C-K. 





JOBBING items wanted; well known sta- 
tionery, leather goods manufacturer, 
with sales organization of eight repre- 
sentatives, traveling throughout the 
United States, and two permanent show- 
rooms, is seeking additional items, on 
jobbing basis, to add to their line; in- 
terested in numbers that are primarily 
Suitable for gift, stationery and leather 
"a. stores. Address “H., 2006,” care 


Side Lines 











SALESMEN to represent a manufacturer 
of an extensive mounting line in the 
Middle West, West Coast and Southern 
states. Address “J., 2207,” care J C-K. 





SALESMEN wanted by Swiss watch im- 
porters, to carry line popular priced 
watches as side line; advise territories. 
Evkob Watch Co., 9 Maiden Lane, 
New York, N. Y. 





SALESMAN to handle gold-filled line of 
lockets, crosses, earrings, cameo 
brooches, chokers, and rosaries, through 
the South; can be used as a side line. 
Address “A., 2090,” care J C-K. 





SALESMAN to carry small side line of 
rosaries, 24 patterns in a roll; quickly 
displayed; in the state of Maine; com- 
mission basis; by well established con- 
cern. Address “P., 2082,” care J C-K. 





SALESMEN wanted, calling on retail 
jewelers, all territories, carry line 
14K hand carved wedding rings; 
manufacturer, prices to sell. Address 
“K., 2070,” care J C-K. 





SALESMAN, with established following 
in south and middle west, to carry fine 
line of diamond and platinum jewelry 
and watches; may carry non-conflicting 
lines; commission basis. Address “K., 
1935,” care J C-K. 





SALESMAN; well known brand of 
finest quality watch straps, south 
and southwest; must have following 
watch material jobbers, wholesale 
jewelers; liberal commission. Ad- 


dress *“M., 2156,” care J C-K. 





SALESMEN wanted with drug, tobacco 
and jobber following, to sell low priced 
line of metal bracelets, leather and 
plastic watch straps, on commission 
basis; all territories in U. S. open. 
Strap-The-World Corp., 423 Fulton St., 
Brooklyn 1, N. Y. 





SALESMAN with following, carry com- 
plete line better Swiss watches, gold, 
gold-filled; several territories open; 
drawing and commission; state par- 
ticulars. Address “C., 2187,” care 
J C-K. 
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SALESMEN; carry side line beautiful, 
new “jeweled’’ Don Juan lipsticks, in 
“gold”’-tone cases; retail 60¢, $1 plus 
20% tax; strictly commission; paid 
twice monthly; exclusive territory. 
Write, Don Juan Corp., 67 Vestry St., 
New York 13. 





SALESMEN, with jewelry store follow- 
ing, to carry outstanding line of 
earrings, gold and gold-filled, to- 
gether with other good selling items; 
most territories open. Address “J... 


1934,” care J C-K. 





TWO salesmen to carry small side line 
of rosaries ; 24 patterns in a roll; quick- 
ly displayed; in the states of Illinois 
and Kentucky, also Pennsylvania and 
New Jersey ; commission basis; by well 
established concern. Address “Y., 2089,” 
care J C-K. 





SALESMAN wanted, with following 
among wholesalers in New York and 
East, to sell outstanding line of ladies’ 
fancy rings and bridal sets for estab- 
lished manufacturer ; commission basis: 
state full details. Address “D., 2193,” 
care J C-K. 





MANUFACTURER wants salesmen 
with established trade, to carry line 
of highest grade rosaries, to retail 
jewelers and department stores; 
commission basis; give full partic- 
ulars in first letter. Address “B., 
2191,” care J C-K. 





SALESMAN, now calling on retail jewel- 
ers, to carry side line of unusual ring 
trays and display items, also well known 
bracelet and strap lines; small, compact 
sample line; on excellent commission 
basis; state territory covered and lines 
carried now. Address “K., 2197,” care 
J C-K. 





SELLING organizations seeking ster- 
ling silver cigarette cases, holders, 
ete., retailing $3.50 to $15 should 
contact us for exclusive coverage on 
new, top quality, patented items; 
several valuable territories available. 


Address “S., 2131,” care J C-K. 





SALESMEN wanted by manufacturer of 
unusual and standard line of silver- 
plated hollowware, nationally adver- 
tised and accepted by leading jewelers 
and department stores throughout coun- 
try: must have established following ; 
good territories available throughout 
country; commission basis. Address 
“B., 2137,” care J C-K. 





SALESMEN wanted by manufacturer of 
unusual line of sterling silver table 
and smokKers’ accessories, nationally 
advertised and accepted by leading 
jewelers and department stores through- 
out the country; must have established 
following; good territories available; 
commission basis. Address “N., 1253,” 
care J C-K. 





SALESMAN wanted; all territories avail- 
able; by wholesale jeweler with estab- 
lished clientele; preferably one who 
-travels by automobile, to carry com- 
plete line of ladies’ and gents’ solid gold 
stone rings, signet rings, mountings, 
crosses, pendants, cameos, brooches, 
baby rings, and earrings: straight com- 
mission; no objection to non-conflicting 
side line. Address “F., 2059,” care J 








Help Wanted 








——$— 


WANTED, A-1 jeweler, who can repair 
and set stones. Address “V., 1461,” 
care J C-K. 





WANTED, two A-1 watchmakers; per- 
centage basis. only. Address “T., 
1460," care J C-K. 





JEWELER on special order work, plat- 
inum and gold, who has had a great 
deal of experience in this work; $2.25 
per hour and bonus. Address ‘‘N., 2155,” 
care J C-K. 





TOOLMAKERS, stone setters, polishers ; 
experienced on school rings; steady 
work; good wages, working conditions 
and advancement; expanding. Write 
“A., 2074,’ care J C-K. 





ENGRAVER and chaser; experience from 
three to five years or more; a man with 
promising ability will be given charge 
of this department; write in detail. Ad- 
dress “Z., 2153,” care J C-K. 





SALESMAN, experienced, with following 
in New York area, to carry gold and 
platinum commercial line; state age, 
experience and references. Select Jewel- 
ry Co., 15 W. 47th St., New York, N. Y. 





JEWELER and diamond setter wanted ; 
must be first class workman; perma- 
nent situation with top-notch jewelry 
concern. Write, Jacobs Jewelers, Inc., 
Jacksonville, Fla. 





WATCHMAKER, dependable and capa- 
ble; excellent opportunity; pleasant 
working conditions; permanent; state 
age, qualifications and salary expected. 
Address “J., 4321,’ care J C-K. 





DIAMOND salesman; important cut- 
ters and importers want loose dia- 
mond salesman, New York, Philadel- 
phia, etc. Address “*T., 2086,” care 
J C-K. 





WATCHMAKER for permanent position ; 
must be competent and reliable; splen- 
did working conditions; good salary; 
give qualifications in first letter; con- 
fidential. Rost Jewelry Co., Indian- 
apolis, Ind. 





EXPERT, all around jeweler, and en- 
graver for permanent position in an 
old, established shop and retail store. 
Write full particulars to Ginsburg 
Jewelry Co., 133 N. Virginia, Reno, 
Nev. 








WANTED, watchmaker with four or five 
years’ experience who is thorough and 
accurate in work; position is perma- 
nent to right man; give all details in 
first letter. Gardenhire’s Jewelry Store, 
Fayetteville, Ark. 





JEWELRY and watch salesmen, now call- 
ing on the retail jewelry trade, to carry 
nationally advertised line of Swiss 
watches, in the popular priced field; 
write full information. Address “L., 
2071,” care J C-K. 


SALESMAN, retail, with following in 
the Middle West and South, for a 
line with perfect diamond bunch 
rings, wedding rings and loose dia- 
monds; write and state all particu- 


lars. Address *“*D., 2096,” care J C-K. 


WANTED: a man thoroughly experienced 
in the manufacturing of watch dials; 
must also know refinishing; permanent 
position. Write, Swan Jewelry, 356 S. 
3roadway, Los Angeles, Calif. Phone, 
Vandike 8493. 


SALESMAN, with following among re- 
tail jewelers, to make Middle West, 
representing live wire jobber, carry- 
ing nationally advertised brands; 
must have car. Bert Marks Co., 40 
Fountain St., Providence, R. I. 











MANUFACTURER'S representatives sel] 
ing to costume jewelry jobbers,’ 9 t. 
standing line to retail from $1 to re 
territories available, Southeast anq Chi- 
cago, Midwest and Pacific Coast Ad. 
dress “R., 2084,” care J C-K. : 





ttt Saar 


SALESMAN wanted by Los Angeles 
manufacturer, to carry 14K novelty 
line to better jewelry retail Stores in 
eastern and midwestern States; state 
references. Address “E., 2058,” care 


J C-K. | 





es 


NEW ENGLAND and upstate New York. 
salesman wanted to represent estab. 
lished well Known manufacturer of 10 
and 14K gold jewelry, calling on whole- 
salers only ; commission basis. Barrasgo 
& Blasi, Inec., 31-33 Governor St., New- 
ark 2, MN. @: 





es 


MANUFACTURER’S | representatives to 
call on fine retail jewelers with excly- 
Sive new type 14K gold jewelry; South 
Southwest, Midwest, Far West terri: 
tories open; commission basis; state 
full experience and references. Address 
“B., 2186,” care J C-K. ‘ 








REPRESENTATIVE for old estab. 
lished ring line, colored stones and 
diamonds, to cover area from Den. 
ver west to Pacific Coast; must have 
following and will be given one; 
applications confidentially treated. 


Address “E., 1744,”’ care J C-K, 





JEWELRY salesman for wholesaler’s line 
nationally advertised merchandise; es- 
tablished retail accounts New England: 
good opportunity ; car expense and com- 
mission; no objection to non-conflicting 
side line. Address “K., 2164,” care 
J C-K. 





SALESMAN, with following among re- 
tail jewelers, to make southeastern 
states, representing live wire jobber, 
carrying nationally advertised 
brands; must have car. Bert Marks 
Co., 40 Fountain St., Providence, 


R. I. 





COSTUME jewelry salesmen to sell me- 
dium priced, very attractive and novel 
line to jewelry and department stores; 
territory open: New England, South- 
west and Far West: commission basis; 
non-conflicting line permitted. Address 
“A., 2190,” care J C-K. 








SALESMEN, to represent manufacturer 
of an unusual and highly successful 
line of fine 14K jewelry on the West 
Coast and Midwest territories; active 
accounts in the finest stores will be 
turned over to the right men. Address 
“A., 2092,”" care J C-K. 


— 





HAVE good, permanent opening, avail- 
able immediately, for top salesman, 
good enough to advance to store man- 
ager; must have complete knowledge 
and experience in all parts of credit 
jewelry merchandising. Arthur's, 460 
KE St., San Bernardino, Calif. 








SALESMAN, with following among re- 
tail jewelers to make New England 
states, representing live wire jobber, 
carrying nationally advertised 
brands; must have car. Bert Marks 
Co., 40 Fountain St., Providence, 


R.I. 








EXPERIENCED man or woman as credit 
manager for credit jewelry store, lo- 
cated in Phoenix, Arizona; must be 
thoroughly experienced in the jewelry 
business and also fully experienced In 
handling credits, tracing skips, ete. 
Address “F., 2122,’ care J C-K. 
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saT.ES representative, to carry our line 

iit finest nationally advertised Swiss 
watches in Chicago and_ surrounding 
territory ; possibility establishing Chi- 
cago office; must have great following ; 
commission basis; write particulars. 
Address “M., 1820,” care J C-K. 





Et 


SALESMAN wanted by large jewelry 

“manufacturer established more’ than 
95 years; must have following; valu- 
able territories now open; real oppor- 
tunity for top-notch man; write stat- 
ing full details in first letter. Address 
“R,, 834,” care J C-K. 








CREDIT MEN; large northwest jewelers 
can use several experienced credit men, 
willing to start as interviewers or as- 
sistants, to work toward credit man- 
agership; state age, experience, salary 
expected. Address “B., 1875,” care 
J C-K. 





——— 


MODERN watchmaking; learn watch- 
making the better way; save time; 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School of 
Watchmaking, 617 Wyandotte, Dept. 
C., Kansas City 6, Mo. 








MANUFACTURER of mountings and 
wedding rings, of the better grade, 
would like to hear from a salesman 
representing a non-conflicting line; 
strictly commission basis; state terri- 
tory and experience, also the line you 
now represent. Address “T., 2154,’ care 
J C-K 





OPENING for young man with some 
sales experience, to cover New York 
and New England, for nationally ad- 
vertised watch concern selling to the 
better trade; all replies treated con- 
fidentially. Please write in detail to, 


“N., 2079,” care J C-K. 





JEWELRY salesman, with retail follow- 
ing in Texas, Oklahoma, Arkansas, 
Louisiana and Mississippi, to represent 
New York diamond ring manufacturer ; 
must travel by car; excellent opportu- 
nity for man living in the territory; 
give full particulars. Address “E., 
1836,” care J C-K. 





WATCH salesmen; experienced with 
good retail store following, for na- 
tionally known popular priced up- 
to-date Swiss watch line; good com- 
missions; no objections to non-con- 
flicting lines; state territory with 
full particulars. Address “J., 2163,” 
care J C-K. 





EXPERIENCED jewelry salesman to rep- 
resent wholesale jeweler, selling na- 
tionally advertised merchandise in old, 
established territory in Indiana and 
Illinois; this is a permanent position 
with congenial conditions and excellent 
income; must have car: please give 
full details in application. Address 
“C., 2094,” care J C-K. 


(ee 





WATCH and jewelry salesman, travel- 
ing by car, to represent nationally 
known firm with complete line of 
popular priced watches and jew- 
elry; must have retail jewelers and 
department store following in well 
established Southern territory. Ad- 
dress “B., 595,” care J C-K. 





JEWELER, age about 35; one with a 
thorough knowledge in the manufactur- 
ing of mountings, wedding rings and 
special order work in platinum and 
gold; fine opportunity for a capable 
man; an opportunity to take charge in 
a factory of about 15 people; give in- 
formation in detail. Address “K., 2152,” 
care J C-K. 





THE manufacturer of one of the top 
10K ring lines wants salesman with 
following in the Northwest and Pa- 
cific Coast; other territories open; 
straight commission; no objection to 
non-conflicting side line; state ter- 
ritory covered. Address “G., 1750,” 
eare J C-K. 





SALESMAN wanted with following, call- 
ing on retail jewelers and department 
stores, to carry a high-grade line of 
leather watch straps and metal attach- 
ments under a surefire merchandising 
plan; side line or full time: south, 
southwest, middle west and west: lib- 
eral commissions. Address “J., 2151,” 
care J C-K. 





SALESMAN with following in jewelry 
department and leather goods stores, 
to represent manufacturer of quality 
leather watch straps, billfolds, western 
belts, sterling silver buckles: also J. B. 
and other watch attachments; attrac- 
tive commissions. Pacific Watch At- 
tachments Co., 253 So. Broadway, Los 
Angeles 12, Calif. 





MANUFACTURER of popular priced 
sterling silver hollowware line, wishes 
to expand present sales force with ex- 
perienced men calling on jewelry and 
department stores, in cities of ten to one 
hundred and fifty thousand; give com- 
plete details of territory covered, ex- 
perience and present lines; commission. 
Address “V., 2088,” care J C-K. 





OFFICE assistant, female, to buyer dia- 
mond department, preferably with 
knowledge grading and weighing dia- 
monds; Manhattan; high school grad- 
uate or better; highest type references: 
excellent working conditions: long 
established firm; apply own handwrit- 
ing full details, age, background, salary 
desired. Address “E., 2120,” care J C-K. 





SALESMEN wanted by established 
popular price Swiss watch importer 
to carry complete up-to-date line; 
territories, Pacific, Midwest and 
Southwest; must have good retail 
following; good opportunity for 
right men; no objections to non- 
conflicting side lines. Address “D., 


1698,” care J C-K. 





LONG established ring 
needs representative to call on retailers 
in the south Atlantic states: must be 
resident of that territory; fine opening 
for good man; car necessary; no side 
lines: territorial rights assured; write 
full details to Davidson & Sons, 20 W. 
47th St., New York City 19; replies 
confidential. 





SALESMAN, with established follow- 
ing, for representation of complete 
diamond ring and colored stone ring 
line of nationally known ring con- 
cern, for Texas, Oklahoma, Arkan- 
sas, Tennessee and Kentucky; have 
established accounts; all replies con- 
fidential. Address “K., 2170,”’ care 
J C-K. 





SALESMAN, experienced; territory open ; 
New York and vicinity, West Coast, 
Midwest: manufacturer’s gold and 
platinum mounting line, platinum at- 
tachments, set and unset; well-estab- 
lished with better retail jewelry stores 
and wholesalers; excellent opportunity 
for capable man; state age, experience 
and present connections. Address “H., 
2127,”’ care J C-K. 


manufacturer 





MAN, to take complete charge of adver- 
tising and display department in three- 
store chain, located in half-mile radius 
in Central Ohio city; excellent oppor- 
tunity with fast-growing concern; top 
salary to man able to produce results; 
state age, experience and references; 
all replies will be held confidential. 
Address ‘“H., 2103,” care J C-K. 





MANAGER, for conservative type credit 
jewelry store; one with capable sales 
ability, knowledge of credits and col- 
lections, sales promotion and window 
trimming ; permanent position; in reply 
state salary desired and experience. 
Address correspondence to, David 
Kempler, care Fay’s Jewelry Co., 
—— at Jefferson Blvd., South Bend 
6, Ind. 





SALESMEN wanted, by old-established 
house, to carry high class line of gold 
and platinum wedding rings; liberal 
commission; exclusive’ territories’ in 
South, Coast and Middle West; selling 
principally to better class retail jewelry 
stores: no objection to non-conflicting 
side line; give full particulars. Address 
“C., 1876,” care J C-K. 





SALESMAN-assistant manager; an op- 
portunity for the right man; perma- 
nent situation in finest credit jewelry 
store in the Rocky Mountain region ; 
must be excellent salesman and be able 
to assist owner in management of 
store; give all particulars as to ref- 
erences, salary expected and experience 
in first letter. Todd Jewelry Co., Chey- 
enne, Wyoming. 





SALESMAN desired, for representa- 
tion of a diamond and colored stone 
line, of a nationally known ring 
house, with established accounts for 
Pennsylvania and some tributary 
states; in making reply, which will 
be treated confidentially, please 
State past experience and all other 
essential details. Address “*J., 2169,” 
care J C-K. 





NATIONALLY Known ring manufacturer 
wants full time representatives calling 
on retail jewelers; no side lines; all 
territories are well-established and rep- 
resentatives are given territorial rights; 
wonderful opportunity for right men; 
drawing and expense against commis- 
sion; car essential; give full details in 
first letter; all correspondence con- 
dential. Address “Y., 1917,” care J C-K. 





SALESMEN; diamond bunch rings, 
most attractive and extremely com- 
petitively priced; small compact line, 
developed for volume sales and con- 
stant reorders; several territories 
open; liberal commission; no objec- 
tion to non-conflicting line; give 
full details, experience and territory 


covered. Address “H., 2168,” care 
J C-K. 





WANTED, salesman; we pay 15% com- 
mission and have the largest and most 
complete line of jewelry displays to 
offer: if you have knowledge of win- 
dow trimming you can do very well; 
remember, every jeweler is display 
minded; we are manufacturers and our 
line is priced right; all well-established 
territories. William Korn & Co., 17-21 
Elm St., Buffalo 3, N. Y. 





SALESMAN, capable of managing a mod- 
ern 100% uptown located jewelry store 
in Cleveland, Ohio; this is a rare Op- 
portunity for a young man, who has 
had at least five years’ experience in a 
reliable retail jewelry store, eventually 
to become a partner; will give full de- 
tails to a truly respectable businessman, 
who is willing to work hard and can in- 
crease store sales; reply in full details 
to, “K., 2105,” care J C-K 
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SALESMEN wanted by established 
well-known Swiss watch importes 
with complete up-to-date line of 
popular priced watches, for the fol- 
lowing territories: New England, 
southeast, southwest and Pacific 
coast; prefer men living in terri- 
tory; give full particulars concern- 
ing yourself; correspondence kept 
strictly confidential. Address ‘“J.. 


1888,”’ care J C-K. 





MANUFACTURER of sterling silver hol- 


lowware promotional line, seeks top 
quality men able to sell wholesalers, 
department stores and large jewelers 
a volume of $75,000 minimum per year; 
all territories are open, except the Mid- 
dle Atlantic and West Coast states: 
send complete informations of territory 
you cover, lines carried, experience and 
background: commission. Address “S., 
2085,” care J C-K. 





SALESMAN wanted by large New York 
manufacturers, to handle outstand- 
ing line of gold and platinum ring 
findings, ladies’ and gent’s mount- 
ings and stone rings, exclusively, to 
the wholesaler and manufacturer, to 
be resident of Chicago and travel 
throughout the midwest; only A-I 
man will be considered; give full 
particulars; confidential. Address 


“B., 2053,” care J C-K. 





SALESMAN wanted; well-known, long- 


established jewelry manufacturer 
wants man for developed West Coast 
territory, selling to the retail trade; 
applicant must be of high caliber and 
have sound jewelry background: West 
Coast resident with automobile pre- 
ferred; give full particulars in first 
letter; all replies confidential. A & Z 
5 a ae 116 Chestnut St., Providence 





EXPERIENCED salesman, now travel- 


ing Illinois, Iowa and Missouri, who 
has some established accounts to add 
to the over 200 accounts we now have 
in the territory: manufacturer of a 
well-known and advertised line of la- 
dies’ and men’s matched wedding ring 
sets, men’s stone rings and diamond 
rings; liberal commission. Address 
“Circular 125,” Room 1415, Heyworth 
Building, Chicago 2. 





SALESMEN; nationally advertised 
watch importer has the following 
territories open; New England, New 
York State, New York City and New 
Jersey; excellent opportunity for 
progressive salesmen with good fol- 
lowing ; no objection to non-conflict- 
ing side line in the jewelry field; 
give complete details and referen- 
ces; strictly confidential. Address 


“F., 2195,” care J C-K. 





SALESMEN, for several territories, open 


for live wire producers to represent 
nationally known manufacturer. of 
popular priced diamond rings and wed- 
ding rings, also seamless wedding 
rings, to the retail and credit jewelers: 
give full particulars in first letter. All 
communications will be held in strict 
confidence. Bond Diamond Co., Division 
of Schuman & Donchi, Inc., 155 Summit 
St., Newark, N. J. 





PACIFIC Coast salesman; must have 
good following among retail jewel- 
ers; old established manufacturer of 
diamond engagement and wedding 
rings has opening for conscientious 
man to travel with a delivery line; 
opportunity for larger earnings; 
write in detail giving past experi- 
ence; correspondence will be held 
in confidence. Address “C., 2115,” 
care J C-K. 





SALESMEN wanted to sell well-estab- 
lished dresser-set and novelty line to 
retail jewelry and gift trade; West 
Coast, Southwest, Southeast and Metro- 
politan territories open: we desire men 
living in the territories: we have en- 
joyed good business in these territories 
for the past 25 years; no objection to 
non-conflicting line; only experienced 
men need write; drawing against com- 
missions. Pereline Mfg. Co., Ine., 1261 
Broadway, New York City. 





SALESMAN wanted to carry our gen- 
eral line of jewelry consisting of 
standard manufacturers’ items as 
well as our complete line of rings 
and mountings, to call upon our 
well established trade in the Middle 
West; state full particulars regard- 
ing past experience; letters will be 
treated with strictest confidence. 
Communicate at once with, Joseph 
Sculler & Co., at 33 N. High St., 
Columbus 15, Ohio. 





SALESMEN wanted for south and west 
coast, with non-conflicting line, to rep- 
resent a concern established over a 
quarter of a century manufacturing 
fraternal rings, pins, and emblem but- 
tons, platinum and gold diamond rings, 
stone rings, wedding rings for men and 
women; only those with excellent fol- 
lowing and fine character will be con- 
sidered; commission basis only; state 
experience and give reference in first 
letter, which will be held strictly con- 
fidential. Address “E., 2097,’ care 

J C-K 





SOUTHERN and southwestern sales- 
man; must have good following 
among retail jewelers; old estab- 
lished manufacturer of diamond en- 
gagement and wedding rings, has 
opening for conscientious man to 
travel with a delivery line; oppor- 
tunity for larger earnings; write in 
detail giving past experience; corre- 
spondence will be held in confi- 
dence. Address “E., 2116,” care 
J C-K. 





FORCEFUL, exceutive type salesman; 
position open for energetic, progressive, 
experienced jewelry man, age 28 to 36, 
with growing retail credit jewelry chain 
in California; must have complete 
knowledge of all phases of operation, 
window trimming, managerial cap- 
abilities, creative ideas, etc., position 
permanent, offers good salary ; wonder- 
ful opportunity for future for right 
party willing to work and progress; 
kindly state full particulars in first 
letter as to age, married, or single, 
references, and send photograph of self. 
Address “L., 2077,” care J C-K. 





PERMANENT position for top notch 
salesman, with well established 
wholesale jewelry concern in Syra- 
cuse, N. Y.; enlargement of sales 
force opens up this unusual oppor- 
tunity, with attractive financial ar- 
rangements to compensate ability; 
A-1 references required; complete 
resume must be had in reply; this 
advertisement is known to present 
staff and replies will be held strictly 
confidential. Address “W., 2181,” 
eare J C-K. 





POSITION open for energetic, pro 
sive, experienced jewelry man "ak 
growing jewelry concern in North Cc th 
lina, as manager for large jewelry ret 
and supervise two or three others withe 
in short radius; must have full n th. 
agerial experience and capabilities 0 
complete Knowledge of merchandising 
window trimming, advertising creathe’ 
ideas, etc.; wonderful opportunit for 
right party willing to work aad or 
gress; kindly state full particulars 2 
first letter as to age, married, or sin My 
references, etc. Address “E.. 1699 
J C-K. a 








ie 

FOUR, experienced salesmen who are 
well acquainted with the better jew. 
elers in the south and southwest: 
prefer men who live in their respec. 
tive territories with a car to repre. 
sent the liveliest wholesale jewelry 
house in America that sells all na- 
tionally advertised lines; liberal 
commissions, drawing account; give 
complete details as to experience 
ete.; please furnish a recent photo: 
must have a car. Mednikow & Pay}. 
Inc., Shrine Bldg., Memphis, Tenn, 








ONE OF THE TOP nationally adver. 
tised watch companies has a fey 
openings for top-notch salesmen jn 
territories already established; we 
are interested in men who have an 
extensive jewelry sales background, 
and who are accustomed to selling 
the better class retail jewelers; write 
in detail if you are qualified; states 
open; Minnesota, Wisconsin, Iowa, 
North & South Dakota, Missouri, 
Nebraska, Kansas; California, Wyo- 
ming, Nevada, Utah, Colorado, Ari 
zona. Address “A. 2214,” care J C.-K. 





WATCH salesman wanted; we provide 
a complete line of nationally adver- 
tised popular-priced watches made 
by one of the large, long-established 
factories in Switzerland; ample 
quantities are immediately ayail- 
able; for the salesman, we want a 
man with a following among large 
users, chain stores, etc.; he must be 
a worker, a fighter, and out to make 
a lot of money for himself; we will 
back him to the limit; if you are 
the man, write your qualifications, 
experience, etc., and commission re 
quired: all in strict confidence. Ad- 


dress “H.,. 2064.” care J C-K. 





SALESMEN, with established retail 
following, to represent well-known 
manufacturer of silver plated and 
chrome plated hollowware, giftware 
and electrical appliances in_ the 
South Atlantic states, Nebraska, 
Iowa, Kansas, Kentucky, Tennessee, 
West Virginia, Louisiana, Missis- 
sippi and Alabama; commission 
basis; state full particulars in con- 
fidence. Address “F., 2004,” care 
J C-K. 





JEWELRY salesman wanted for South, 
including Oklahoma and_ Texas; 
outstanding manufacturers of fine 
gold jewelry and diamond rings in 
gold and platinum, with southern 
distribution, offer splendid oppor 
tunity to experienced salesman 
with established following among 
better stores; replies are invited 
only from top notch men who are 
accustomed to large earnings; state 
qualification, experience, refer- 
ences; replies confidential. Address 
“FE., 1881,” care J C-K. 
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DIAMOND ring salesmen; on or be- 
fore January 1, we will be interested 
‘n two salesmen, one for the Middle 
West, and one for the Pacific Coast; 
these men must be the highest type 
salesmen in the industry who have 
proven sales ability, and who have a 
reputation with their customers for 
honesty and integrity; in return, we 
agree to give these men the best 
line in the country, to be sold to 
the top retailers and jobbers at 
prices, and styling that has made 
this firm outstanding in the indus- 
try; money is of no object to the 
right men. W. F. Sebel Co., 315 W. 
Fifth St., Los Angeles 13, Calif. 








FACTORY foreman; in expanding our 
present factory facilities, we will 
have available a position for a fac- 
tory foreman who has had exten- 
sive experience in the making of 
rings and who likewise has a proven 
record for ability to handle men 
and accept responsibility; a man 
who is not thoroughly familiar with 
the most modern production meth- 
ods need not apply; but if you have 
extensive experience in the manu- 
facture of a product that is out- 
standing in quality and workman- 
ship, this is the type of man we 
want. W. F. Sebel Co., 315 W. Fifth 
St., Los Angeles 13, Calif. 





SALESMEN; two territories open, the 
Middle West and the Pacific Coast; 
we manufacture a smart line of dia- 
mond watches, diamond _§attach- 
ments, a strong and interesting line 
of diamond ring mountings, bridal 
sets in platinum and gold; some of 
our items you can see advertised as 
usual in the Jewelers’ Circular-Key- 
stone; opportunity for good connec- 
tions and lucrative earnings for men 
with following amongst ‘retailers in 
the above mentioned territories; all 
correspondence treated with the 
strictest confidence. Seidman & Co., 


31 W. 47th Street, New York City. 


eee 








DIAMOND assorter; to a man who 
has a thorough and comprehensive 
knowledge of the diamond ring 
business, we can offer an excep- 
tionally lucrative position provided 
the man is not afraid to work and 
his past record indicates the high- 
est in character, honesty and _in- 
tegrity; this is probably one of the 
finest jobs in the industry, but we 
are not interested in teaching some- 
one the diamond ring business, nor 
in experimentation; we are inter- 
ested in a top man for a diamond 
assorter with the probability of of- 
fice management job in the future. 
W. F. Sebel Co., 315 W. Fifth St., 

__Los Angeles 13, Calif. 





SALESMEN; nationally known ring 
manufacturer of every conceivable 
type of ring, including diamond 
mounted goods, established over 50 
years, offers unusual opportunities 
for men with experience, calling on 
the retail cash and credit jewelers; 
all inquiries strictly confidential; 
give detailed particulars in first let- 
ter; territories open: East North 
Central, comprising Ohio, Indiana, 
Illinois, Michigan, Wisconsin; Pa- 
cific: comprising Washington, Ore- 
gon, California; we will turn over 
at least 200 accounts in each of the 
above territories to the man selected 
to represent us; new territories 
open, West South Central, compris- 
ing Texas, Oklahoma, Louisiana and 
Arkansas, and also territory sur- 
rounding New York City, compris- 
ing New Jersey, Westchester and 
Long Island. K. Polishook & Son, 
31 W. 47th St., New York 19, N. Y. 


For Sale 


Stores, Stocks and Businesses 





—— — —$_$———— —————— 


SMALL store in heart of New Brunswick, 
New Jersey: Camp Kilmer shops here; 
excellent opportunity for young watch- 
maker: I want to go to West Coast. 
Address “H., 2162,’ care J C-K. 





LEADING store, Wyoming town: all lines 
nationally advertised: approximately 
$25,000 complete, or will reduce: a good 
buy ; owner has other interests. Address 
“E., 2061,” care J C-K. 





JEWELRY store in Atlantic City, estab- 
lished over 10 years, with Hamilton, 
Bulova, and Elgin franchise; excellent 
opportunity for watchmaker; plenty of 
repair work. Address “C., 2056,” eare 
J K. 





JEWELRY store and repair shop; small 
town serving three surrounding towns; 
prosperous rural _ section; building 
$5000; inventory optional; can finance 
half. Heydt Jeweler, Boston, Georgia. 





WELL-STOCKED jewelry store in Flori- 
da coastal city; established 15 years; 
low expense; bargain $25,000, or re- 
duce to $20,000. Address “F., 2100,” 
care J C-K. 





ESTABLISHED neighborhood jewelry 
store in Bay Area, California; ideal 
set-up for couple; $8000 to $10,000 will 
handle inventory, or will reduce: owner 
a state. Address “G., 2095,” care 


FOR SALE; old-established jewelry store, 
southwest Missouri, county seat town, 
15,000 population ; Gruen, Hamilton and 
other nationally advertised lines; ex- 
cellent location; stock, fixtures, $25,- 
000: selling due to illness. Address “D., 
2188,” care J C-K. 








FOR SALE, high grade watch and jewelry 
repair shop; one of the best locations 
in New York City; exclusive clientele ; 
great opportunity for A-1l watchmaker ; 
owner wishes to retire. Address “Y., 
2135,” care J C-K. 





JEWELRY store in Southern California, 
city of 77,000; excellent watch repair 
business; living quarters available 
rear; price flexible: $3,000 to $8,000, 
depending on buyer’s needs. Address 
“G., 2062,” care J C-K. 





JEWELRY _ store, $5,500: long-estab- 
lished, downtown San Francisco; in- 
ventory optional; ideal for watchmaker 
or promotional store; not forced sale; 
pictures, details gladly furnished. Ad- 
dress “H., 1933,” care J C-K. 





FOR SALE: long-established ethical op- 
tical practice, and recently established 
profitable jewelry department in the 
heart of large southern city; two re- 
fracting rooms, spacious’ reception 
room, shop, air conditioned; long lease, 
Address “Y., 2113,” care J C-K. 





ESTABLISHED, modern, air conditioned 
jewelry store; clean, up-to-date stock, 
new fixtures; rent about one-half 
neighboring stores; long lease; built-in 
vault: fast-growing community; owner 
has other interests; near Pasadena, 
California. Address “W., 2134,” care 
J C-K. 





OPPORTUNITY to purchase _ successful 
installment store in western New York, 
doing $90,000 annually; will consider 
proposition for stock, fixtures and im- 
provements and betterments only; stock 
can be reduced to very low level; ex- 
ceptional opportunity.. Address “H., 
2204,” care J C-K. 





TWO jewelry stores for sale; Bing- 
hamton, N. Y., business established 
more than 20 years, store 15’ x 50’; 
New Britain, Connecticut, business 
established about 20 years. For fur- 
ther information address, Joseph 
Wander, Inc., 23 So. Pearl St., Al 
bany, N. Y. 





FOR SALE; jewelry store and gift shop 
combined in center of city of 27,000 
population, in New England; to be sold 
for inventory; nationally advertised 
jewelry, watches, clocks, silverware and 
crystal; complete watch repair depart- 
ment: repairs enough for two men; 
owner retiring on account of ill health. 
Address “B., 2093,” care J C-K. 





CHANCE of lifetime; beautiful modern 
jewelry store; 100% location in major, 
prosperous Ohio city of over 300,000; 
prewar lease, air-conditioning; first 
time offered; credit accounts, latest 
equipment; complete for $25,000; jew- 
elry being transferred or will include; 
ill health reason for selling. Address 
“C., 1923," care J CHR. 





RETAIL jewelry store, excellent loca- 
tion, Detroit, Michigan; forced to 
sell immediately on account of ill- 
ness; complete clean stock of dia- 
monds and watches; fixtures two 
years old; franchises for Bulova, 
Benrus, Longines, Hamilton, Elgin, 
etc.; store enjoys excellent reputa- 
tion; low rental with eight-year 
lease; sacrifice for $30,000. Ad- 
dress “L., 1891,” eare J C-K. 





CREDIT jewelry store in 100% down- 
town location of Kansas City, Missouri ; 
recently remodeled; fixtures $50,000; a 
very beautiful store, established 40 
years; stock over $200,000; accounts 
receivable over $100,000; turnover 
$350,000 annually ; franchises for all na- 
tionally advertised watches and other 
merchandise; radios, appliances, lug- 
gage, etec.; must sell on account of ill 
health and family disagreement; a once 
in a lifetime opportunity for a pro- 
gressive party; needs to be seen to be 
appreciated. Address “E., 2145,” care 
J 





FOR SALE: a fully equipped jewelry 
manufacturing concern producing gold 
and platinum wedding rings and dia- 
mond rings; complete, large plant con- 
sisting of stamping, casting and smelt- 
ing departments, also own tool room; 
facilities to manufacture everything on 
premises: business established over 50 
years in New York City, enjoying the 
finest reputation in the jewelry trade; 
about 2,000 active accounts in_ this 
country plus substantial export busi- 
ness: owner wishes to retire because 
of poor health: business can be bought 
with or without stock; reply only if 
vou are in financial position to handle 
a big proposition. Address “J., 2148,” 
care J C-K. 





(Continued on page 280) 
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JEWELRY store, California, $6,500; ultra 
modern, huge six-bench watch repair 
department; Watchmaster Watch Rate 
Recorder; franchises: Bulova, Elgin, 
ete.; top day and night location; rent 
$251; for live wire salesmen, or three- 
four watchmakers; all-year round 
spring climate; factories: automobile, 
aircraft, oil wells and refiners, ship- 
building, fishing, canneries, orange 
groves, tourist; home port for U. S. 
Pacific Fleet, convention city; popula- 
tion 275,000; 30 minutes from Los 
Angeles, Hollywood, Beverly’ § Hills, 
Santa Monica. Write, Robert Alter, 327 
East Ocean Blvd., Long Beach, Calif. 


e—crremmenmoennaanine or ee 
For Sale 


Tools, Equipments 








ISED tools, benches, lathes, cleaning 
machines, staking tools, ete. q ‘ 
Gallien, 220 W. Fifth St., Los Angeles 


13, Calif. 





CUTTERS for watch and clock wheels; 
send sample wheel for matching cutter. 
Cc. B. Keller, 344 N. Hilton St., Balti- 
more 29, Md. 





FOUR, 10-foot matched walnut show- 
cases, 28 inches wide. Contact C. A. 
Watt, Wood’s Jewelers, Inc., Rock Is- 
land, Ill. 





JELENKO 1-3 casting outfit, complete, 
excellent condition; must sell immedi- 
ately, great sacrifice; will accept any 
reasonable offer. S. Bitter, 355 E. 149th 
St., Bronx 51, N. Y. 





FOR SALE, Apex automatic lacquer dip- 
ping machine, with three positions; 
suitable for artificial pearl manufac- 
turer. Arwood Precision Casting Corp., 


a 


70 Washington St., Brooklyn 1, N. Y 





ARCH CROWN eelluloid and parch- 
ment tags, available in all colors 
and sizes; send for catalog; factory 
and office moved to 277 Halsey St., 
Newark 2, N. J. 


——— 


FOR SALE, Pangborn type LE-S 6 ft. 
diameter suction feed blast table with 
No. 3 CD-1 dust collector; also includes 
1-R 215 CFM compressor; ideal for 
high jewelry production. Arwood Pre- 
cision Casting Corp., 70 Washington 
St., Brooklyn 1, N. Y. 








IN A-1l shape; Peerless lathe, complete 
with 60 chucks, No. 1 to 62—five ce- 
ment chucks, slide rest, face plate, 334” 
diameter, bezel chuck, 25%” diameter, 
with three reversible pairs, $250. Lau- 
ca 1571 Baxter Ave., Utica, 





FOR SALE; National cash register win- 
dow posting machine; this machine is 
one year old, model No. 2-36511 A-2136, 
64 up; the machine has three charge 
keys, four credit keys, one paid out 
key, one cash sale key, and two cashier 
keys; prints to $9,999.99, and also has 
seven banks of number. keys, one 
through nine; we will sell this machine 
for $3,500. For information see or 
write, Mr. Horwith, Robinson Furniture 
Co., 1420 Washington Blvd., Detroit 26, 
Mich. 





JEWELERS’ display cards, jewelers’ dia- 
mond and watch guarantees, jewelers’ 
repair checks, jewelers’ deposit enve- 
lopes with call checks; printed supplies 
of every description. Write for samples. 
Dauer Printing Company, Manufactur- 
ers, Printing, Engravers, 31 East 22nd 
St., New York 10, N. Y. Algonquin 
4-2174. We ship open account, parcel 
post or express to any part of the 
United States. 











Business Opportunities 














EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





WANTED to buy jewelry store, in Cali- 
fornia, under $8,000 to continue; give 
complete information. Percy Wilkins, 
2035-46th Ave., San Francisco, Calif. 





LICENSED optician and watchmaker 
wishes to purchase small jewelry store; 
must stand investigation. Address ‘“‘J., 
2129,” care J C-K. 





JEWELER wishes to invest as a partner 
in an established special order or jewel- 
ry repair business. Address “Y., 2111,” 
care J C-K. 





GORDON BROTHERS cash buyers of 
complete jewelry stores and surplus 
stock; for details see our advertise- 
ment page 33. 





WILL buy interest or all of profitable 
store; central or west Texas; five to 
eight thousand cash. L. L. Colvin, 
Phone 51-J, Iraan, Texas. 





AUCTIONS successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard Levy, 5200 
Blackstone Ave., Chicago 15. 





WANTED to buy, a jewelry store in mid- 
western U. S., in a town of 5000 popula- 
tion or less; state price, terms, rent, 
lease and competition. Address “G., 
2125,” care J C-K. 





WANTED to buy, established jewelry 
store in town of 8000 population or 
larger; will pay cash: all information 
confidential. Walter MacDonald, 117 S. 
Anderson St., Elwood, Ind. 


WANT to buy an old _ established, 
reputable jewelry business, midwest 
or western city; thirty to fifty thou- 
sand dollars. Address “D., 2057,” 
care J C-K. 


AUCTION with profits; auction sales con- 
ducted anywhere in the country; the 
finest bank and jewelers’ references 
furnished, stocks bought. Herman 
Schwadron, 11 Midwood St., Brooklyn, 
es 2 


AUCTIONEER; eight successful sales 
conducted in 1948; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6956 N. Ashland Ave., 
Chicago 26. 


SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write, 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 


COLMES BROS., cash buyers of jewel- 
ry stores with or without fixtures; 
we interview you at our expense in 
any part of the country; bank and 
trade references. 18 Tremont St., 
Boston, Mass. 




















AUCTIONEERS with 30 years of leader- 
ship for jewelers who care, sold for 
Feagans, Los Angeles; Ben: Tipp, Seat- 
tle: Noack - Hardger, Sacramento, 
Calif.; Pfeifer Bros., Little Rock; Hal- 
tom’s, Ft. Worth, two group auctions 
for St. Louis’ leading jewelers; 10 auc- 
tions, two million dollars. America’s 
Foremost Jewelry Auctioneer, Thomas 
J. Faussett, Howell, Mich. 


WANT to sell out; we will condu 
flat sale or auction, or buy your oo 
tire stock and fixtures for cash: See : 
more than 500 letters on file fro . 
jewelers endorsing our methods of 
operation; highest bank and trade 
references; for immediate action 
write, wire, telephone. Ear] Wilson 
of Wilson Sales System, 424 Madi. 
son Ave., New York. Telephones 


PLaza 8-2110-2111. 





rr 


ARE you going out of business; | cay 
guarantee you the cost of your mer. 
chandise with my personally eon. 
ducted auction sale; no sale ig 
large or too small; I will also pay 
eash for your entire store with or 
without fixtures; write for my prop. 
osition; all correspondence conf. 
dential; best of references through. 
out past 30 years. Harry Weisz, suc. 
cessor to Herman Nathan, 59 &. 
Madison St., Chicago, Ill. Dearborn 
1684. ° 











MR. JEWELER, if you want to retire 
from business, or if you would like 
to get rid of your surplus stock, for 
which you paid high prices, and 
which can be replaced for less to. 
day, let me show you how it ean be 
done, with one of my dignified aue- 
tions; I guarantee that there will be 
no loss and that your prestige will 
even be enhanced in your commu- 
nity; or if you want to sell your 
stock outright, I will buy it at the 
highest price; write or wire for de- 
tails ; all correspondence strictly con- 
fidential; bank and trade references 
on request. M. C. Maxwell, 1429 
Boardwalk, Atlantic City, N. J. 





AUCTIONEERS V. C. Kelley and Harry 
Michaelson; for over 20 years 
America’s most successful jewelry 
auctioneers; rich in experience, out- 
standing in ability; capable of han- 
dling the bigger stocks and the finer 
goods, and above all we possess the 
skill to get the most for your stock; 
recently sold over $250,000 for the 
three following stores: Brackin 
Jewelry, Pensacola, Florida ; Sterling 
Jewelry, Cincinnati, Ohio; Dame & 
Wilson, Richmond, Indiana; best of 
references. Write or wire, V. C. 
Kelley, 1631 Coventry Rd., Dayton, 
Ohio. 





WOULD you like to retire from busi- 
ness; if you were given a responsible 
guarantee that your stock, accounts 
and fixtures would be sold for more 
than the wholesale cost; our service 
will secure a cash buyer for your 
store as it stands today as a going 
concern; your good-will and lease 
will sell for cash the same as your 
stock; we are not stock buyers, but 
one of the oldest exclusive jewelry 
brokers in business; unquestioned 
bank references; also references 
from clients who have used our ser- 
vices recently; no store too large 
or small to use this service; write 
for competent appraisals and com- 
plete details without obligation. Me- 
Rae & Shaw, 168 N. Michigan Ave., 
Federal Life Insurance Bldg., Chi- 
cago, IIl. 
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Wanted to Purchase 














H to purchase a complete tea service 
in the chrysanthemum pattern, by Tiff- 
any. Imperial Jewelers, Inc., 16 Court 
St, Brooklyn, N. Y 


wIS 





_—_ 


CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, etc. R. P. Gallien, 220 
w. Fifth St., Los Angeles 13, Calif. 





—Qnn———————EEEES 


HIGHEST prices for old watch move- 
ments, 0 to 18 size preferred; check 
mailed immediately; estimate subject 
to your approval. Chicago School of 
Watchmaking, 1608 N. Milwaukee Ave., 
Chicago 47, Ill 








WANTED to buy, for cash, surplus stock 
of watches, jewelry and diamonds at 
highest prices; bank references; all 
correspondence confidential; call or 
wire collect. London Watch Co., Ince., 
9 EB. 45th St., New York 17. Mu 7-6865. 








WE purchase everything in the watch 

and jewelry business; merchandise, 
tools, materials, movements, precious 
metals; satisfactory treatment guaran- 
teed; references. Bengal Co., 8910 
Venice, Culver City, Calif. 








Watch Work, etc., for 
the Trade 











SPECIALIZING in repairing of chrono- 
graphs and all type watches for trade; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 





WATCH repairing for the trade, price 
list and reference upon request. M. J. 
Gallo, 922 N. Plum St., Lancaster, Pa. 





WATCH repairing for the trade; prompt 
service and reasonable prices; work 
guaranteed. G. Edward Fieisher, P. O. 
Box 944, Lancaster, Pa. 





RELIABLE trade watch repairing; rea- 
sonable prices ; five to seven days’ ser- 
vice; 25 years’ experience. Paul Sche- 
michen, 5613 Catalpa Ave., Brooklyn 
27, N. Y. 





CAREFUL, honest watch repairing for 
the trade, moderate prices; out-of-town 
orders attended to promptly. I. Kun- 
nel, 2 W. 47th St., New York City. 
Phone Lu 2-3163. 


(eee 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning $8; watches 
timed on Watchmaster, one week’s ser- 
ee Felder’s, 1173 52nd St., Brooklyn 


7 


9, N. Y. Gedney 6-5300. 








CAREFUL watch repairing, skilled work- 
manship; all watches checked and 
timed on Western Electric Watchmaster 
for accuracy. Frederick Lowey, 48 W. 

. 48th St., New York 19, N. Y. 








HIGH grade watch repairing; moderate 


prices; work guaranteed; all watches 
tested on newest Western Electric 
Watchmaster; established 1913. B. 


Marinoff, 170 Broadway, New York 7. 





CHRONOGRAPH and watch repairing; 
for the finest grade in workmanship. 
Joseph I. Small & Son, Watch- 
makers for over three generations, 


17 Cheney St., Roxbury, Mass. 





DAVID MIGDAL and Co., 109B Summer 
St., Boston, Mass.; expert and guaran- 
teed watch repairing; prompt service: 
reasonable prices; mail orders invited; 
chronographs our specialty; price list 
on request. 





BOSTON, Mass.; reliable watch repairing 
for the trade; timed on Western Elec- 
tric Watchmaster; five-day _ service; 
prices and references upon request 
Lucerne Watch Repair Co., 333 Wash- 
ington St., Room 321. 





HIGH grade watch repair; all work 
tested by Watchmaster, one year guar- 
antee; one week’s service; cleaning and 
overhauling, $2; cleaning and balance 
staff, $3; all material at cost; also spe- 
cializing in complicated watches, 
chronographs, etc. Reliance Watch Re- 
pair Co., 5 Beekman St., New York 7. 





EXPERT watch repairing; we specialize 
in mail order; 10-14 days’ service: all 
watches timed and tested by the latest 
Western Electric Watchmaster: time 
charts for each watch wil! be supplied 
upon request. L. Z. Orin, 2 Ellwood St., 
New York 34, N. Y. Lorraine 7-1261. 





WATCH and jewelry repairing, beads 
restrung; watch case repairing; 24 
hour crystal service; all watches 
timed by electronics; cases cleaned 
and polished; jewelry work finished 
like new; since 1919 a dependable 
place for satisfactory work; full in- 
surance coverage. Harvey Jewelry 
Co., 205 Cleveland Ave., N. W. 
Canton, Ohio. 





TWENTY-FIVE per cent discount intro- 
ductory offer; take advantage of this 
introductory offer and let us give you 
25% discount on the first five watches 
you send us; let our 17 years’ experi- 
ence prove to you that you will get 
watch repairs of the highest quality; 
we are chronograph and repeater spe- 
cialists; each watch is timed and tested 
on our Watchmaster before leaving the 
shop ; member of the Jewelers Board of 
Trade; price list upon request; our 
work is good, we want you to know it; 
send us your trial order now. Perfect 
Watch Repair Service, 323 W. 5th St., 
Room 306, Los Angeles 13, Calif. 





TWENTY-FIVE years of experience in 
fine watch repairing; services in- 
clude repair on chronographs, vi- 
brate hairsprings and all types of 
complicated watch repairing ; Watch- 
master machine assures accurate 
timing; work guaranteed; prompt 
delivery of three to six days; price 
list upon request. H. Spielman Co., 
9 Maiden Lane, New York 7, N. Y. 
WOrth 4-3377. 
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Special Order Work and 
Repairs for the Trade 








BEADS restrung; all style beads re- 
strung, plain or Knotted; prompt _ ser- 
vice: can furnish references. Mrs. Helen 
E. Stump, 202 State St., Shillington, 
Pa., near Reading. 





JEWELRY repairing and special order 
work for the trade; finest workman- 
ship; one day service on sizing and 
minor repairs; mail orders accepted ; 
no job too large, no job too small. 
Progressive Mfg. Jewelers, 11 John St., 
New York. 





BEADS of all kinds restrung by experts 
for the trade; reasonable prices and 
prompt service; bonded. Rankin’s Pearl 
House, Box 1384, Beaumont, Tex. 





PEARLS and beads restrung ; rosaries re- 
paired by experts for the trade; right 
prices ; prompt service; monthly billing. 
Woodman’s, 55B Eddy St., Providence, 
a s 





BEADS restrung, all kinds; expert work: 
materials and clasps furnished; 48-hour 
service on mail orders; 40c postpaid ; 
free estimates. Betty King, 524 Addi- 
son, Chicago 13. 





EXCEPTIONALLY fine workmanship 
in diamond setting, hammered work 
and jewelry repairing; prompt ser- 
vice; established since 1918. George 
Apollo & Son, 38 Forsyth St., New 
York 2, N. Y. 





JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 





SILVERPLATING, gold, chromium, 
brass and nickel; jewelers every- 
where, send us written description 
of what you want plated and we 
will submit close estimate, so that 
you may quote your customers. 
Master Silverplaters, 2031 Caniff, 
Detroit 12, Mich. 


consanneisae 5 se emenerane MMMM 
Information Wanted 








ATTENTION: Mr. Nick Nicatas; please 
get in touch with me at once; anyone 
knowing the whereabouts of the above 
person please contact me. Herman L. 
Wild, Manufacturing Jeweler, 424 State 
Life Bldg., Indianapolis, Ind. 





PEATE i RAL OLDE LA A BE IB PE 





Miscellaneous 





— ee 
——————$—$——— 








JEWELRY, silverware and plastic en- 
graving taught. . P. Hemersbach, 
Tutor, 303 Fifth Ave., New York. MU 
4-7572. 





WATCHMAKERS’ JOURNAL contains 
valuable information for watchmakers 
and students: send 15¢, stamps, for 
sample copy. Dean Co., 116 Nassau St., 
New York 7, N. Y. 





PERSONAL instruction in diamond 
setting and jewelry repair; retired re- 
tail jeweler and experienced instructor 
offers opportunity to established jewel- 
ers and beginners, to quickly learn 
these trades through personal instruc- 
tion: learn the quick and practical 
way; it takes the average student only 
days instead of months, under my in- 
struction: my past instruction record 
shows complete satisfaction to all; 
necessary to come to Pleasanton, Tex., 
20 miles south of San Antonio. For 
full particulars write, R. B. Whipple, 
Pleasanton, Tex. 
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THE JEWELERS’ CIRCULAR-KEYSTONE 








Annual Index 


to 


The Jewelers’ Cireular Keystone 


January =- December 19438 


As A SERVICE to jewelers who may wish to refer to the experience of 


another jeweler when confronted with a specific problem, we present this annual index 
to THE JEWELERS’ CIRCULAR-KEysTONE for the calendar year 1948. 
All articles of major and permanent interest have been listed in this index, including 


many significant articles from the news section. However, featured departments such 
as “Speaking of the Jewelry Trade,” “My Display Problem,” “Speaking of Gifts,” 
minor news items and editorials have not been included. 


— wo 


ADVERTISED BRANDS 

Brand-Name Promotion 
Jewelry Items Jan:202 

Appliance Success Hinges On 
Brand-Name Promotion Mar: 
192 

Advertising Brand Names 
Builds Store Reputation Mar: 
286 


Boosts 


From Military to Civilian Ser- 


vice on Bridge of Brand 
Names Oct :216 
ADVERTISING 
(See also ‘‘Promotion’’) 
General 
Small Jeweler Must Advertise 
Jan :178 


Rural Promotion Program Gets 
‘Area’ Recognition Apr:188 
The Ad-Viser Jul:186; Sep:218: 
Oct :222; Nov:200 
Advertising—Tool of 
ment Aug :230 
Constant Program 
fidence Sep :194 
What You Can Say in Jewelry 

Advertising Sep :228 


Manage- 


Builds Con- 


Pooled ‘Contributions’ Save Ad 
Dollars Nov:194 
Booklets Teach Jewelry Facts 
Dec :162 
Billboards 
These Billboards Both Seen 
And Remembered Jan:200 
Ads Are Literally ‘All Over 
Town” Oct :230 
Cooperative 
Co-op Ads 10-Year Success in 


Wisconsin Jun :242 
South Dakota Jewelers Run 
‘Anti-Peddler’ Ads Jun:250 


Direct Mail 
‘Useful’ Mailings Pieces Pay Off 


Jan :174 

The Ad-Viser Jan :248 

Direct Mail and Local Ads 
Tonic for Suburban’ Store 
Apr :272 

Advertising With Direct Mail 

ay :286 

Consistent Campaign Develops 
Out-of-Town Customers Sep: 
282 

Newspaper 


Store Tradition Geared to New 
Customers Jan:272 


Promotion Offsets Location 
Handicap Feb:160 

Small Prestive Ads Combine 
Gem Lore With Salesmanship 
Feb :180 
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Credit Can be Dignified Mar: 


188 

Want Your Ad to be Looked- 
For? Use Classified Section 
Apr :232 

Ad-Viser Apr :234; 
Jun:202; Aug :234 

Direct Mail, Local Ads, Tonic 
Apr :272 

Educating Public Primary 
of Novel Ads May :210 

‘Classified’ Ads 
Christmas May :236 


May :238; 


Aim 


Ads With Personality 
Friends Jun:172 
Social Force Ads Win Honors 


Jun :186 
Low-Budget Ads 
Winners Jun :204 
Attention to Small 
Big Factor Sep :224 
How to Save Money on Small 
Space Ads Nov:184 


Consistent 


Details is 


Premiums 
Ad-Viser Dec:160 


Radio 
Ad-Viser Feb:194; Mar:268 
Quiz Popularity Keeps Store in 
Public Mind Jun:194 


Low-Cost Radio Brings Big- 
Time Results Aug:186 
Wishing Well Boosts Sales by 


30% Sep :298 . 
Co-op Radio Program Brings 
Big Returns Dec:132 


Television 
Television Sells Jewelry by 
Showing Feb:152 


AIR CONDITIONING 
(See also ‘Modernization’ ) 


Stores Comfort Important Fac- 
tor In Sales Efficiency Mar: 
210 


ANNIVERSARIES 
New Gift List Means More Bus- 
iness Jan:167 
Put This Booklet to Work for 
You Feb:151 


APPLIANCES 


(See ‘Merchandising’ ) 


ASSOCIATIONS 
Directory of Mar:326; Aug:294 
American National Retail Jewel- 
ers ‘Assn Aug:194; Sep:337 
Jewelry Industry Council: Jan: 
167: Feb:151,273; Mar:187, 
212; Apr:187; Jun:159; Jul: 
232; Aug :185: Sep :175: 
Oct:175: Nov:228; Dee:123 
National Association of Credit 
Tewelers May:200; Jul:156; 


Sep: 
National Wholesale Jewelers As- 
sociation May :187: Jul:168 





Bring Second | 


Make | 














—_— 


BABY JEWELRY 
(See ‘Merchandising’ ) 


BOOK REVIEWS 

American Clocks and Clock 
Makers (Drepperd) Feb:226 

Watch Repairing As A Hobby 
(Fletcher) Feb:227 

Working and Handling Jewelry 
Palladium (Baker) Feb:228 

A Matter of Time—The Story 
of the Watch (McCarthy) 
Feb :228 

Questions and Answers for the 
Student Watchmaker (Gon- 
zalez) Feb:229 

Handbook of Gem Identification 
(Liddicoat) Mar:272 

Gem Testing (Anderson) Mar: 
272 

Art of Gem Cutting (Dake- 
Pearl) May:253 

Gem Testing (Anderson) May: 
953 


Gemmolocists Compendium 


May :254 
Gem Cutting (Willems) Jul :256 
The First Hundred Years— 
Oneida Community (Ed- 


monds) Aug :300 
Science of Clocks and Watches 
(Rawlings) Aug:301 
Watchmakers and Clockmakers 
of the World (Baillie) Aug: 
302 
Horology (Haswell) Aug :303 
Hand Made Jewelry (Weiner) 


Aug :303 

Popular Gemology (Pearl) Aug: 
304 

Jewelers’ Workshop Practices 


(Linick) Sep :247 


BUSINESS CONDITIONS 
New England Mfrs Note Good 
Business Jan:299 


New Encland Mfrs Feel Sea- 
sonal Dip Apr:307 

The Jewelry Trade in 1948: 
Aug :212 


_ 


CHINA AND GLASS 
(See ‘Merchandising’ ) 


CLOCKS 
(See ‘Merchandising.’ For Tech- 
nical data, etc., see ‘Horol- 
ogy’) 





COMPACTS 


(See ‘Merchandising’ ) 


COPYRIGHTS 


Copyrighting Jewelry Sep :230 


COSMETICS 


(See (‘Merchandising’) 


CREDIT SELLING 


Credit Selling Possible ... It 
You Avoid Pitfalls Jan:28 
Credit Can Be Dignified Mar: 

188 


Catchy Slogan Brings Custom- 


ers Mar:230 _ . 
Streamlines Credit Operations 
May :287 


CROWN JEWELS 


Garrards of London Kept Royal 
Jewels Fit Jan:188 


—_— 


DESIGN 


From Something Old—Some- 
thing New Jan:194; Feb:178; 
Mar :204 

New Designs From Paris Jan: 
206; Feb :188; Mar :228; 
Apr :204; May :204; Jun:176; 
Jul:176; Aug:210; Sep:190; 
Oct:204; Nov:190 

Design Students Exhibit Work 
May :220 

Diamonds—U.S.A. Dec :130 


DIAMONDS 


(See also ‘Gems,’ ‘Gemology,’ 


‘Merchandising’ ) 


Diamonds to be Emphasized at 
British Industries Fair Mar: 


200 

The Diamond Industry In 1947 
Aug:198; Sep:198 

Diamonds for the Bride at Wed- 
ding Reception Sep :204 

Diamonds—U.S.A. Dec:130 


DISPLAYS 


(See also ‘Modernization,’ ‘Win- 
dow Display’) 


Magnifier Shows Featured Ring 
Feb :231 ; : 
‘Book Like’ Wall Displays Show 
Many Sterling Patterns Feb: 


3 

Novel Displays Conserve Space, 
Avoid Clutter Mar:240 

New Shelves Eliminate Crowded 
Look Mar:303 
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Mass Display of Earrings Gets 
Results Mar :308 

Dual Level Displays Combine 
Silver, China, Glass May :188 

Christmas Decorations With An 
Original Twist Oct:198 

Novel Fixture Facilitates Dis- 
play of Rings Nov:176 

Handy Rack Displays Sterling 
Trays Nov:261 


DOOR-TO-DOOR PEDDLERS 


Wisconsin Does it Again Jan: 
246 

Peddlers Not Wanted Here 
Jan :266 


They Don’t Worry About ‘Bell 


Ringers’ Mar :276 
Factual Ad _ Slogans Offset 
Door -to- Door Competition 


Apr :260 

Minnesota Combats the Peddlers 
May :268 

South Dakota Jewelers Run An- 
ti-Peddler Ads Jun:250 

Jewelers Prestige Gives 
Over Peddlers Sep :266 

Doorways to Greater 
Nov :163 

Educated Customers Stop 
dlers Dec :216 


Edge 
Profits 


Ped- 


— 


EMPLOYEE RELATIONS 
What Makes Men Want to 
Work? Apr :282 
Profit Building With  Profit- 
Sharing May :216 
How Do Your Employees 


Work? A up °275 


— — 


FASHION 

Stars Set Pace in Jewelry Fash- 
ions Jan:180 

*Teen-Age Jewelry Should 
peal to Youth Feb:158 

Jewelry Accents for Tailored 
Fashion Mar :202 

Fashion Show Accents Interest 
In Men’s Jewelry Mar:212 

Jewelry Is Key to Fashion In- 
dividuality Apr :220 

Summer Glamor Sells Diamonds 
May :190 


Ap- 


Turn Shoppers Into Friendly 
Customers Jun:163 

Gold and White for Summer 
Jun :166 

Femininity Stressed in Stars’ 


Jewelry Jul:178 

Jewelry Highlights From Holly- 
wood Aug:216 

Diamonds For the Bride at 
Wedding Recention Sep :204 

Fall Fashions Call for Jewelry 
Accents Sep :256 

Classic Lines Featured in Star’s 
Tewelry Oct:202 

Diamonds-——U.S.A. Dec :130 


— 


GEMS 
1947 Gem Imports Jul :292 


GEM CUTTING 
Art of Gem Cutting (Book- 
Review) May :253 


Gem Cutting (Book Review) 
Jul :256 

GEMOLOGY 
Physical Properties of Gem 
Stones: 


Specific Gravity Jan:184; Feb: 
182; Aug:218 
Crystallography for 


284 


Jewelers: 


Mar :206; 








Apr :208; 
206; Jun:178; Jul:172 

Handbook of Gem Identification 
. (Book Review) Mar:272 

Gem Testing (Book Review) 
Mar :272 

we 4) Destroy Dispersion May: 


May: 


2 

The Art of Gem Cutting (Book 
Review) May :253 

Gem Testing (Book Review) 
May :253 

Gemologists’ Compendium 
(Book Review) May :254 


Gem Cutting (Book Review) 
Jul :256 
Popular Gemology (Book Re- 


view) Aug :304 
Varieties of Quartz Sep:192 


GIFTWARES 
(See also ‘Merchandising’ ) 


‘Unit Sales’ to Brides-to-Be Put 
Everything in One Package 


Feb :238 
‘Modern Room’ for Giftwares 
Feb :263 
Dual Level Displays Combine 


Silver, China, Glass May :188 


GREETING CARDS 
(See ‘Merchandising’ ) 


— = 


HOROLOGY 

How to Make a Balance Staff 
Jan:330; Feb:308; Mar:362; 
Apr :340 

Vibrating a MHairspring May: 
342; Jun:308; Jul:310; Aug: 
356; Sep :370; Oct :346; 
Nov:318; Dec:266 

American Clocks and Clockmak- 
ers (Book Review) Feb:226 

Watch Repairing As a Hobby 
(Book Review) Feb:227 

A Matter of Time—Story of the 
Watch (Book Review) Feb: 
228 

Questions and Answers for the 
Student Watchmaker (Book 
Review) Feb :229 

Watchmakers and Clockmakers 
of the World (Book Review) 
Aug :302 

Horology (Book Review) Aug: 
303 


— 


INVENTORY CONTROL 
(See also ‘Record Keeping’) 


Accurate Inventory Svstem Ups 
Turnover, Lessens Shelfwarm- 
ers May :234 

Inventory System Tells 
at a Glance Jun:174 


Status 


—_ i 


LAY-AWAYS 

Christmas Gift Lay-Aways Pro- 
moted Year *Round Apr :190 

Lay-Away Plan Gives’ Store 
Strong Business Potential 
May :194 

Year "Round Lay-Away Promo- 
tion Keeps Sales and Traffic 
Steady Aug :284 

September Lav-Away Plan Taps 
New Gift Market Sep:210 


Lav-Awavs Stressed in All Ad 
Media Oct:210 
LEGAL 
Recent Court Decisions Help 


Tewelers Dec :164 








LIGHTING 
~— Destroy Dispersion May: 
14 
Store ‘Remodeled’ By Improv- 
ing Illumination Dec :146 


LUGGAGE 
(See ‘Merchandising’ ) 


— 


MARKETING 
Modern Marketing Guide 
to Sales Potential Aug:188 


MARRIAGES 
Marriages Exceed Two Million 
for Second Year Mar:196 


Systematic Record-Keeping As- 
sures Steady Bridal Value 
May :262 


MEN’S JEWELRY 
(See ‘Merchandising’ ) 


MERCHANDISING 


General 
Sideline Merchandising a ‘Trat- 
fic Leader Jan:176 
Versatile Merchandising Neces- 
sary in University Store Jul: 


166 

More Sales In Your’ Slow 
Months Jul :192 

Wedding Ring Only the Start 
Aug :224 

Trathe Stoppers are Volume 


Builders Aug :270 
Maintaining Sales Volume Calls 
for Forceful Promotion Sep: 
176 
Tips for Boosting 
Volume Oct :196 
How to Sell Quality to the 
Price-Minded Customer Oct: 
276 
Doorways to 
Nov :163 
Accurate Customer Information 
A Service That Builds Confi- 
dence Nov:165 


Christmas 


Greater Profits 


Appliances 
Appliance Success Hinges On 
Brand Names Promotion 
Mar :192 


Jewelry Store Atmosphere Sells 
More Appliances Mar :288 
Major Appliances Are a ‘Natu- 
ral’ In Jewelry Store Sep :278 
Lamps Scattered Throughout 
Store Add Beauty Oct:218 
‘Glamorized’ Appliances Make 

Sales Nov :265 


Baby Jewelry 
‘Baby Bazaar’ Caters to Fam- 
ily’s Most Important Member 
Sep :294 


China and Glass 
Dual Level Displays Combine 
Silver, China and Glass May: 


188 
Extra Push On Dinnerware Re- 
sults in Need for Separate 
Shop Jun :246 
China and Glass 
Sales Sep:180 
‘China Room’ Tailored to Mer- 
chandise on Display Oct:276 


Clocks 
Chime Clocks Offer Answer to 
Gift Problem Feb:192 
People May Have Lots of Time 
But Can Always Use More 
Tul :240 
Clock Your Gift Sales Oct :270 


Follow Silver 


Compacts 
Accent on Compacts 
Traffic. Volume Jul:194 


Builds 


Cosmetics 
Heavy Cosmetic Inventory Traf- 
fic Leader Aug: 232 


Diamonds 
Diamond Niche 
Volume Feb:164 
Summer Glamor Sells Diamonds 
May :190 


Builds Ring 





An Old Idea Spri 
New One Oct root ee A 


‘Songs of Love’ py 
Bu; , Omotion 
— Diamond Volume Oct: 


‘Diamond Garden’ Build 

a aaa vain Nov oe 
lamonc arade Bui vs 
gg e Builds Traffic 


Greeting Cards 
Christmas Card Gallery Is Sure. 


~ 


Fire Traffic Builder Sep :214 


Luggage 
Ample Space Essential to Dis- 
_ Play Luggage Feb :196 
Sell Luggage? Yes! Oct :289 


Men’s Jewelry 
Men’s Jewelry Center 


‘ Lures 
Masculine Trade 


Aug :192 


re ers Equipment 
ouble Exposure Be 
This Store Nov :240 — 
Playing Cards 
Playing Cards Rate Own Pro.- 
motion as Gifts Jun:208 


Playing Cards Make a ‘Go 
Deal’ Sep :302 ’ 
Rings 
Diamond Niche Builds Ring 


Volume Feb:164 

Magnifier Shows Featured Ring 
Feb :231 

Rings Always Best Sellers Here 
Oct :188 


Aggressive Promotion Builds 
Ring Sales Oct :284 
Novel Fixture Facilitates Dis- 


play of Rings Nov:176 


Silverware 

Accent on Silver Makes It 
Stellar Attraction Jan:170 

Movies Educate Customers on 
Silverware Story Jan:238 

Sell Silver Through Service 
Feb :232 

Book-Like Wall Display Show 
Many Sterling Patterns Feb: 
236 

To Help You Sell More Silver 
Mar :187 

They Don’t Worry About ‘Bell 
Ringers’ Mar:276 

Themed Displays Do Most Ef. 


fective Selling Job Mar:282 

Carefully Polished Display Is 
Sterling’s Best Salesman 
Mar :290 

Factual Ad Slogans Offset 
Door - to - Door Competition 
Apr :260 

Sterling and Plate Both Have — 


A Place in Bridal Sales Apr: 
264 

Place Setting Information Ad 
Boon to Readers Apr :266 

Exhibit at ‘Better Homes Show’ 
Makes Public Silverware Con- 
scious Apr:276 

Minnesota Combats the Peddlers 
May :268 


Merchandising Makes Sterling 
No. 1 Seller May :272 
Specialization Earns Title of 


‘Silver Store’ Jun:238 
Silver Club Sets New Pace tor 
Sales Jul :160 . 
Display and Diversification Es- 
sential in Selling Silver Jul: 
236 . 
Silver Plated Flatware Comple- 
ment to Sterling Jul:244 
Club Plan Develops Sterling Po- 
tential Ave :190 
Table Setting Contest Makes 
Community Sterling (on- 
scious Aug :280 ait 
‘Sterling For All’ Theme of Sil- 
ver Club Plan Sep:260 | 
Jewelers’ Prestige Gives Edge 
Over Peddlers Sep:266_ | 
Womens Club Showing Builds 
Interest in Sterling Sep:272 
Must Sterling Hollowware. Be 
Merchandising’s Stepchild? 
Oct :228 
More Space—More Silver Oct: 


Sterling-Conscious ’Teen Agvers 
Guarantee Tomorrow's Mar- 
ket Oct :266 


‘Store Within Store’ Provides 
Silver Department Privacy 
Nov :232 

Watches 


JIC 1948 Watch Parade Book- 
let Sep:175 


THE JEWELERS’ CIRCULAR-KEYSTONE 








Manufacturers Provide Aids for 


Watch Parade Participants 
t:175 

aes Watches Today Oct :274 
ds 

Wate nnd Wagon Named Profit 
Jun :188 

RNIZATION ; 
MODE ale Remodeling Keyed _ to 


Selling Feb :168 

wlcales Windows Key Interest 
In New Store Feb :190 

Use of Native Stone Makes 
Pleasant Facade I eb :198 ; 

Four Store Chain_ With Four 
Point Program Feb:224 | 

Store Matches Pace of Growing 
Community Feb:245 _ 

‘Miami's reed Has New 

me Feb :26% 

an To Sell More Goods Mar: 

Mirror Magic Widens Front 
Mar :306 

Packaged Shopping. Facilities 
Boon to Community Jeweler 
Apr :216 . . 

Native Motifs Dominate Hawai- 
ian Store May:193 


Streamlining Store [Interior 
Gives Increased Display Area 
May :196 


Corner Location Provides Invi- 
tation for Traffic May :230 
Functional Design for Stream- 

lined Selling Jun:164 
Conservative Modernization Ex- 
Progressive Policy 


presses 
Aug :222 
Modernization With Limitations 
Aug :290 
‘Tailored’ to Modern Jewelry 


Selling Sep:178 _ 
Departments—Cue for Efficiency 


Oct :182 
Prescription For Modernization 
Oct :206 
Location Was First Considera- 
tion In Planning Dream 


Store Oct :224 
Customers Feel At Ease In New 
Store Nov:161 


Modernity and  Functionalism 
Features of New Barth Store 
Nov :186 
Designed to Facilitate Selling 
Nov :196 

Glass Walls Make Store a 


Show-Case Dec :126 

They Knew What They Wanted 
Dec :144 

Store ‘Remodeled’ by Improv- 
ing Illumination Dec :146 

New Store Marks 78th Anni- 
versary Dec:152 


— 


PALLADIUM 
Working and Handling of Jew- 
elry Palladium (Book Re- 
view) Feb :22: 


PHOTOGRAPHIC GOODS 


(See ‘Merchandising’) 


PLATINUM 
The Platinum Metals in 
Jan :192 


PLAYING CARDS 
(See ‘Merchandising’ ) 


PROMOTION 
(See also ‘Advertising,’ 
chandising’ ) 


1946 


*“Mer- 


General 
Catchy Slogan Gets Customers 
Mar :230 
Accent on Quality Is Password 
to Profits Apr:194 
Price Appeal Promotions Build 
Traffic Sep :318 
Consistent Promotion Keeps 
Traffic Steady Dec:140 
Anniversary 
The Ride Was On Him Feb: 


166 

Birthday Cake for Everyone 
Hichlichts Firm’s Anniversary 
Mar:194 

Quality and Consideration 
ra, of Success Jun: 
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New Store Marks 78th Anniver- 
sary Dec:152 


Birthdays 
Happy Birthday to You Is Sure 
to Please Mar :238 


Contests 

Contests—Sharpest Selling Tool 
an:19 

‘Error in Window’ Contest 
Spurs Interest in Watches 


Drawing Builds Traffic, Main- 
tains Volume Feb:172 

Popularity Contest Builds Vol- 
ume Mar:222 


Diamonds 
Diamond Promotion Accents 
Jewelry for All Feb:174 
Small Prestige Ads Combine 
Gem Lore With Salesmanship 
Feb :180 
Good-Will 


Good-Will for Only Two Cents 
Feb :186 

Service Center Groups Customer 
Conveniences Feb:268 

Annual Awards Get Headline 
Publicity for Dallas Jeweler 
Apr :268 

Gold Baby Ring Gifts Make 
Wide Circle of Friends Jun: 
192 

Telephone .Quiz Builds Good- 

Will Jul :184 


Gifts Bring Business to the 
Giver Jul:188 
Customer Opinions Keep This 


Store on Toes Nov:192 
Public Relations Program Builds 
Sales Nov :263 


Movies 
Movies Educate Customers On 
Silverware Story Jan:238 ~° 


Publicity 
Tie-Up Windows With Publicity 
Sep :188 


Movie Tie-Ins Always Sure- 
Fire Oct :214 

Special 

Easter Promotion Ideas Mar: 
226 

Jewelry for Mother Big Gift 


Promotion Opportunity Mar: 
297 

June is for Graduates, Too Apr: 
198 

Community Campaign Makes 
Public Aware of Mothers’ 
Day Apr:212 

Spotlight on 
Apr :228 

Dad Has His Day Next Month 
May:198 


the June Bride 


Spotlight Your School Supplies 
Aug :228 
Store Opening 

Pre-Opening ‘Teasers’ Accent 
Interest Jan:168 

Promotion With a ‘Million’ 
Lures Throne Mar:190 

win Promotion Closes Old 
Store, Opens New One 
Mar :214 

Fanfare and Prizes Draw 


Crowds to Opening Jun :168 
Opening Attracts Family Par- 
ticipation Sep :220 


— = 


RECORD KEEPING 


(See also ‘Inventory Control’) 


Bookkeeping Simplified Sep :304: 
Oct:272; Nov:266; Dec:168 

Systematic Record Keeping As- 
sures Steady Bridal Volume 
Mar :262 


REPAIR DEPARTMENTS 
Repair Department in Plain 
Sight Builds Volume Jan:2762 
Store Takes Public ‘Behind. The 
Scenes’ Jun:160 
Customer Service Also Means 
Sales Jul:180 


Special Order Department 
Builds Selective Clientele 
Aug :208 


Watch Repairs ‘Timed’ for Cus- 
tomer Service Nov :236 





Good Will for 
ment Nov:253 

‘Extra’ Service Builds Volume 
Nov :262 

Is Repair Department A _ Bus- 
iness Asset? Dec:124 


Repair Depart- 


Repair Charges at Fingertips 
Dec :148 
RINGS 


(See ‘Merchandising’ ) 


= 


SALESMANSHIP 
Better Selling for 
fits Jan:208; Feb:220; 
234; Apr:224; May:222 
Group Sales Training Answers 
Small Jewelers Problem Jun: 
989 


Better Pro- 
Mar: 


Sell by Telephone Aug:316 | 
How to Sell Quality to Price- 


Minded Customer Oct :276 
SCHOOLS 
Look Before You Learn Feb: 
254 
Directory of Trade Schools 


Feb:255; Aug:277 
Over 15,000 Vets Training For 
Jewelry Careers Aug :276 


SERVICES 


(See also ‘Repair Departments’ ) 


Service Center Groups Cus- 
tomer Conveniences Feb :268 

Turn Shoppers Into Friendly 
Customers Jun:162 

Customer Service also Means 
Sales Jul :180 

Special Order Department 
Builds Selective Clientele 


Aug :208 
Wrap Up Your Christmas Sales 
Nov :168 


SILVER 
The Silver Market in 1947 Feb: 


242 
Western Legislators 


Introduce 
Proposals to Hike Silver 
Price Oct :316 
SILVERWARE 

(See also ‘Merchandising’ ) 

The First Hundred Years 
Oneida Community (Book 
Review) Aug:300 

SMALL STORES 

Small Jeweler Must Advertise 
Jan:178 
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Sep :206 
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909? 


~~ 


STORE LOCATION 
Promotion Offsets 
Handicap Feb:160 
Consider Customer When Choos- 

ing tore Location Dec:134 


STORE OPERATION 
Twofold Plan Widens 
Scope Feb:156 


Location 
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Display Technique, Not 
Front’, Secret of Store's 
Success Apr :196 

Old World Air Draws Wide 
Trade May:218 

Factual Customer Information 
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Store Lavout and Policy Reflect 
‘Homelike’ Atmosphere Nov: 


166 
‘Road’ Provides Tips for Store 
Operation Nov :244 a 
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TAXES 


General 
New State Sales 
posed Jul:198 


Taxes Pro- 


Jewelers Excise Tax 

Collections Up 6% for Fiscal 
Year Ending June 30 Apr:278 

Industry Policy Remains Firm 
Jun :277 

Tax Committee Appoints 18 Re- 
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Enlarged Tax Committee Meets 


Oct :317 
Collections (Chart) Nov:300; 
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TRAFFIC BUILDING 
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WATCHES 
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Technical Data see ‘Horol- 
ogy’ 
General 
A Matter of Time (Book Re- 
view) Feb :22: 
Imports 
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Well- Planned Displays Add 
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It’s Magic—the Sales Power of 
Those Windows Dec:125 
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Seasonal rer 
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Window of the Month 
Spring Jan :164 
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A WORD TO THE YOUNG 


From available statistics, it is conservative to say that 
approximately 5000 retail jewelry stores have been 
opened since 1940. Practically all of these are in business 
today—yet not one is accustomed to operating under 
“normal” conditions. None has ever had a chance to 
show a profit in a buyer’s market. 

What are these jewelers going to do when they are 
faced with aggressive competition. Not only inter-indus- 
try competition but also that from other “luxury” fields 
where backlogs of demand are, one after the other, 
being satisfied. 

We think we know. First, a small part of the new 
group will wither under the heat. A second section will 
momentarily wilt and then recover to carry on success- 
fully. In a third classification will be the preponderant 
majority of the new stores which will continue to operate 
at a profit because they have acknowledged that “the 
only permanent thing is change” and have adapted their 
thinking to conditions in a buyer’s market. 

Why are we so confident that there will be a low rate 
of mortality among the new stores? Our reasoning could 
run into thousands of words were we merely to flash a 
few of the many bright facets of the economic setting 
that makes the future of our particular industry so 
sparkling. 

Suffice here to look upon the human values within that 
segment of the retail division of our industry which was 
established since 1940. 

Certainly those men who started these stores had cour- 
age; it takes guts to toss your future on your own wagon. 
Certainly those men were alert; they recognized an op- 
portune set of business conditions. Certainly they over- 
came difficulties; merchandise was hard to come by. Cer- 
tainly they were ingenious; in solving such problems as 
scarcity of help. Certainly they were good business men; 
controlling steadily rising overhead and operating ex- 
penses. Certainly they had vision; plowing back their 
profits into more attractive, more efficient stores. Cer- 
tainly they sought knowledge; an all-time high in 
JEWELERS’ CIRCULAR-KEYSTONE subscriptions proves that. 

These merchants have helped in the past to make the 
jewelry business the big business, the virile business, 
the profitable business it is today. We are certain they 
will continue to contribute their share in the future. 


IT'S YOURS — USE IT 


Although we may be conscious of the value of services 
that have been with us for a long time, we, too often, 
take them for grgpted and in doing so fail to get the 
greatest benefit fs“ them. 

THE JEWELERS’ CircULAR-KEYSTONE is today being 
subscribed to by the second, third and fourth generation 
in thousands of jewelry stores where it has been arriving 
with such regularity for so long that it is likely to be 
taken for granted as a necessary part of the business. 
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Glad Ja Zaeclucion... 


Certainly these merchants would not try to do business 
without it, but a certain percentage of them fail to fully 
utilize the vast amount of valuable editorial material that 
it offers during the year. 

The extent of this coverage was brought to mind as 
we compiled the Annual Index for 1948. This index pro. 
vides evidence of the impressive volume of merchandis. 
ing information that has been passed on to the industry 
during the past twelve months. 

Have you made use of this to the extent you should? 
Do you keep a file of recent copies for reference? 

That you may continue to benefit from your business 
paper, even after the month of issue has passed, we have 
included on pages 283, 284 and 285 of this issue the 
complete index of subjects covered by the articles that 
appeared in THE JEWELERS’ CIRCULAR-KEYSTONE during 
1948. 

Take a look at this, notice the variety of subjects, then 
keep it in mind for future reference when you want an 
answer to any of the hundreds of merchandising and 
operational problems that regularly confront a jeweler. 
It is likely that some other merchant has previously 
solved a similar problem and that it was reported by 
JEWELERS’ CIRCULAR-KEYSTONE, and listed in the annual 
index. 

Here is a vast storehouse of accumulated experience. 
The index is your key to its riches. 


A STUDY IN BLUES — AND GREENS 


Are you a chart hound? Do you spend fearsome hours 
studying statistics and getting chills? Do you break out 
in a sweat when the composite business index slips a 
point or two instead of going up—and—up—and up— 
and up? Are you hypnotized by concentrating on the 
abnormal sales of jewelry in 1946 and 1947? 

If so, we recommend your consideration of the wisdom 
embodied in the old Chinese proverb, “No tree can grow 
up to heaven,” and suggest you look at the fine, and more 
normal sales of 1940-41 and 2. 

For, it is well to remember that our individual respor- 
sibility to our industry and ourselves is to keep our own | 
particular enterprise as vigorous and healthy as possible 
by making every aggressive effort to create business. 

Then we can be sure that, though our trees will never 
reach to heaven, their heads will be among the tall ones of 
the forest, up where the sky is blue and the sun is warm. 

Believing that, I feel happy in extending, to each and 
every one of you, my sincere wishes for your content- 
ment during a Prosperous and Happy New Year. 


Keefe SREB 


Editor 
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ae INDIVIDUAL TRAYS 


| 
Eye Stopping in the Window! Gorgeous on the Counter! In addition to the Hadley work- 
manship—which has always maintained Hadley’s leadership in styling and dependability with the 
trade—the Hadley line for *49 will have another great sales plus. All Hadley Watch Attachments 
will be either 1/10 12K or 1/20 12K Gold, and will be so stamped. 
To set these superb watch bracelets and attachments off to proper advantage in your show cases 
and windows, Hadley supplies each one individually packed in a gleaming ivory-colored plastic tray, 
and bedded on luxurious real Crompton velvet of rich, characteristic Hadley Red. When you see 


them you will agree that there'll be nothing finer in your showcases . . . and that unquestionably 


THE HADLEY COMPANY, PROVIDENCE, RHODE ISLAND 
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